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50* per copy«»8 per year 
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_ A^er Ne*'rtf^ Sln<lat>', AnnovncVr JciKn 
k* lornvd T*aat Canjjcrv. Hgrry Jenki 



lllcADEMY MOVIE - 
'ess Sue Bowen en- 
Irtains with top-notch 
|ll-length motion pic- 
s feolures chosen 
maximum appeol 
women viewers — 
of romonce, 
pmedy, dromo, mys- 
odventure. 



15S P.M. NEWS & 
(EATHER-A lole- 
iternoon summary of 
pws and weather pre- 
yed by the area's 
^st and biggest TV 
ews Bureau. Deliv- 
by Lionel Schwon, 
nsos City's No. J 
newscaster. 




tVin tfiaw whil* dor«cing tecp-Agclli from ilsJ' hiji^' 
ichopis in (hV Chann«l 9 orfo lolte port in fifn 
CsUbriiiei ond refordin^ troU vtsif'Ho ll^DnSli Sit^ 
ake D«riona1 dlspcaroncei 



KANSAS CITY IS SWINGING TO 



ON CHANNEL 9 



KMBC-TV 



Kansas City daytime television has gone "Big Time" in a 
big way! KMBC-TV has introduced fresh, daring new- 
program ideas that have revitalized viewing and have made 
daylight hours more highly productive for advertisers. 

This formal of daytime entertainment, new to Kansas City, 
provides a versatile handling of commercials that answers 
every sponsor demand. You name it — we have it: full 
sponsorship of sparkling station-produced shows (5 min., 
15 min., 30 min., full hours); fine syndicated film shows; 
filmed minute-participations; live commercials; demonstra- 
tions; sampling; audience participation testimonials; 
station-brejiks; IDs. Get the details now! 

This page shows only four of the eleven exciting, now, well- 
balanced programs that are changing the daytime TV picture 
in the Heart of America. There's more — much more — 
behind the terrific impact of "Big-Time" Daytime programming 
on KMBC-TV. It will pay you to get the full facts straight 
— straight from us or your Free & Peters representative. Phone, 
write, wire or holler — we'll tell you everything about this 
precedent-bieaking new idea for daytime television selling. 



\ 




EF. X Pf.TER.s, l\C 



DON DAVIS. First Vice President 
JOHN SCHIUING, Vice Pres. i Gen. Mgr. 
GEORGE HIGGINS, Vice Pres. i Soles Mgr. 
MORI GREINER, Director of Television 




TV SET COWT 
POT BOILIHG 



page 19 



I fUh orertloi 
fnusic-and-nrw.: 
programing? 

page 32 





Todays mcamim 
funnel Im z^zncm' 
expandini operatin/rc 



A.lf-prinl |B.-|mW«fl 
sets ^ales records 
(or Bon Marche 

page 3® 



Alcoa enters era ol 
'•get-oul-and-siLr' wit 
$3.6 tnillion in b 




ll^pafc 
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t let fear g 
|l3re d1l youf 
live ft codimerci.ali 
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TIMEBUYERS 
OF THE U. S. 
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RICHMOND 



NBC -TV 





WXEX-TV 



channel 8 



Tom Tinsley, President • Irvin G. Abeloff, Vice-President 
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Who gets 
McCann post? 



Alcoa's first 
] consumer product 



Early evening 
CBS TV worries 



A/e headaches: 
doubled by tv 



Color tv and 
department stores 



Key radio-tv director post at McCann-Ericksoii expected to be filled 
shortly. Appointment, reputed to be agencyman in similar post at one 
of top 10 air media shops, was Still unconfirmed at presstime. Job 
is considered pivotal in agency's operation, with estimated 40% of 
agency's total billings in air media. Agency is reputed to be billing 
at rate of $170 mill i on, may end year in tie with Y&R for position 
as number one radio-tv shop. 

-SR- 

Look for new Alcoa product in January. Along with effort to sell 
aluminum against up-and-coming competitors, firm is bringing out its 
first consumer product, Alcoa aluminum wrap, in direct competition 
with Reynolds Wrap. New product will serve as spearhead for all 
Alcoa consumer advertising; it will get big air media support, in- 
cluding NBC TV Alcoa Hour. 

-SR- 

Audiences for the 7:30-8:00 p.m. weekday strip are causing worried 
frowns at CBS TV. Despite complete revamping of these 5 half hours 
with new shows, ratings are below year ago. ARB figures for October 
show average of 12.7 compared with 15.8 year before, a 20% decline. 
ABC TV's success in this time period (which was reason for CBS re- 
vamping job) continues with ARB rating ABC 82% higher this October 
than last. NBC ratings are 33% down. During 8:00-8:30 p.m. weekday 
strip ABC ratings were up 115% while CBS and NBC were down 15 and 
24%, respectively, in same time period. 

-SR- 

"Jack of all trades" is most fitting description of today's account 
executive whose changing role in major accounts is becoming increas- 
ingly complex as result of air media growth. In 1955, a/e has to be 
advertising strategist, showman, ratings expert, marketing and 
merchandisingman, salesman and, of course, diplomat . For analysis of 
most common current account exec headaches, see story page 34. 

-SR- 

Ever-tantalizing question whether color tv will be able to break down 
anti-air attitude of many large department and specialty stores is in 
wind again following annotuicement of NBC's new 39 million color plans. 
Of special interest is plan to convert WNBQ, Chicago, to world's 
first all-color tv outlet. Admen peering into crystal ball point out 
that local color tv will have it all over 4-color process in newspa- 
pers which is limited by quality of newsprint. This advantage, they 
say, will interest those retailers of apparel and home furnishings 
who have hitherto been married to black-and-white print. 
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How to judge 
viewer mail 



Every market 
is different 



Coverage conflict 
averted 



Conve'ntion price 
going up? 



Godfrey's 
master stroke 



Ratings treated 
like box score 



Are protest letters from viewers cause for concern? One advertiser 
who's expert on subject is Alcoa which sponsored Ed Murrow "See It 
Now" for 3 years on CBS TV. Despite drumfire of critical mail (along 
with plenty of plaudits) Alcoa found respect for its name rising con- 
tinuously during sponsorship, based on opinion research., Alcoa also 
found almost any subject is considered controversial by some. For 
full story on Alcoa's experience with controversy, see page 40. 

-SR- 

Until development like video tape recorder makes it possible t6 orig- 
inate shows in same time slot all over U.S. (via rebroadcasts region* 
ally), close study of individual markets is essential for effective 
timebuying. Case in point is "Lux Video Theater" in 2 widely sep- 
arated markets, Houston-Galveston and Portland, Ore. Lux show is on 
in Houston-Galveston at 8-9:00 p.m. Thursday when Pulse shows peak 
homes-using-television. Rating for first week in October is a high 
34.9. In Portland show is on at 10 p.m. when homes using tv is 
lower. Rating is 20.4. 

-SR- 

Danger of conflicting coverage studies during 1956 has now passed. 
SAMS, which was planning study, bowed out late last month; NAKTB had 
previously indicated its own study couldn't commence until 1957. 
Firms remaining in field are Nielsen, which has announced definite 
plans to do NCS No. 2, and ARB. But it's unlikely both will go 
ahead. ARB has based its pricing on inclusion of all 3 networks 
among its clients and it's known NBC has no intention of buying com - 
plete national coverage stu dy in 1956. That will probably leave 
field clear for Nielsen. (See story page 29.) 

-SR- 

NBC TV is thinking of raising price set on presidential convention 
coverage if no client is signed up within next few weeks. Reasoning 
is that convention will loom as increasingly strong audience attrac- 
tion with rising heat of competition for nomination in both parties* 

-SR- 

Agencies with accounts using Arthur Godfrey shows are putting current 
Godfrey biography in "Saturday Evening Post" on "must" reading list. 
It's first big favorable publicity for Godfrey since longer than most 
of clients and Godfrey agencies like to remember. Consensus among 
several admen involved with Godfrey shows: SEP piece is master stroke 
in effort to silence Godfrey critics, 

-SR- 

Same old pattern in evaluating ratings popping up again this fall. 
Conversation about ratings frequently takes on aspect of football 
discussion. Feeling seems to be that object of ratings is to see 
who "beat" whom, with little thinking beneath surface to question of 
client's objectives, cost-per-1 , 000, audience composition. As re- 
search specialists point out, it's unimportant to isolate raw rating 
of one show vs. another. "What's the use," commented one research 
v.p., "when they virtually write off 'I Love' Lucy' as slipping with 
a current 46% of the available tv homes !" 



(Sponsor Reports cotttiitttes page litl) 



2 



SPONSOR 




14 YEARS WITH THE RIGHT WOMEN 

the 

For 14 years, The 950 Club has made life more pleasant 
for hundreds of thousands of women — and men — who 
have enjoyed the five hours of popular music played 
daily from 1 till 6.00 P.M. In 14 years, it has built up 
quite an audience, a prize package full of Pulse "firsts", 
and a list of advertisers who signify their satisfaction 
with continued renewals. 

The 950 Club is only one shining example of WPEN's 
great acceptance: more local advertisers and more 
national advertisers use WPEN than any other station 
in Philadelphia. 

The Station of Personalities 

WPEN 

PHILADELPHIA 

950 on your dial 




Represented Nationally by Gil-Perna, Inc. 
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ARTICLES 



Will iv's hiiyUty-bliitil era eml in lf>56'? 

Ad agencies, sponsors have long been spending millions of dollars on the basis 
of figures up-dated from the Nielsen coverage study of 1952. New Nielsen 
study Is due in 1956; NARTB study in 1957; ARB (tv-only) still undecided 

Is radio tnwrdttiug mttsie-uttil-news prmirtimittfi? 

Too many stations are spinning dislcs without creative planning, say many admen, 
attaclcing copy-cat tactics 

T»(I(f)/'.s- (fc'<'(;iftit man: funttel fot* extra services 

Second article in the five-part SPONSOR series on advertising headaches points 
up role of the account executive as a man who must know merchandising, 
marlceting., showbusiness 

Rtttlio-print teamwork sells for Bon i}larvhe 

Forced ino air media by newspaper strike, Seattle department store forged a 
radio-print advertising link that has set sales records 

Aleoa uses S^i.fi million in tv to ^^yet-out-and'SeW 

Company promotes its customers' products to boost its own sales figures and 
seeks high ratings to do the job 

Don't let fear of ylare dull live tv commercials 

There are other ways besides excess spraying to reduce bothersome light reflec- 
tions when you want your product to shine 

Timebuyers of the V.S. 

A current, 23-page version of the timebuyers list by cities that ran in the I I 
July, 25 July and 8 August issues of SPONSOR. Complete data on accounts, 
agency addresses and telephone numbers 



COMING 



The oyenvy in trunsitiou 

Why are so many accounts changing agencies? Television is one great un- 
settling force but there are other even more basic factors which this article 
will set into focus 

Ailvi'rtisiny hettdachi's: part three 

SPONSOR series on problems of admen turns next issue to advertising managers 
in companies using air media heavily 



The BIG CHANGE in Washington 

WGMS NOW CAPITAL'S BIGGEST* 




— ~- " ' -s 1 

■|/2 MILLIVOLT DAYTIME 


SERVICE CONTOURS 


WGMS-AM 


570 KC 


5000 W 


WGMS-FM 


103.5 MC 


20000 W 


WMAL 


630 KC 


5000 w 


WRC 


980 KC 


5000 W 


WWOC 


1260 KC 


5000 W 


WOOK 


I340KC 


250 W 


WOL 


1450 KC 


250 W 


; WTOP 


1500 KC 


50000 W 



Uap by Ft^trol Crapttict 



WGMS 



the Qood zM^usic Station 



NOW BROADCASTING WITH HIGH POWER AND NIGHTTIME AM 

]\r. Robert liOgors, Prosidout • ]IotoI Ilarrinprton, "\Va>liiup:tou 4. D. C. • KXci-utivo •■^-^<)T') 
REPRESENTED BY GOOD MUSIC BROADCASTERS and THOMAS F. CLARK 
^jiXew (lay lialf-inillivolt contour covers: 

1100 more s(|. land miles than WTOP; .'ViOO more than W.AIAL: 3300 more than 

WPC; 7000 more than WWDC 



Only 




STATIONS 

are powerful enough 
and popular enough 
to register audiences 
in radio survey ratings 
of both Los Angeles 
and San Diego. 

Of this top trio 
KBIG is 

' #1 in San Diego 

* #3 in Los Angeles 

■ the only independent 

* the least expensive 

* the lowest cost per 
thousand listeners 



Any KBIG or Robert Meeker 
Account Executive will show 
you the documents. 




JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, California 
Telephone: Hollywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 






Fruttk Thotttpsott, Ted Bates, Xew York, com- 
ments that specialized timebuying departments — 
one for radio, one for tv — have been suggested as 
a wuy to help the timebuyer cope with the flow of 
facts. "Specialization has long taken hold among the 
station reps, who often divide radio and tv selling 
completely," says he. "There also tends to be more 
specialization in the media buying end where 
large accounts are concerned. Some agencies are 
evolving media groups with buyers for tv, radio and 
print, whose work is coordinated by a media group 
head. However, on small and medium accounts 
there seems to be a demand for buyers versed in 
all media. Generally, it adds to the client's ai>^ 
vantage (and to the buyers efficiency) for one 
buyer to coordinate radio and tv." 



Sun Gilbert, Product Services, Xew York, feels 
strongly that radio and tv buying should not be 
split, "But then Vm prejudiced, because my back- 
ground has been in all-media buying where you have 
a better concept of the over-all needs and objectives 
of an advertising campaign," she says. "Of course, 
the radio-tv buyer does face the problem of dupli- 
cate effort, such as having to see two reps from the 
same rep outfit, to get radio and tv availabilities. 
Still, the advantages and similarities between the two 
air media outweigh the appeal of specialization. In 
air media particularly you want to know exactly 
how radio and tv will mesh in a campaign. You 
don't want to duplicate your effort in the same 
market, but you might be using radio-tv differentlyf 



JRill Ahrants, Leber & Katz, Sew York, feels 
that radio reps are leaving one potential source for 
business uncovered: "The radio reps rarely gear 
their thinking sufficiently to the small-budget ad- 
vertiser or the small agency: There are exceptions, 
of course, and when they occur, we find an oppor- 
tunity to put our clients on the air. Both CBS and 
ABC Spot Sales have done a fine job of selling 
radio creatively with small budgets in mind. The 
main problem the air media present for us is one 
oj maintaining both coverage and continuity of 
advertising on the sort of money made available 
by our clients. And we feel a good job of selling 
by the rep, a good presentation, makes it possible 
for us to point up the advantages of the air 
media better to our clients." 
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IE BOSTON SUNDAY POST 



PROCLAIMS 

WMUR-TV 




19-U> xicwtTS ill llic IJcislon 
« .i^e bj'fii liiiiilcd lo Iwo N UT Slalioiif 
w) prourmn sclcclioris 

Now WMUR-TV 

110 I'rov itk's Kxcliisi\e Service Fdt 



Akdaj Micbl Fl^hw 

.'.fr Vrlk 

w • Kiltn Keatltal 

fcfof Klrr»l«n«' , 

« Jubliro 

r IQ l*rr«un 

0 •Ir Football 

1 .iaoli I'ra Kuolkall .... 



.VltC 

viit; 

ABC 
ABC 
..ABC 
. CB> 

..(■B> 
llLM 





PLUS 14 HOURS OF OUTSTANDING LOCAL "LIVE" 
PROGRAMMING FOR THE BEST TV BUY 

call your Weed Representative or Gordon Moore, Jf 'Ml R- 
Tl' Xational Sales xMana^cr, for current availabilities. 



Xoimati -K. 
Gillleson 

Executive 
\ ice President 
and General 
Manager 

ABC 
AFFILIATE 



WMUR-TV 

CHANNEL 9 
MANCHESTER, N. H. 






PRISCILLA FORTESCUE 

Priscilla Fortescue's in- 
fectious enthusiasm, 
plus guest stars, and her 
on-the-spot recordings 
from all over the world, 
sparks her listeners to 
move your product off 
grocers' shelves in 
Greater Boston! 



//you wafifWouts/fmof 

NEW ENGLAND'S NO.1 MARKET 



use 



E3II! 



BOSTON 




by Boh Foreman 

How to preptire ti job-yetting resume 

Since there is so much turnover in the agency business — 
a deplorable fact to be sure — it might be worth a few sen- 
tences for me to outline what older and wiser heads than 
mine are thinking and have thought about one job-hunting 
tool — resumes. 

A man or woman looking for an account executive job or 
that of an assistant account executive, they believe (and I 
concur), should mimeograph his or her experience. This 
data should be in reverse order — that is, most recent experi- 
ence first and thence back to college or high scbool days. 

Don't relax! Presentation of these facts requires the 
utmost ingenuity. W^iat to leave out is as important as what 
to include. For example, the individual reading through the 
resume of the applicant is searching for relevant experience. 
\^niat is irrelevant is time-consuming and puts the job-seeker 
at a disadvantage. But don't be discouraged! Many things, 
beneath their surface, do have a bearing upon the business. 
For example — business manager of a college paper or year 
book or running a Community Chest campaign in a local 
area. In fact, any business-like activity. However, the bald 
statement that the person-looking-for-the-job has run such 
activities or been involved in same is not enough. Clippings 
regarding the success of the venture, a capsule description of 
what specifically was done by the per^on concerned, outside 
testimonials to the fact that these ta>ks were intelligentjy 
j)erformed and with perseverance should be included. 

Another suggestion. Before making your approach why 
not look through McKittrick's and find out exactly what 
accounts the agency ha?? If they are heavy in package goods 
and your father ran a grocery store (in which you worked 
for three sununers), it's amazing how important this factor 
can be considered by agency j)ersonnel. Similarly a depart- 
ment store, drug store or any other retail shop. 

A word about friendship, or what is vulgarly referred t© 
a> "pull." Sure, this can play a part in the original place* 
ment of a person. Social contacts do help get jobs in every 
Lusiness. But they won't hold the job. So use what you've 
got to get your chance. If anyone in your family has been 
successfully engaged in agency work or with some account, 
I certainly wouldn't feel shy about brniging this matter up* 
And get a letter from the individual about yourself! 

(Please turn to pa^e 64) 
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YOUR COLLAR 
BUYS COMPLETE 
COVERAGE OF TH 
ENTIRE GULF COA! 



MARKET ON 





GULF TELEVISION 



Represented 
Notionolly by 
CBS Television 
Spot Sales 
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Florida Citrus Commission 
and its agency^ 
Benton & Bowles, Inc., 
are Sold on Spot as a 
basic advertising medium 



To move Florida fruit, processed or fresh, the Florida tri 
Commission puts more than 50% of its advertising budg ^ 
Spot Television. The use of da)' and night Spot rij seo* 
drives provides them with flexibility, economy and inipt 
selected mass audience markets. ^ 

Spot Television and Spot Radio can sell for you, ■ 
whatever your product, whatever your desired audience 'O^ 





dsioii'makers who require immediate market-response are 



LDON 



'I BC Spot Sales Representative will sliow you how Spot can 
fk-r your sales messages in twelve major markets, accounting 
rp% of the nation's retail sales. 



I 




iNBCl SPOX S VI^KS 



30 Rockefeller Plaza. Xew York 20. .\ . Y. 
Wt^Oj. Detroit, Cleveland, San Francisco, Los Angeles, Charlotte*, 
Dallas* *Bomar Lou rance Associates 

d 




From lejt to right, nboie. tovi v^vw. Chairman 
Advertising Committee, mvumn k. w vi.kf.r. J'ice 
Chairman, P vL i, s. pvttkR'^on. Director of Advertising. 
Florida Citrus Commission; (back to camera), h vrr> 
wvRRKN. I'ice President, Benton & Botiles, in charge 
Florida operations : and rorert c. wnoTF.y, Chairman, 
Florida Citrus Commission. 

representing radio statioit.";: 

■w M *g Chicai^o. knbc ^jn FroActtC' . K<n 5f. L-^'ni. v rc f a^h 
inpton. D. C *t*m ( tti etanii. kOMO >ralltf. vwr L, utSTittf. 
KCt' Honolutu. Hauati. \i BC % \ ) ork anJ tfir nbc mF-iTFRN 

RADIO NET'VORK 

representing television slalioits: 

KO>i.TV Honalutu, Hawaii. «rca-tv A>ic York, w>b(} Chi- 
cafo. KRCA Lo> Anfelft, KSD-TV Si. Louis, »rc-tv irashin(ion. 
D.C., ■m-NBK C.teveland, KOMO-TV Seattte, kftv Portland, Ore., 
WAVE»TV Lonisritte, vRCB Schenectady-.llbany.Troy. 



BUSINESS EQUIPMENT TOUGH TO SELL? 

NOT ALWAYS !!! 

lieml this letter and see . * • . 

And 26 ofher sponsors AGREED that KERC's "Operation Pioneer" 
(broadcast from the Lane County Fair) brought IMMEDIATE 
results. 

LET KERC CO TO WORK FOR YOU IN THE PACIFIC NORTH^ 
WEST'S 5th LARGEST MARKET.* 



EUCENE is OREGON'S SECOND MARKET 
advertisers. 

•SM 1955 



essential to national 



U 30 OAK STREET -EUGENE, OREGON 



Cviili'i' 



phone 5-3381 



AUIHOPIZED 



77nr7Tir?£«vicE agency 



September 21, 1955 



Radio Station K E R G 
P.O. 3o>' 506 
Eugene, Oregon 

Gentlemen; 

rherk for ilb.CO covering our 

-eU^co^e-a^^a .^aavise^us --.-L^ interesting . 
,.e program on the ^^^^ 

' ^-:u*cn°: t^fpo^s^to^o^n particuiar broadcast.^^ 
have s"<=';^^,"l inink it is a "^^"^^.J ogram and 

maintained their 11 contract to direct 

* Very truly ,ours, 

THE^ BUSIt^S EQUIPMENT CENTER 



DP:np 



(or Adding Machines 
Kaid»x • Filing C 



chine Supplies 
C o b i n e Is 



More Facts? 
Contact 
WEED & Co. 



. Typew.i...s . CoUuio.ars • Moc ,ne 
j:,.. • Soo.Ve.pIng Mo.hines.Sofe 



5.000 WATTS 

EUGENE, OREGON 
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MADISOi 



SPONSOR invites letters to the editor. 
Address 40 E. 49 St.. New York 17* 



B&M TEST 

I have followed with great interest 
sponsor's running account of the 
R&.M media test. The way I feel, 
lalings and audience measures are in- 
adequate and the only true measure 
of a media's worth is whether it sells 
anything and how much it sells. \ 
want to compliment sponsor for its 
part in the study and especially Hje 
Burnham & Morrill Co. 

I think the whole study should be 
a guide for other manufacturers that 
have their douhts about television. 

I would like to have a dozen re 
prints of the August B&M article. 

CvRUS D. Crites 
Director of Research 
If AVE, Inc. 
Louisville, Ky. 

• SI'O.NSOK plans lo follow up ihe B&.M seriu 
with at l»-as! «ile iiiorr rep«r! on how Ihe com- 
|>aii\ is farin<r in Crefn Ha> after il« Iv rampaign. 



COFFEE AND TEA 

We are writing to retjuest your im- 
mediate assistance in a matter of great 
urgency" and importance to us. 

We are seeking information on the 
subject of coffee (and tea) sales, mer- 
chandising, sales promotion methods-, 
and advertising — and would like to 
examine any articles which you have 
published, bearing on this subject, 
within the past several years. If it is 
possible for you to send us clippings 
of such articles, this service will be 
greatly appreciated; if clippings are 
not available kindly give us titles of 
articles and dates publishedi 

Edward Prager 
Edward Prager 
Advertising Agency 
Baltimore 

• SPONSOR piililishrd siv pertinent case hi* 
t<>rie> ill I •).S3 and U i May 16 >o»em- 

her 1933. 8 Frliruary l<J.';i. 19 April 1931, 14 
June 1<)3 1, 1 Ortohcr 1931. 



JAPANESE ORIGINAL 

1 read with a great deal of interest 
in your "49th and Madison"' column 
of October 17 the letter from Y. Nihira 
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.JUST LOOK AT 



KOH f . RENO 

FBiT^. Sacramento 

^ I \ 

KMJ ■ FRESNO 
\ 




Inland California's Beeline stations, 
purchased as a unit, give you more 
listeners than any competitive com- 
bination of local stations . . . and at 
the lowest cost per thousand! 

(SAMS & SR&D) 





B S N O 



KMJ has MORE LISTENERS than any competitive sta- 
tion, daytime or nighttime, according to May '55 Pulse survey 
of seven major cities in Fresno area. 

KMJ hos MORE TOP RATED SHOWS 9 out 

of the 10 most popular programs in the Fresno area are KMJ 
shows, reports latest Pulse. 

KMJ has WIDER COVERAGE than any competitive 
station, daytime or nighttime. (SAMS) 



fUL^CAaidUAf [^/u>a^jlccxdtuM} OotvtfbiM^ 

SACRAMENTO, CALIFORNIA • Paul H. Raymer, National Representative 
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IN CINCINNATI . 

EVERYBODY LOVES MUSIC, NEWS AND SPORTS! 



Li 



-I 



J. I ■ 



^ ^ ™A1|S ^rt^ CygRY^ODY ^LQVESf^ ^ 





v; 




XO DOrBl^ AP>OrT the ap- 
])pal of ]\rusie, Xews and 
Sports ! And Ciiifiiniati's 1st 
Station for ]\rusic, Xews and 
Sports is AVSxVI-Eadio ! 
IF YOr WANT tlie station 
with tlic confidence of more 
local niercliaiits, witli spec- 
tacnlai- ratinp; increases from 
sign-on to sign-off, and witli 
Cincinnati's most popnlar 
air salesmen, you musi buy 
the station that sells C'incin- 
natians — WSA 1-Radio. 




National Representatives 
for the new sound in Cincinnati 
Weed & Company 

SHERWOOD R. CORDON, PRESIDENT AND GENERAL MANAGER 

THE NEW SOUND IN CINCINNATI HAS A CASH REGISTER RING! 



wf Ti)k)i). J;t|)aii. \\ Oiild it lie |)<)»il>lf 
for me to fift the (irij-iiiiil from wliicli 
\oii re|)r()(liife(l Hie t iit';' I would vcr\ 
much lil»e to li;rve it for m\ fih's. 

n.\i{in WwiNK M( \l\ii\.\ 

I' ICC I* resilient 

McCnnn-Krickson Inc. 

\cic York 

• OrlKliioN Iniiii olilrli M'ONsOU lllii>lrallciii« 
rtrr iirrf»Br«-<I uri" <MTu*l«iiuIIy u\uilnlilr, W f urc 
liupfiv III (iltlltfi' ri'uiliT MrMuliuii. 

FM FOR AGENCIES 

III an ;irti<lo entitled "Ad !ifiein\ 
promoted itself \ ia fin railio." voii 
sa\ : "What is thoiijiht to he the first 
t^'st of an fm station as an ad\ ertisiirji; 
inedinni for an advertisin}: agencN is 
heing rondncted on KDI'C. San I'ran- 
eisro." 

Fur the nvord. 1 think \on niijiht 
he interested to know that onr a<:ene\. 
Vpplestein. Levin.stein and Cohiiek. 
nm a ranipaign aI)ont a \ear ago on 
tlie loeal fni station, W ITIi-f-^M. for 
.se\ eral months. 

A nnnd)er of friends told n> tliey 
Iieard onr ronnnerrials. and tlu're 
were otiier favorahle oonnnents. al- 
tliougii no direct artit)n. 

Iliis. of course, is the pattern for 
a great deal of ?elf-a(l\ ertising done 
I)y agencies, namely: direit action and 
innnediate business — negligible; good- 
will considerable, plus the fact that 
agency ad\ertising docs help presell. 
so that wlien a call is made on a pros- 
peitive client, the selling joli is infi- 
nitel\ easier. 

MOKTO.N Lk\ I.NSTKIN 

Appleslein. Leiinstcin and Gold nick 
Baltimore 

NEGRO SECTION 

I am doing a tliesis at tiie I niver- 
sity of Texas on programing to tlie 
Negro market and I am finding it 
rather difBcult to secure suflicient data 
j>n the suliject. Having read se\eral 
articles in vour magazine pertaining 
to the Negro market. I sliouid like to 
inquire as to the a\ailabilit\ of re- 
prints of those articles. If reprints are 
a\ailable I would like to ha\e at least 
one of e\er\' article \ou havo printed 
on this subject or related to it. 

I would appreciate it if \ ou w ould 
advise me of the quantit\ of reprints 
available and the total cost. Also, 
your policy regarding such requests 
(casb in advance, c.o.d.. bill. etc.). 

Larry E. Jones 
ATA'V 
Austin. Tew 




Bjsif 
CBS jffiliatc- 
'uiih ABC, SBC 
Sel'.vork Cwerjge 



You need onl\- bu\' WFBG-TV to co\'er all of central 
and Western Pennsylvania. With maximum power of 
316,000 watts, WFBG-TV blankets the rich, heavily- 
populated areas between Pittsburg^h and Harrisbure. 
In addition to the 537,452 tv sets in its co\eraee 
area, you get a bonus of 131,556 television homes in 
Metropolitan Pittsburgh.* 



WFBG-TV 



MtoQua^ Va. 



BASIC 




XETU (JRK 



iilso ARC, SBC aifiliate 



Represenfed exclusively by H - R Television, Inc. 
•N'idcodex January 15, t9>> G'f\es \SFIiG-T\ Il.6'"f in P'ttsburch, r ni rc sh.in I Ui.Ol'M nr ■ 
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Living danprously ... in IVew Orleans 

You cau do a lot of living in Xew Orleans' lot of past , . . 
but in radio it's dangerous. Not could be. Is 

Because until as recently as two years ago the heretofore 
showed a radio station named "WTIX smaek on the bottom 
of an eleven station market. 

Then Mid-Continent took over and ten months later WTIX 
was Xew Orleans' number 1-rated station. 

[t's been at or near the top ever since. 

A drastic upset in time-buying habits has followed this 
upheaval in the X^ew Orleans listening habit. How old is your 
Xew Orleans story? That old? Call Adam J. Young, Jr., of 
WTIX r.eneral ^Manager Fred Berthelson. 



^CONTINENT BROADCASTING COMPANY 



KOWH, Omaha 
Represented by 
H-R Reps, Inc. 



President: Todd Storz 

WHB, Kansas City 
Represented by 
John Blair & Co. 



WTIX, New Orleans 
Represented by 
Adam J. Young, Jr. 



New Orleans 16^ ta. 
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I flew on Radio Networks 




Crncit R. 
Stem (3) 



SPONSOR 


AGENCY 


STATIONS 


A Stjfe Insur/incc, Skokic, 1 


II 


Christiansen Adv, Chi 


MBS 


553 


£ er Products, NY 




SSCB, NY 


ABC 


340 


C li Pub, Phila 




BBDO, NY 


NBC 


19B 


C FngidaifC div, Dctf 




Kudner, Detr 


NBC 


19B 


C ;ral Foods, Assoc Products. 


White 


Grey, NY 


NBC 


19B 


jins 

C Buick Div, Flint 




Kudner, Detr 


MBS 


•18S 


C'ral Tire & Rubber, Akron 




D'Arcy, NY 


ABC 




Hmark, Chi' 




1 Foote, Cone & Belding, 


NBC 


19B 




Chi 






His, Upliam, NY 




Lewin, Williams & Saylor, 


ABC 


•»0 




Newark 






V ncn Co, Morristown, N) 




Grey, NY 


NBC 


19B 


l^icr Products, Jackson 




Gordon Best, Chi 


ABC 


332 


S.iura Co, Phila 




Hicks & Greist, NY 


ABC 


332 


i cbakcr. So Bend 




B&B, NY 


NBC 


198 


i Renewed 


on 


Radio Networks 





PROGRAM, time, Jtart, duration 

Army-Navy football'. Sal 1.15 pm to conci: 26 
Nov 

When a Girl Marries; M & F 11:4512 am, 21 

Nov. 26 wks 
One Man's Family, M-F 10 1510'30 pm 
Fibber McGee & Molly; M F 10-10:15 pm ; B & 9 

Nov. IS & 16 Nov; 6 & 7 Dec 
One Man's Family; M-F I0:1S-10:30 pm; 25 Nov 

9 Dec 

Weekday; M F 10 am-6 pm; 7 Nov; B wks 

Gabriel Heatter; 7:30-7;45; 1 Nov & 3 Nov 
Detr Lions vs Green Bay Packers; 12 noon to 

conclusion; 17 Nov 
Monitor; 19 Nov-IB Dec 

Wall Street Final; M-F S.SS-6 pm; 31 Oct. 52 
wks 

Weekday; M-F 10 am-6 pm; 7 Nov; B wks 
Breakfast Club; segment on F 9:35-9:'10; 6 )an 
Breakfast Club; seg on Th 9:'10-9;'1S; 17 Nov; 
13 wks 

Top Ten Plan & Monitor; wk of 20 Nov 



Edythe 
kein 13) 



SPONSOR 


AGENCY 1 


STATIONS 


PROGRAM, time, start, duration 


C ttijh Reform Church 


Glenn, Jordan, Stoetzel, ' 


MBS 235 


Back to God Hour; S 9;30-10 am; 27 Nov- 




Chi 




IB Nov 1956 


Oil ClJrence Manion, Chi 


Victor Adv, So. Bend 


CBS 204 


Manion Forum of Opinion; S 9:30-9;4S pm; 6 




1 


MBS S26 


N0V-2B Oct 


. (d Mofors, Detr 


Campbell-Ewald, Detr 




Lowell Thomas; M-F 6:45-7 pm; 31 Oct; 52 wks 




John H 
Eckstein >3) 



broadcast Industry Executives 



NAME 



Ce Accas 

X Clay Adams 

F'lk G. Atkinson, Jr. 

Cries T. Ayres 

V H. Baker 

(I Belford 

Cries W. Besosa 

ly Buskett 

Cishaw Bonner 

C/in C. Cass 

f Chioda 

fert L. Coe 
li Cole 
Ji Condon 
'Constant 
liard Corwin 

I Crumley 
tiel M. Curtis 
I'jrd J. De Gray 

I I Devine 

(es C. Dodgson 
i> Durgin 

(rison W. H. Eagles 
li H. Eckstein 
i Enis 

I'y B. Fr.ink, Jr. 
I'd B. Gibson 
^liam C. Gillogly 
ly Gordon 
IliJrd H. Cravett 
lA. "Bun" Hassett 
I. 

t^ne D. Hill 



FORMER AFFILIATION 



NEW AFFJLIATION 



ABC, adv. pub, prom director, NY 

ABC. rad-tv co-op mgr 

ABC. NY, VP in charge of radio network 

KMTV, Omaha, p-om mgr 

KFWB, Hollywood, merchandising director 

A. C. Nielsen, Chi, acct exec 

KLAC. LA. general mgr 

MCA-TV. NY 

Adam Young. NY 

Westchester County Publishers, White Plains, adv-sales 
staff 

DuMont. sta rel mgr 
KFMB-TV, San Diego, promotion 
KTAC, Tacoma, acct exec 
KBAK-TV. Bakersfield, Calif 
WWOR-TV. Worcester 

TELEVISION Magazine, NY, research director 
NBC, Chi, gen sales mi;r 

Vitapix Guild Films, NY, station relations director 
KVOO-TV, Tulsa, promotion mgr 
WHIO, Dayton, regional sales 

WKtAR-TV, Baltimore 

ABC. asst to adv. pub, prom director, NY 

KELP, El Paso 

DuMont. NY. nati spot sales 

WBBF. Rorhester, sales mgr 

ABC-TV. Chicago, acct exec 

Miiiak, Wash, D. C, mgr 

KFRC. San Fran, sales 

WMT-TV, Cedar Rapids, tv sales director 

WORZ. Orlando, general mgr 



Same, sales development director 

CBS TV, NY, film prod operation dept, mgr 

Same, radio sta rel, eastern regional mgr, NY 

NBC, NY, radio network hd 

Same, acct exec 

Same, also director of adv and publicity 

S.ime. vo, rad-tv dept 

KCBQ. San Diego, general mgr 

TPA. NY. acct exec 

H-R Re-^. NY, sales 

WFMY-TV, Greensboro, NC, promotion director 

ABC TV, sta rel, regional mgr 
Same, tv director 
Same, asst mgr 
Same, vp 

TPA, NY, acct exec 

Adam Young Television, NY, research director 

Same. NY. eastern ssles mgr 

ABC Radio, NY, station relations director 

Same, commercial m?r 

Hoae-Blair, NY, acct exec 
ABC Radio, NY, vp in charge of radio network 
XETV, San Diego, merchandising-prom mgr 

S^me. adv-prom di-ector 
KNOE, Monroe. La. program mgr 

ABC TV, NY acct exec 

WHAM, Rochester, sales 

Same, eastern sales mgr 

KSCJ-TV. Pueblo, Colo, natI sales mgr 

KNBC. San Fran, acct exec 

KDUB-TV Lubbock. Texas, natI sales director 

WCTO. Haines City. Fla. mgr 




Gene 

Accas <3i 




Al 

Chioda (31 



tn next issue: New and Renewed on Television (Neticork) ; Adrertising Agency Pertonnel Change*; 
Sponsor Personnel Changes; Station Changes (reps, netirork. poicer); 
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and reneif) 



Edward ). 
Dc Cray (3) 



Lloyd B. 
Gibson (3) 




Bill 

Crumley (3) 



William H. 
Quinn (3) 




|ohn 

Dcvine (3) 



Erwin 

Rosner (31 




3. Broadcast Industry Executives (continued) 



NAME 



Petie Houle 
Edwin R. Huse 
Andrew P. Jaeger 
Dick )ensen 
Maitland |ordon 
Edward E. Kash 
Henrietta Kiescr 
Marian Y. Komar 
|. L. Kautman 
Lou Kravifz 
L. A. Larson 
Boyd W. Lawlor 
Anthony Leighton 
Marvin Levey 
Jim McEaneney 
Henry H. McMahon 
Robert S. Mandeville 
Joseph 0. Meyers 
Ken Morton 
Edward A. Montanus 
Dana S. Murray 
Bernard Musnik 
0. W. Myers 
Benton Paschall 
Richard J. Passage 
John C. Ponic 
Doug Peterson 
William H. Quinn 
Edythe Rein 
Erwin Rosner 
Adolph L. Seton 
James T. Shaw 
Mary Smith 
William E. Spahr 
William H. Spencer 
Joseph Stamler 
Ernest E. Stern 
Robert F. Tait 
Kit Tyson 

Leonard C. Warager 

Bill Warner 

Ray Watson 

V. Byron Williams 

Philip H. Weil 



FORMER AFFILIATION 



KLAC, LA, traffic 
WXYZ, Detr, acct exec 

Procter TV Enterprises, NY, vp in charge of sales 
WCCO-TV, Minncapolis-St. Paul, nafi sales rep 
KJR, Seattle, mgr 

Henri, Hurst & McDonald. Chi, sr producer 
Bozcll & Jacobs, Omaha, vp 
KLAS-TV, Las Vegas, commercial mgr 
Cranf Adv, Detr, vp 

Filmack Studios & Trailer Co, vp in charge of sales & 

WISN-TV, Milwaukee, commercial mgr 

WIP, Phila, station mgr 

ABC, NY, publicity 

WFDF, Flint, sales prom mgr 

Weed & Co, Detr 

Yankee Network, Boston, sales service 

Everett-McKinney, NY, eastern sales mgr 

NBC, NY, central news chief 

KOOL-TV, Phoenix, asst mgr 

NBC, NY, central sales supervisor 

All-Canada Radio & TV, Toronto, program div 

Crosley B'casting, NY, vp in charge of sales. Eastern 

Cerity Broadcasting, Bay City, vp 

WNOE, New Orleans, gen mgr 

KYAK, Yakima, commercial mgr 

Fawcett Pub, NY, adv-sales rep 

WCCO-TV, Minneapolis- St. Paul, sales service rep 

A. C. Nielsen, NY, acct exec 

Natl Telefilm Assoc, NY, asst tres 

WPEN, Phila, local sales mgr 

ABC, NY, asst publicity mgr 

Henri, Hurst & McDonald Adv, Chi, rad-tv director 
Trendex, NY 

Montana State University, rad-tv program director 

WCOL, Columbus, mgr 

WABC-TV, NY, acct exec 

ABC-TV, NY, publicity mgr 

All-Canada Radio & TV Winnipeg 

WBAL, Baltimore, wrtr 

NBC, NY, eastern sales mgr 

Ziv TV Programs, NY 

WKRC-TV, Cincinnati, asst director 

WTRF-TV, Wheeling, asst program director 

CE, NY 



NEW AFFILIATION 



adv 



div 



Same, sales service rep 1 
Patterson-Richards Stations, West Va & Ohio, J 
Ziv TV, NY, sales rep 
Same, regional sales rep 
KOMO-TV, Seattle, mgr 
WEEK, Peoria, station mgr 
AWRT, Heart of America C'hapl>er, pres 
Same, gen mgr 

UPA, Burbank, adv-publicity director 
Lewis & Martin Films, Chi sales director 
Same, asst mgr 
WWCA, Gary, station mgr 
Same, asst publicity mgr 
Same, commercial mgr 
Evereff-McKinney, NY, sales staff 
Same, retail merchandising director 
H-R Reps, NY, sales 
Same, news manager 
Same, station manager 
Same, central sales mgr 
Same, radio program div mgr 
Ziv TV, NY, new business development 
Same, also WNEM-TV, Bay City, general mgi 
KBAK, Bakersfield, Calif, gen mgr 
Same, mgr 

ABC TV, NY, sales dept, acct ex«. 
Same, nati sales rep 
Same, vp in rad-tv div 
Same, vp 

Same, gen sales mgr 
Same, publicity mgr 
Ziv TV, NY, sales rep 
Same, vp 

KFBB, Great Falls, Montana, adv-prom director 
Same, vp 
Same, sales mgr 

Same, LA, adv, prom, pub director 
Same, western supervisor 
Same, asst program mgr 
Same, administrative sales mgr 
NBC Film Div, NY, sales rep 
Same, producer-director 
Same, program director 
GE, NY, rad-tv dept, distri(:t sales mgr 



4, New Firms, New Offices, Changes of Address 



Adrian Bauer Advertising, Philadelphia, has reorganized as 

Adrian Bauer and Alan Tripp, Inc. 
Burroughs Corp, Detroit, has announced the establishment of 

a Defense Contract Administration branch for military 

b-jsiness 

KGER, Los Angeles, has moved to new offices at 419 South 

Robertson Blvd, Beverly Hills 
Lowe and Hall Advertising, with head offices in Greenville, 

SC. has opened a branch in Asheville 
CBS Radis Spot Sales, NY, has moved to 460 Park Ave as of 

31 October 



The National Television Film Council has established per- 
manent offices at 1639 Broadway, New York 

North Advertising, a new agency, will open 1 December at 
430 N. Michigan Ave, Chicago. Don P. Nathanson will 
be its president 

Radio Advertising Bureau, New York, has moved to 460 
Park Avenue 

W. A. Sheaffer Pen Company has opened a branch plant in 
Utrecht, Holland 



5. New Agency Appointments 



SPONSOR 


PRODUCT (or servu.e) 


AGENCY 


Diamond Crystal Salt Co, 5t Clair, Mich 


salt 


Ogilvy. Benson 0 Mather, NY 


Elgin Softener, Elgin, III 


wafer conditioning equipment 


Phil Go.-don. Chi 


Jacquelin Cochran, NY 


cosmetics 


Al Paul Lefton, NY 


McCormick & Co, Baltimore 


tea and spice importers 


Lcnnen & Newell, NY 


Pabst Brewing Co, Chi 


Pabst Blue Ribbon Beer 


Leo Burnett Co, Chi 


Purcx Corp, South Gate, Calif 


Purex liquid bleach 


Foote, Cone & Belding, LA 


Oakland Zone Chevrolet Dealers, Oakland 


Chevrolet cars 


Campbell-Ewald, NY 


Revlon Products, NY 


Touch & Glow liquid make-up 


BBDO, NY 
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SPONSOR 



TEXACO 

STRUCK OIL IN 
INDIANAPOLIS 



on 





WXLW chonged its broodcasf frequency on Morch 12, 1955, 
to 950 on the diol. To help Indionopolis oreo motorists con- 
vert their outomobile rodios to the new frequency, WXLW 
ond 63 Texaco service stations in metropoliton Indionopolis 
promoted free push-button conversions. Eight one-minute 
spots o doy onnouncing the WXLW-Texaco rodio frequency 
conversion began March 5, 1955, ond ron through 
April 22, 1955. 

The 63 Texaco service stotions averaged 50 to 60 rodio 
conversions for eoch of the first ten days of the promotion! 
The IMPACT on Texaco's soles figures during that period? 
Here's what the "SELL STATION" did for Texocol 

"Our March, 1955, gollonage increased 10.07 per cent 
over Morch, 1954, at those stations participating in the pro- 
gram. During the same period, according to state tox figures, 
gosoline consumption was up only 5.95 per cent. 

"During April, 1955, those stations participoting in this 
joint progrom enjoyed on increase of 22.43 per cent over 
the same month in 1954; whereos, occording to state tox 
figures, overall consumption was up only 6.92 per cent/' 

So says Mr. H. L. Knearl, Assistant Division Sales Promo- 
tion Manager of the Texos Company, Indionopolis, in his 
letter to WXLW of July 15, 1955. 





SELL? 



ASK TEXACO/ 



Represented notionolly by the John E. Peorson Company 
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••^^Ly/oir bill sure" i> no -.ilo |)i.li<-\ ior 

^^^-^^ .kIm'i ti-cr wlin w.iiils lo j^o jil.ici 

I' .11 l)( tt<'r It) linji jIio.ikI llic l.i-!('«t-iii<)\ in;;, nni-l 
cll<'< li\c nn'dinni iIhtc is ^poi Icli-; i-iou — jn<I 
ride il I<h' ;i II il'-> w oi lli. 

Ili;il> (*\;nll) wli.il llir (\v\\f\n\ [5jkinji Coiii- 
|).ni\ did when il u;inli d lo iiilrodiirc ( liD-v^i n^icr'- 
l(\(' Uicjd in llic I 'lirliid(d|il)i.i ni.ii kt't. (/i"o--in;i<'r ■^ 
ua> unknown llicic. ,nid locil hriiud^ were fninh 
r>l;d)li>linl. How lo nio\c in f.i-i'.'' On HRI)()"v 
ad\ ice, llie clicnl lioii;;lit ii T\\(d\c IM.ni «( li<'diik' 
on \\ CAl - I N . i\nd wIkiI li;t|)|)('ii('(l llicn? To i|in)l(' 
|{|51)0"s own words: 'dn fnc wcck.s we liit llic 
>;) Ics <|nota w e had cxperted loa( liie\ (' in I3\\cek>. 
Afler seven weeks we |>a>>ed all oilier rye l)rea(l> 
and ni()\c(l inlo fir^t place in tlie niarkel." And ... 
ill a cost per llioiisand viewers of only 31 rents! 

\o fable this. It's another true ca>e history 
which illtistrales so well why more than 300 
national spot ad\ ertisers are eiirrenllv tisinp; sched- 
ules on (jiie or more of the 12 television stations 
(and the regional network) we represent. 
Good spot to be in ! 




{\ns Televishm Spot SaU*s 

Hcprescnlinn: ■ffinSTV New ^ork, ■nc\l T\ I'liiladi-lpliia, 
WTOP-TV \\ asliinirtoii, ■ff BTV Cliarloite. ■« BT'n Horrnre, 
WMUR-TV lack^onville. ■ff XlX Milwaukpo. ■« nrsM TV Chicano, 
KSi.-TV Salt I.;ike City, KGI I.T\ r,al\ C'lon i lou-ton. kOIMV 
Porllaivl. KN\T Us \nc.'If^,CI)STEI.F.\ IslON PA( IFH.NET\V0RK 



f 





CERTAIN THINGS 
STAND OUT! 

Yes, certain things are all- 
important to the advertiser. 
Like the dynamic sell-power 

of the JOE FLOYD Stations . . . 
the two-market impact you get 

for your one smart buy . . . 
the spending power of these big 
multiple markets. 
What a terrific spot for you! 

THE BIC TV COMBO 
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WATERTDWN • 



i 



K 
D 
L 
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78% of 'o'^l South Dakota Market, 
western Minnesota, northwestern Iowa 



V 



)0E FLOYD, President 
Evans Nord, CcnI. Mgr. • Larry Bentson, V.P. 
NBC Primary 

Represented by H - R TELEVISION 



Robert A, Seidel 

Executive v. p. 
RCA Consumer Products, New York 
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"It's a damned sight easier to breed ininks than make color tv 
sets." says Robert Seidel, RCA Consumer Products' executive v.p.^ 
about the current pricing of color tv sets. 

"But the same people who are buying Cadillacs, cruises and trips 
to Europe will want color sets. And the time will come when all net- 
work transmission will be in color. " 

An energetic, friendh man with a long career in merchandising 
and retailing to back him up. Seidel sits in a Rockefeller Center 
office overlooking most of Manhattan, some of New Jersey. Queens 
and the Hudson. He feels most comfortable when flanked by an 
RCA tv set. hi-fi unit and the new portable RCA radio-phonograph. 

"The trend toward color has been established." says he. "Take 
Chicago. Starting next April all shows originating out of our Chi' 
cago o&o station will be in color." 

Seidel puts a lot of persuasion and advertising into RCA sales 
promotion. This year alone RCA Consumer Product? will be spend- 
ing some $20 million (including the co-op budget) on selling the 
public on its line. Naturally enough. RCA is a heavy radio and tv 
advertiser on NBC. with numerous commercials on Monitor, Dragnet 
and Playhouse, as well as Berle. Producer's Shoucase. 

"If I were still a retailer. I d stock up on anv product that's being 
ad\"ertised on tv." he comments. "There isn't a manufacturer of a 
product in No. One position who can afford to stay off the medium if 
he wants to hold on to his advantage." 

RCA s tv sets have held that choice position for some time against 
new and established competitor« alike. 

"'Sure. I'm sold on the power of tv." adds Seidel. "But the secret 
of advertising effectiveness lies at lea«t partlv in media balance." 

Demonstration-minded. Seidel illustrates his comments with charts, 
a ([uick walk lo his office hi-fi set. which he'll turn on full-blast to 
plav a bell-clear, if deafening, rendition of Star Dust, a switch over 
to the new portable radio-phonograph on his bookshelves for a few 
bars of modern jazz. 

■'I was excited about RCA before I ever Came here in 1949.'* savs 
he. flipping proudlv through color catalogs of the RCA line. "You 
should see our apartment (Sutton Place. Manhattan I : We've got two 
tv sets and half a dozen radios in 4^4 rooms." -k -k 

SPONSOR 
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You're In Gooc/Cbfufisnt/ On 

LADIES' 



Channel 2 



dvertisers 
|iES^ DAY 
a St 90 days: 

f^l UER 

- I BAKERIES 

'p. I iKERY 



fori 



I 1> 



I IRIN 

nUPER MARKETS 
t'AL BAKING 



f I DUCTS 
I LIPSTICl^ 
TIF !IEER 

I DOR ANT 
lOODS 
I''- binStein 
!k\ *:s 

.'en< t MEAL 



iip' WESTERN MILLS 

a!f ;tR 

lER HOSIERY MILLS 

„ lACON 
jj, ( ENTERPRISES 
j^JSGLES 
, \\ FARM BREAD 
t GAMBLE 
llGARETTES 
MUT OIL 
llGEST 
MESERT FLOWER 

m 

it\ SPR«Y 
■ EN 

S BRANDS 
VAN CAMP 
aA 

lOOMS 



fin' 
ji 



■T . 

, id Nationally 

^$Oil -Sales Director 
' MARKER 
J, Nev* York 22 
5 HILL 3-8630 





Why Do America's 
Top Advertisers Choose Ladies' Day? 

1:00—2:00 P. M. Monday through Fridoy 

The list of outstanding advertisers shown at left do not buy "blue sky" claims. 
Their agencies include many of the sharpest time buyers in the business. Their clients 
have been on Ladies' Day in the past 90 days for purely mercenary reasons, as 
they should be. 

They buy because Ladies' Day is tops in ratings . . . tops with Detroit-Southern 
Michigan viewers. In the last 6 years, more than 65,000 women from over a thousand 
women's clubs in Southeastern Michigan and Canada have appeared on Ladies' 
Day, the only program of its type in the Detroit area. 

These advertisers are on Ladies' Day because Chuck Bergeson's versatile 
showmanship means more sales for more products in more than 1,500,000 Detroit- 
Southern Michigan homes. 

Want to make your sales soar in this big-spending mid-western market? Use the 
selling power of Ladies' Day or other potent participating programs'^ on WJBK-TV 
with its maximum power of 100,000 watts, 1,057 foot tower and top CBS and local 
programming on Channel 2. 

*such OS Nighlwolch Theotre, Eoriy Show, Corloon C/ossroom, or Sogebrush Shoriy 

WJBK-TV 



CHANNEL 



2 



DETROIT 





When that 1 buy is WJAC-TV, Johns- 
town, you not only steer your way into 
the rich Johnstown area, but you 
coast right into the Pittsburgh and 
Altoona markets, as well! 

Latest Hoopers show WJAC-TV: 

FIRST in Johnstown 

(a 2-Station market) 

SECOND in Pittsburgh 

(a 3-Station market) 

FIRST in Altoona 

(a 2-Station market) 

Smooth the way for more sales with 
the 1 buy that covers 3 . . . 




Get full details from your KATZ man! 



by Joe Csida 



noes everyttue iliy l\oel Cotvtird? 

It is more or less the cu.-toni of this corner to make pas.- 
iiig comment on anything widely hailed as new, different ajid 
exciting. And certainly the two-person ^pectacular presented 
on CBS TV, Saturday, 22 Octoher, 9:30 to 11 p.m. EDST, 
was so hailed. Together with Music, you'll recall it was 
called; and Mary Martin and Noel Coward were its stars. 

1 go along. It was new. different and, I'm sure, to a cer- 
tain segment of the population, exciting. Dear, dear Noel 
was just the sweetest thing. The elderly elf pranced and 
danced and managed, in his songselling, nuances which no 
mere man could possibly muster. Only the brilliant Coward 
could sing lines like "rolling in the hay" and conjure up a 
picture of a sweating farmhand tossing restlessly in a wagons 
ful of dried grass. 

There is. of course, virtually nothing in showbusiness that 
Coward has not done. For these many years he has delighted 
legit audiences, night club moijs and record collectors M'illi 
his sharp wit, his wonderfully incisive words and music, hi^ 
supreme gloss and glitter. And now that he has brought hi- 
endearing qualities to televi>ion, only the unsophisticated, 
the uncultured and the uninitiated will fail to cry with deep 
emotion and abandon: "Hip, hip, hooray! Do let us spend 
another evening with Noel soon."' 

The 15-city Trendex for the three separate half hours of 
the show do create the suspicion that there may well be vast 
numbers of unsophisticated, uncultured and uninitiated peo- 
ple hidden in remote sections of this country. In its first 
half hour Togetlier ivith Music lopped Jimmy Durante on 
NBC with a substantial 24.3. But in the second half hour 
(10:00 to 10:30) again>t George Gobel's 23.7, Mr. Coward 
and Miss Martin tallied a 17. In the last 30 minutes, against 
the Lucky Strike Hit Parade, the spectacular got back a little 
more than a point, but still ran second best to the top seven 
songs, 21.1 to 18.7. 

There wasn't (to get to the non-Coward aspects of the 
show) anything spectacular about Mary Martin. She was 
just plain, old, everyday great, as she always is. She sings 
a sad song sadder, and a gay song gayer and any song bet- 
ter than any lady around, voice or no voice. 

(Please turn to page 70) 
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WLW radio offers a great new 
programming concept 




It's here — "The World Now" — WLW Radio's spectacular new programming 
operation that takes you to every town or country, day or night.., to 
bring you on-the-spot news, interviews, happenings ... interest-packed 
people, places, and things that are vital forces in "The World Now!" 

Yes, WLW Radio has a crew of roving reporters, announcers, writers, 
editors to cover the water front, home front, world front and back — to bring 
you the newsy-est, most entertaining programming in broadcast history. 

And this human-interest, cover-all programming spearheads a 
sensational new "Certified Audience Plan" unprecedented in 
the entire broadcasting industry! 

So tune your ad dollars to WLW Radio for "The World Now" 
programming punch with the smash "Certified Audience Plan!" — 
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WLW radio offers the only CERTI_. 
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Here's another Crosley first — revolutionizing broadcast media! WLW Radi 
now offers you a smash "Certified Audience Plan" with announcements to 
deliver the greatest possible unduplicated home coverage. You get a 
pre-determined audience at a low one dollar per thousand home broadcasts 
or even less ... certified by the official NIELSEN REPORTS! 

This sensational, unique "Certified Audience Plan" is spearheaded by 
WLW Radio's new dynamic programming operation "The World Now" — plus the 
famous Crosley power-packed merchandising and promotional services. 

WLW's big new "C.A.P." will give advertisers the greatest selling 
package ... anytime ... anywhere — proving the ears have it! 

So tune your ad dollars to WLW Radio for the only "Certified Audience 
Plan" in any broadcast media backed by "The World Now" programming! 
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SALES OFFIOES: NEW YORK, CINCINNATI, DAYTON, COIUmBUS, ATLANTA, CHICAGO, MIAMI. 
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award winners... 




No stranger to awards, WBT Radio stqrts its 34th year 
by winning five firsts and one second out of seven categories 'm the 
1955 Nbrth Carolina AP Ne#s Broadcasting Competition. 

Alert, riiiagindtive, mature, V/BTs news service to its 2,500,000 
liltenerS typifies an overall program service which wins an average 
share of audience attained by few American stations 
(47%-1955 Pulse of Charlotte). 

Relate this radio rarity to ydur own selling 
problem by calling WBT or CBS Radio Spot Sales. 



f . "Big Bill" Ward, Sports, Superior; 2. J. B. Clark, 
Special Events and Documentary, Superior; 3. Phil 
Agresta, State and Local News, Superior; 4. Jim 
Patterson, Commentary, Superior; 5. Jeanne 
Alexander, Women's News, Superior; 6. Jack Knell, 
Comprehensive News, Excellent. 
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(:()m:ka(;i: studv status at a (;lan(:i: 



I'UOHLK.M: Tlitrrf has not liofii <inii|)rclirii>"uc rovcrn;'*" >lii(h >iii<f 
I9.i2. Agencies spfiidiiif; iiiilllons of dulhirs in tv ;iic pniitiiifj; fur (l(t;iili-(l 
iiii<l up-to-date data on whu \ lews wlirre on what I . >. tclrvi^ion >latii>ti'«. 



TWO SOLiniONS: A. C. Niclx-n. wliifh did u national radi(.-t\ (..\cra;:«- 
*tndv in l<Ai2, \\ill do siiniilar om- for I'J.iO. M{F^ ha* |)ro|)oM'i| a >l.2 
million >tii(h with SOO.OlK) home sanijilc to t tncr t('lc\ i-^ion station* onh. 



DISIH I E: IVo of thriM? tv netwoiks arc cool to national (•o\cra;:c ^imU 
at tlii>. time. NBC urges concentration of research funiK in area-- \\lier( 
<lata are needed most, wants {n wail for N VKTH iiuluslr} -hacked -tuds. 




Fi ri RK: \ARTM has set 19-57 target (Kate. MeamNhile. M!M wi 
ahead with stud> of 300 small market*. An AKH national *tud\ >eeni> uidik 
without the support of the iv wehs. which nni>t |)ut U|) nio^t id the nion« 






At least national coverage study looks definite, 
tliougii not everybody wants one at present time 



he long drought in data about tv 
set saturation and station co\erage may 
be drawing to a close. 

It can t come too soon for admen 
who have been ladling out millions of 
dollars in video while working with 
projections from out-dated studies, 
fancy guesstimates and piecemeal re- 
search. 

At least one national set count and 
coverage study seems assured for 1956 
with A. C. Nielsen Co. having stated 
it will definitely so ahead with its 
Xielsen Coverage Service No. 2 cover- 



hy Alfred J. Jaffe 

ing both radio and tv ( for previous 
developments see 22 August 1955 issue 
of SPONSOR). It will be the first such 
study in four yeart. 

Meanwhile, after year? in which ef- 
forts to provide a coniprehensi\ e. 
county-by-couiit} picture of U have re- 
mained virtually dormant, the cover- 
age-sct-count jiot is boiling o\er. with 
these other research developments all 
having come to a head in recent weeks: 

1. ARB has laid betore the networks 
its plans for a .300.000- interview sam- 
ple. SI. 2 million tv stud) for next year. 



The future of ARI?'^ itudy lie> entirely 
with the \.v webs. If the networks go 
along with ARB. there will be. unless 
.Nielsen re\ erses itself, a repetition of 
the .\C5-SA.M5 haUle in 1952. (In am 
case ARB will do another ".Abilene-to- 
Zanes\ ille " stud\ of small tv markets 
with about twice as many cities cov- 
ered as in the first study, which had 
data on about 150.) 

2. ARF is exploring the possibility 
of turning out detailed tv set count 
figures based on the recent June study 
of the Census Bureau. ARF is seeking 
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TV SET COUNT ( Cunlinurd ) 



a formula whereb) the Census Uureau 
(lata could he hrokeii down into coun- 
t) -hy-c ()unty figures. 

,1 NAHTB has taken itself out of 
the 1956 picture. It expects, however, 
lu start working on a national tv sta- 
tion circulation study next year. The 
Hade association has set up a 1957 
target date for release of its study, de- 
tails of which have long been a closely 
guarded secret. Clair R. McColIough, 
president and general manager of 
WGAL-TV, Lancaster, Pa., and an im- 
portant figure in NARTB efforts to set 



up an industry -supported tv set count 
and circulation study, has said there is 
no doubt in his mind about the study's 
getting under way next year. 

4. SAMS has withdrawn from the 
coverage picture. It abandoned plans 
for a 1936 radio-tv coverage study and 
has returned provisional contracts to 
stations (mostly radio) which signed 
up for a second SAMS study. 

5. One of the efforts to fill the need 
for information until a comprehensive 
field study is undertaken was made re- 
cently by the Edward Petry & Co, rep 



firni, uhich released tv set data pre- 
pared in cooperation with Television 
Magazine and Sales Management. 

Symptomatic of the long drought in 
Iv data and the problems of getting 
accurate research at reasonable cost is 
the fact the tv networks are split wide 
o))en on how to get coverage data dur- 
ing 1956. NBC favors interim meth- 
ods until the NARTB group can sho-w 
what it can provide. CBS favors a 
national coverage study as soon as 
possible and veers toward Nielsen. 
ABC is taking an it-depends-on-a-lot- 





NBC'S BEVILLE IS AGAINST NIELSEN OR ARB COVERAGE STUDY, URGES ^ 



Because so feiv radio-tv researchers are 
willing to talk at length for the record on the 
burning current subject of a national radio-tv 
coverage study, a frank, outspoken view, in 
sponsor's opinion, merits special attention. 
The opinions below, in question-and-ansiver 
form, are those of Hugh M. Beville, director 
of research and planning for NBC. Beville, 
a widely respected figure in the broadcast 
industry, views the rapid and complex 
developments hi research from a 
particularly strategic vantage point. 



In a recent speech before the Radio and Television 
Executives Society, you expressed some views on the ques- 
tion of a national radio-tv co\erage study. Is it correct to 
say you are against such a study at present? 

\ot exactly. It's more a question of what informa- 
tion we can expect to get in relation to what we pay for. 
I don't think anyone is against the idea of getting more 
station coverage and circulation data. But I don't feel it's 
jjossible at this time to do a sufficiently accurate county- 
by-county coverage stud)' at reasonable cost . . . and, I 
might add, one that would be widely^ accepted and used and 
be provided on a continuing basis. 

Why do )ou feel this way now? Weren't you all for 
the Nielsen Coverage Service #1 in 1952? 

Yes. that's true. We bought both the radio and tV 
material from NCS #1. As a matter of fact, I might say 
we were the initiators of NCS #1. We put up $300,000 
for it. That's a lot of money, even for NBC. But we were 
disappointed in the acceptance of NCS #1 by advertisers 
and agencies. We found they were more interested in rat- 
ings. We got little use out of the radio data, but some use 
out of the tv material, even though the tv part of the study 
was secondary at the time. The NCS tv data was mainly 



confirmatory of the coverage and set estimates we were 
already using. Then, there's another thing. These one-shot 
coverage studies have their limits. You make a study — and 
then what? In a short time, the information is outdated. 
In fact, it's obsolete before it's published because these 
studies can take as long as a year. 

There are a lot of people calling for an up-to-date set 
count and coverage study. Doesn't that indicate a need for 
that kind of information? 

There is definitely a need for information. But the 
question is: what kind of information? I want to stress 
at this point that that is the key to the problem. Now, 
you mentioned two things — set count and coverage study. 
I think a set count is two-thirds of the problem and I'm 
talking about a tv set count. The tv side is more important 
than radio right now because the picture is changing more 
rapidly. No\v, as you know, the Census Bureau made -a 
surve) of tv homes in June, with the financing coming 
through the ARE from NARTB, the tv networks and 
TvB. There will be another one in January and we hope 
to have such nationwide set counts every six months in 
the future. 



But this doesn t provide county-by-county figures. 
Aren't they important? 

Yes. they are. But the ARE is exploring the possi^- 
bility of breaking down the Census Bureau figures into 
county-by-county data. This would be done mathematically, 
through some kind of formula. It's true the results would 
be estimates but 1 prefer good statistical estimates to esti- 
mates based on inadequate sampling. We hope to have 
them by earl)' next year. One virtue of these ARF figures 
is that they have the support of the tv networks, the TvB 
and the NARTB. 



• You said that a tv set count is two-thirds of the 
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iii-fiiclors >l;im] hut is (iLN idcdl) fool 
|<iwnr«l i\ national coverage study at 
llijt time. 

Till- iiiti'riin iiu-tliods proposed liy 
\]t(.: arc dctafU-d by llu^li M. Hcvillo, 
its flirci tor of rt'scaicli and plaimiii^. 
lu'lfnv. MU7s iiltitiidi', as well as that 
l^f AlUl's, appeals to put llu^ (pii<'tiis 
oil AKITs hi^ stiid\ siiu'e the leseairh 
firm has priced the study so that the 
lifts pay 73'' of the eost. On the 
iiIIht hand Mielsen, whih' it would feel 
III!' iil'^erict' Hif network support, has 
thr fiiiaiiriul resources to ^o ahead 



without the W(h>. if it wislio. 

Watching llic^e de\ clopmeiil>. on the 
sidelines, inliucii ar<\ of conr-e, \ilall\ 
concerned. While ^onie important re- 
searclieis ^o alonj; with I5c\ille on the 
idea of concentrating oii j;ellin^ data 
ill "prohlem" area-- rather than la\ oiil 
moue\ for a national -lucK, .s|>()N>,()|i 
foumi a niajorit\ of re^eaich c\c( nli\es 
panlinp for data a^ soon as po^^ihle. 

riiis parallels the lliidiii;:> of ji Niel- 
-en (pie-tioiinaire -enl to hotli liu\eis 
and >elleis of air time. I he (pie-lioii- 
iiaire. whi( li NieUeu said was sent out 



to a carefull) -(dccled saniple, a-ked if 
iiilere-t in a iialioiial radio l\ <o\eia^e 
-lnd\ wa- "inleiive/" "moderate." "-o- 
-o," or "nil." '1 he r«'>-ear< h (irm told 
-rcjNsoit iciiiiiis fiuni JK) a^cm ich leji- 
le-eiitiiij.' a < ro-s-vcciion of tin- Indd 
-howed f e\pre--iii^ "iiilcn-c" in- 
Icre-l ill a l\ -liid\ and !!■"'< exprc'-— 
iiij^ ■■inlen-e" iiilerc'l in a radio -liid\. 

ihe re-ear< h (iriu had pre\ioii-|\ 
leporled that 12' i «)f tiu" ieplie>> from 
radio >latioiis and ',',(>', of the r<-jilie- 
from t\ -talioii-- indicated iiiten-e in- 
I I'li'iisr litin to i>it!ii' 1 I'i I 



Ij{Cij .Mt>M:\ itK sPKivr wiikkk iM<:i<:i)KI) most i iVi il an iNakih si i dv co.mks ai>()m; 



prtilpk'iii'.'' I)ii0!* that iiicaii \ ou don't feel coverage data 
.HUsek'- lip as (Kirticularl) iinjiortaut? 

l.ei im' ^i\e you a little background on that. ^ ou 
mwii rcali/f thai radio and tv coverage problems arc dif- 
ftirenl, i fiifrt' was a good reason for the iiitere?t in radio 
r-latioii coverage in the oast. Ihe jjower of radio stations 
iliJTers trciiieiulousl\ . \ou have 50.000-watt clear cliaii- 
iielf and \ ou have 2.50-watt outlets. 1 hen you have difTer- 
eiitcs in ground conductivity. And then the iuijiortant dif- 
ference between day and night signal strength of radio 
stations. These dillerences are much more pronounced 
for radio than tv and, of course, it s very important to 
know the details of these difTercnces. Kadio engineering 
data can t give it to you. Now, with tv it is quite difTercnt. 
I lie FCC set up regulations for power, antenna height 
jitir.i ?o forth and these tend to equalize the geographical 
reach of vlif stations. ICngiiieeriiig contours are easy to 
fslimate and are relatively accurate for measuring tv cov- 
rra^e. The trouble is that there is too much outmoded, 
i-diiventional thinking on the subjiTt of coverage. People 
itiirik about tv in the same terms as radio and the\ are not 
lUc same. XCS #1 would never have been done were it 
not for radio. 



• Then, you dont think tv station coverage data is 
necessary ? 

Again. 1 want to ?tress that it s a matter of what kind 
of iiifonnation and of what cost. Let nie put it this way. 
f)o 1 ou think aiiv advertiser wants to know what New \ork 
City stations get into .Manhattan? Or Queens? Or Brook- 
lyn? Or. take any big market. Is there any doubt about 
u'liicb stations cover Los Angeles, or Chicago? Now. you 
cjiii sav that doesii t show which station is listened to most. 
But what are rating services for? I maintain vvc do not 
\KCi\ coverage data for areas where we have rating reports. 

We made a studv to find out what percent of tv homes 
are covered by rating services or some kind of coverage 



service, and when I sav coverage service now I mean 
things like the ARB \bilciie-to-/anc>v ille -ludy. Well, we 
found out. for c\anij)le, that of the tv home- in New 

^ ork ."^late and 9'.V of the tv home- in California are 
covered bv some kind of local rating or coverage ?ludv. 
^ ou know there s a lot of concentration of tv homes in c er- 
tain states and in urban areas. For e\amj)le. 71 'f of all 
households are loeaterl in 5laiulard Metropolitan Area*, a* 
defined by the Census l>ureau. It s in tlie>e >M V s where 
you find the rating services naturallv. Now. in manv areas 
there are only one or two stations. In I tab there are oiilv 
two stations, both in Salt Lake Citv. There is not much of 
a j)robleni in deciding what tv station to buy to cover I lab. 
1 he same situation prevails in most of the we-tern half of 
the country. Actually, there's an av\ful lot of information 
arouiifl. more than the agencies realize. I know v\e've been 
putting out a lot of it. 



\\ ell. what information is it ne< e'— arv to act right 



now? 

jf^. There are still |)leiily of areas v\here there i> a need 
for up-to-date tv data. I'm talking about the areas where 
several stations operating in difTerent markets ovcrlaj) and 
the areas representing the outer reach of a station s -ignal. 
Also, areas where there i- no rating information. VI'IVs 
Ahilcne-to-Zancsv ille -tudv provided belj)ful data and 
thev re going to do another one in Januarv includiii!: even 
more areas. Win throw away a lot of iiionev on a national 
survev that j)rovides a one-time -nap-bot of covciacre? 
Let's use the monev now where it "H do the mo-t good until 
we aet a studv that will be provided on a continuou- basis 
and that has the support of the entire iiidu-trv. 

You're talking now about the N Vl'TB's plan for a 
regular tv set count and -tation circulation mea>urement? 

^ es Out of that we hope to get more information 
( Please turn to pa^e 1241 
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radio overdoiiif iiiiisic-and-ne{ 

Too many stations arc siiinnin<>' disks without creative planning, say^ 





programing breafl-and-butter of 
radio toda)' is music-and-news. But not 
all bu\ers are happy about this post-tv 
trend. 

"The only way to tell a lot of radio 
stations apart these days," grumbled 
the chief buyer for an auto account 
last week, "is by listening real hard for 
their call letters at station-break time. 
Otherwise it's often the same records 
spun by same-sounding guys who are 
reading the same newscasts from the 
same wire services." 

It's true there are many switches on 
the formula. Some stations air hill- 
billy music and farm news. Some use 
classical recordings and special news 
analysis. Others rely on dreamy mood 
music and soft-voiced news. 

But from the major network pro- 
gram headquarters to small-town 250- 
watters, tlie basic music-and-news 
formula is king. A study based on 
sponsor's latest Buyers' Guide to Sla- 



tion Programing indicates that more 
than half of the hundreds of thousands 
of program hours beamed annually by 
U.S. radio stations is composed of a 
program marriage of popular music 
and news. (See photographic bar chart 
below) . 

As the trend mounts, many admen 
are beginning to ask themselves a few 
pointed questions, such as: 

• Is the formula making stations lose 
their identity and causing them to 
sound like so many peas in radio's 
pod? 

• Although music-and-news has sliown 
itself to be a natural "companion" 
medium, indoors and out, are there 
some important segments of the radio 
population being overlooked in the 
m&n barrage? 

• Is radio developing into a promo- 
tional medium for the record business 
and song publishing field — at the spon- 
sor's expense? 
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POP MUSIC, NEWSCASTING NOW 0 

Photographic bars ox these pages sdw 

WHAT radio stations PROGRAM TODAY. 'O 
BY TV AND THE INFLUX OF POSTWAR IXDE :M 
STATIONS, RADIO HAS MOVED INCREASI/D 
DIRECTION OF MUSIC AND NEWS (SEE 



I 




All programing types total 

100% 



Popular Music 

45.1% 



Concert Music 

12% 



Folk Mic 

14.5^ 
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sauB, ailiifkiii^' <M>py-c*;it l:ic*lic*.s 



What then thtttl<: MM)NM)lt sought 
tlie o|)inioii>i of huMMs of rmlio, of 
Lroadciistrrs, resoarclicis, ami radio 
])rrforiMer!;. Tliis secnird to Ix- the 
fDiiscnsii.s: 

1 Mii.sic-tiii(l-ii('i( .< ix here to stay. 
As a program allrarlioii, it has proved 
ilsflf lops, wlieii liaiulk'd propcrl) . 
Heiiifr liinely and iioiipiclorial. it can 
Iwk lioni? suiccs.sfull) willi c\en llic 
hifljiest television profrranis. and will 
proliai)ly continue to do so. 

2. A{lii\on like im\s\c-and-neus. '"J 
fcti niiuh ^afer wiien a 52-\ve('k «|)ot 
radio contract is ridinj: in a j)oj)iilar 
niusic-and-new s show," is a feeling 
uflen voiced by admen who shoot for 
wide audiences with Ijoth radio ond 
lcle\ isioii. 

3. Scwcoiners to niusic-aml-neics 
imitate estahlislieJ stations in the 
music-aiul-news field, not aluays uith 
commendable results. The temptation 
i-i ^;i\<'^ , AW that's needed to get into 



the act is a >t;i( k of records (often 
{lotten free from piiifr;.'ers or {jromotion 
men), a "list" or "poll"' of popular 
ri^ordinps sncli a- lh(i«.e in liilllxxird 



or / arirtY, and Ai' ami or 



LI' VNire 

news. At lea-l, that's all it seems to 
lake. 

I. A small hut important heal 
counter-trend is developing,. Adjiieii arc 
disco\crinj;. on anal\zinj; maii\ a 
broadcast audience of nnisic-aiKJ-n<'\v> 
shows, that it's a ) oinig aiuHciire. 
Afternoon blocks attract the teenagers 
particular!). Some buyers with prod- 
ucts lo sell to older listeners are dnck- 
ing the m&n approach and are hnnting 
other vehicles. Some stations are buy- 
ing uj) sjndicated radio lranscrij)tions 
and j)rograming them in blocks ov 
slrij)?. 

T/ic wt'tivnrlis: Dick Pack, j)rogram- 
ing chief of the W'estinghonse stations 
and a former e\tyuli\ e of \VXE\X' the 



bc^t kiKtw II nI^u --tation rri the iMi-im-"- 
-tatcd rci'ciilh : 

"Diama ami large >^-,ilc production 
in ladio i> a thing of the j)a-t, l.\cn 
nctwiirk> liii\C 11 hard time cDinpiling 
with the more glamoKjn- l\. l{nl there 
is an im|)ortaiit ami sinurNs bat new 
fmiclioii for radio, 

■' 1 hi- fniK tion i^ In provide a back- 
ground agaiu'-t ubii h to get up in the 
morning, eat brcakfa^l. go to the office 
or do the ciiiirc^ at iifun*'. It i- b'-^l 
fdled by inlclligcul programing on the 
niu>ic-and-nev\ ^ Irvel." 

Network radio i- nn-aiiw liili- tr\iiig 
to walk an interc-ling path: while IkjIiI- 
ing on lo •<i)\\\v of the thing- thai lia\c 
given it network |ire.-ligc in the jja»t • 
particularly worldwide* news <o\erag<" 
and star j)ersonalilic- it ha- at the 
same lime been bcirrowing liberally 
from the mu-ic-and-news -ales pattern 
along with some inno\alioii- in sliorl- 
I I'lease turn to /wge i4-lt 
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irilAN HALF OF ALL THE IIOUKS L\ RADIO 



H CflMK FROM CROSS-SPZCTIO.N OF ST.VTIOXS HKPLUNG 



I \ ST SIRVEY M.AOE FOR SPON^OirS "Bl'YERS' Gl IDE." 

I in\ m)\V I.OC.\L PROGR.VMING IS KtnSTONED TODAY 
1 .M^X FORMl'L.V. So.ME .VDMEN KEEL '"S.XMENESs" IS 
* R. U:mLE L.M DING WELL-PLANNEII M LSIC-A VH-XEWS 
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i\eicscasts 

11.3% 
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Other type^i 

17.1% 



Com in-: SPOXSOK'.- 3d 
aiiiiual "Hiiyor?'' Giiitle*" 

"A Scats catalogue fur tinic- 
huyers" — that"- hou our 
top agcucyinaii de-crilx-- 
SPOXSOR s annual ■'HuNcr-" 
Giiulc."' x\c\i edition of the 
buying aid, based on an ex- 
len.sive sur\ey of the btcal 
radio and t\ programing of 
all outlets in l.S. and 
Canada, is in the work-, 
i'ublicalion date: P\'bruar\. 
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PART TWO 



OF FIVE PARTS 




's accoun 





Ills services 



Tv account mail must ho iiiarkctiii$»'-iiicrcliaiiclisiii^' expert as well as aclmaii 



jf^ oday the hpical large adveitis;er 
with a stake in tv expects his agency V 
?tafT lo serve as marketing, sales and 
merchandising consultants as well as 
advertising strategists. The tv sponsor 
is s])ending millions a year. He feels 
he's got to insure this investment by 
thorough merchandising and exploita- 
tion, and he wants to feel that his ap- 
proach to marketing and sales prob- 
lems is in harmonv with his advertis- 
ing effort. The ultimate responsibilit\ 
for the various services the agency per- 
forms for today's client falls upon the 
shoulders of the account man. 

This is the second of a SP()^SOR 



series analyzing the effect the growth 
of the air media has had upon agency- 
men, client admen, reps and station 
personnel — the new" and old headaches 
that complicate their job. In the 31 
October is.-^ue SPONSOR analyzed tbe 
problems of the timebuyer in 19.5.5. 
The third article in this five-part series 
will deal with the headaches of ad 
managers. 

'"1 V didn t ju>-t add the headaches 
of one more medium to worry about, ' 
the account executive for a major cos- 
metics advertiser told SPONSOR, be- 
tween a series of phone calls from his 
client and from within the agencv 




checking with him about ( 1 ) a whole 
saler convention. (2) the new tx com 
mercials and f3l a magazine campaigi 
about to break. "Tv actually force( 
account executives more and more int' ^ 
fields other than advertising. To do • 'i' 
top job in 1955 a guy should probabb i 
have spent five years each as a shovs i 
man. merchandiser, district sales man 
ager, media director, researcher, a 
well as in the many phases of advertf? 
ing he was always expected to know. 

So complex are the functions am 
responsibilities of today's account ma 
for a major advertiser that some of th 
top air media agencies have developei 
two-man teams of account executive 
to service a client. The team is oftei 
composed of one man who s the advei 
tising expert, and another who's pr^ 
niarilv a marketing and mechandisin. 
man. 

However, it is still far more usua 
for one account executive to bear al 
of the headaches implicit in servicin; 
a particular air advertiser. 

sponsor's surv ey of account men re 
vealed that v\hile their background 
v ary considerablv . account executiv e 
tend to work on a particular categor 
of accounts even when they chang 
agencies. For example, the accoun 
man for a beverage at a major radic 



SPONSOl 



I 



\\- agrrw) luis been in tlic \ Im^i- 

ti("?.s f<ir Ji('\cii \(';us, wnikiui; ulwii\> 
(111 citlicr food or Ix'v (M iij;t; a<"<'<)iiiit<. 
I'rior to i-oiiiiii^ into ii^ciicy work In- 
worked in sides and >;iles iimn;ij;eniiMit 
widiin tlie food indii>tr\. 

Some ticcoiint o\(>< iiti\(S lia\e conic 
tint of tlie media de|)artnient. olliers 
■out of <"op\. more out of market or 
r-ai.lio-t\ researt'li. liut ont-e they're in 
aeeoiint work, tliev heeome sj)e<Malists 
ill prodiK ts, r.g. loiletries. foods, liard 
floods, aiitoniol)iles. i lie trend to spe- 
cialization >eeni> far more iiifiraini'd 
than e\er hecanse of die iin reasinp; 
comple\itie> in sales and distril>ul ion 
-et-iips within each industry. 

Here tlien are some of the most coin- 
nii>ii coniplaiiits and worries diat ac- 
taumt men face: 

Svlliitt: lop muiKiiivnu'iit on Iv: 

Hecaiise of the tremendous cost of a 
(\ canipai<;n. top manajjenient on the 
client's side has Ikh-ouic intiiiiatel) in- 
\olve(l with advertising plan-. Very 
often the account e\e<'uttve has to jus. 
tif\ the ad mana<jer"> and the agenc\"s 
re<ommeiulations to men who are not 
ad\ertising nuvn at all. 

"It makes for a rough coninuinica- 
tionv^ problem sonietinies,"' said one 
account executive who Iiad just spent 
two solid da\s in meetings with top cli- 
ent executives. "You're trying to sell 
the president of the company on the 
mcrchanclisahility of the network show, 
hut he's a financial genius, and all he 
wants to know: is how come it costs so 
much.'" 

"We feel that for an impulse-pur- 
chase item like cigarettes an announce- 
ment campaign is very efTccti\e,'" said 
the account man on a major brand. 
"But you talk cost-per-l.OOO and fre- 
iiuency impact to the chairman of the 
board till you're blue in the face and 
he sa\s. *1 doii t care. I want George 
Gobel." •' 

Depart inenl heads bypassing 
a e's: When there's a struggle for 
power within the agency, or if the 
head of one department i> consider- 
ably stronger than the head of another, 
it s frequently the account cxecuti\ e 
who sufTers most. In the first place, it 
makes it harder for him to make as 
objec-tive recommendations as he 
might want to. Furthermore, the de- 
partment bead may he tempted to go 
oyer the account exec's head to the cli- 
eijf directl) . 

[f 'lea.se turn to page 128) 
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when reps or slolion men run around Ihe o/e's end lo the client direct, 
it's Ihe occouni mon who'j left holding the boll. He'i Ihe one who'i 
got to go bock to the od monoger ond justify agency strategy over ogoin. 




It's Ihe occouni mon's neck Ihol's woy'oul when show rolings foil down 
one week. Clients who'rc "rotings-howks" hove him on Ihe corpel regu- 
larly to exploin Ihe ratings when their show dips below the week before. 




All loo often on account executive finds himself cought between client 
ond stor — the former asking for on unreosonoble number of personal 
oppeoronces, Ihe stor refusing to listen to Ihe occouni mon's pleoding. 



i 



Radio -Dri 

sales 




Forceil back into air luiMlin liy iiowspapor strikes Sonttie ciopartiiieiit 
sioro now puis 10% of ils ail l»iiel$|ct iiilo railiu — and some lelc^visioii 



j^M o^t local retailers move grad- 
ually and smoothly into air advertis- 
ing — once they've been sold on the 
idea. 

Hut when Seattle s Bon Marolie de- 
partment store ino\ed into it, it prac- 
tically catapulted through the door. 

It was July, 1953. The store was 
getting ready for one of the largest 
retail promotions of the )ear. Then — 
a strike that was to drag on for three 
months hit the Seattle Times, the 
cit)'s evening newspaper and a pri- 



advertising 



medium of Bon 



mary 
Marche. 

As the Titties s presses stopped. Bon 
Alarche's advertising toppers- — Sales 
I'roniotion Manager John Keeler, Ad- 
vertising ?ilanager Shirley McKown« 
and Account ILxecutive Peter Lyman 
of the Frederick E. Baker agenc) — 
started reaching for the phones. An 
advertising schedule had to he liuilt 
- hut quick. 

With a small mountain of merchan- 
dise to move, llie trio had little choice. 



They bought up practicalh e\ery 
available news period, local program 
and spot aimouncement slot on the 
city's se\en radio and one tv outlets. 
Then they sto])ped long enough for 
black coffee, and started writing air 
copy on the specials due to be featured 
in the storewide sale. 

Overnight, Bon Marche — which 
hadn't used radio or tv in any amount 
since 1949 — was practically saturating 
Seattle's airwaves. And. overnight. Bon 
Marche executives got a liberal edu- 



iMen's wear •>:ilc'. Kadio-H conil)iiic(l to help give store big- 
gest Father's Day >ale^ among all 75 stores in Allied Stores chain. 



Warehouse sale, plugged heaNily Nia radio and Iv, cracked Hon 
Marclie's 56-year record for weekly gross willi more than S500.000. 



9atiDlj(Vjt^ 



Sport Slirrs 
V ^29? 






catimi 111 lilt* x'lling power of tin* two 
l(K-cil air media. 



:•<•«•.%>■ tetortf: 'I'liC < ii>;ix had 

a happy ending for ihi" air media. 
I''()r two \>eeks, tlic >lore (acliiallx. 
llierc are four IJoii \lai( h<' stores in 
the area) pounded away in radio-tw 
and ill the city's iioii->lrii( k morniiij; 
|);iper, (he I'osl-liilcUij^cnccr. Instead 
of droppinjr oil, store sah's edjred iij) 
iiieely, and executives and admen of 
Hon Mcireh(; started lo cal( h iheii 
hrealh. 

Air media, and particularly radio, 
have been liijih on the store's nieilia 
fist c\er since. 

In 195.'?, Bon Nhirche spent ahoni 
$20,000 on the air. 

In 19.5f, the fijinre jumped to a to- 
tal of S.'>().000. 

Ill 195.5. the air hudjiet figure will 
h& over .?6().()0(). By the latest hn-al 
estimates, (his will he about \(V< of 
the store'* (Mitire advertisinj; ap|)ro|)ri- 
ation about 2'^ times as high a^ 
the '"normal" percentage for (l(>part- 
nient sitore air advertisintr as chocked 
hy the National Retail Dry Goods A*- 
s(X'iation. 

Cnrreiitly. Bon .Marclie's radio line- 
up in Seattle looks like ibis; 
* Four five-minute "Blue Streak Bul- 
letin" newscasts daily on 5.000-watter 
-KOL. plus announeements. 
% riiree fiv e-iniiiute news periods 



daily on 5(),(MM).wattei kINc;, pbi^ 
/innouneeiinMits. 

• lleavv and coiisi^iciil aiinomuc- 
nient cam|)ai':ns mi K\^^ and KJI!, 
both 5,()(l(l-wall oiillel-.. 

• In addition, s|)e( ial pinmolioiis for 
individual -tores in the fmu-stoie 
chain are n>ed in the Seattle-'l acoiua- 
l!\erell aiea on other radio outlets. 
Tv is a fai tor, allliou^li its u-e is 
geared mostly to s|)ecial seasonal jiro- 
niotions (such as Ghrislmas) and not 
as a steadv item in the store's air 
advertising. 

llou- i( narks: In Hre UyA hectic 
da\s of tbe mid-l95.'J < risi-. a> agency- 
man I'eter Lyman recalls, "little 
thought was given to the sele<tion of 
stations or the lime of dav beyond 
spotting spe<ific male or fcmale-ap- 
|)eal items in evening or in daytime, 
and such other obvious cJioiees.'' 

But when the shouting died down 
and the empty store shelves gave evi- 
dence of the success of the campaign, 
l>on Marche executives had a chance to 
evaluate some of the lessons they'd 
learned. 5po.NS<)l{ considers niaiiy of 
iheni |)articuhirly ap|)lical)le to a wide 
variety of retailers using, or planning 
to use, air advertising, and commends 
tliein to the attention of admen. 

• Approach: A lot of department 
store e\e<utives. for one reason or 
another, feel that radio-tv advertising 



r 



HOW HON >IAKCHE AIR FORx'^IULA WORKS 

Copy slaiil : Slnre^s admen avoid instil u I ioiial air approach 
and use radio lo sell specific ilcnis or lo proinole special slorr 
sales. 7 hey feel radio has special "urgency and aclion value." 
To keep ''neit s ro///e'' of radio, hou ever, regular-priced iieuts 
area I siressed: lisleners know announcements mean .<tpecials. 

lindio-print team : Store generally picks one or In o of its lop 
price bargains for daily radio featuring and heavy neuspaper 
back up. Bolh media drive home ihe same basic .so'e.« poinl.^ 
with coordinated copy. Air copy changes after Mondays lo 
keep in step with neuspaper ads for specific item or event. 

Srliediiliii'j : Bon Marche uses transcriptions featuring hand- 
picked group of announcers lo build store identification and 
control the exact delivery of copy points. Programs (short 
nenscasls\ and spot announcements are used on four local 
radio outlets, with lime slots scheduled by store in run-of- 
schedule and fi.xed air positions gelling over of audience. 




Jiilin Kcrlrr O.), Itim \l irrlir't 'ulr^ pri)- 
iiiDliiiii nianasiT, ami I'l-li-r l.tniiiii, iTrd- 
••ri< k |-.. liaki-r ai/ct. i-xi'i-., Ird iji<- re- 
Icirn lo air |iii-<li,i, li> nil i nriliiiiiiiiB > 'iriipaiKn. 



for a slore ha- to be "institutional. ' 
Newspapers, lhe\ feel, are tbe medium 
lliat <au sidl a pri< c special. Bon 
Man he, caught in 195.'? without it* 
Usual newspaper space, had no time 
for the institutional pit' b an<l hasn't 
tried it since. 

Kegardiiig the ^toll•"s □iiiioiiiieeemnt 
paikagcs on four hxal ladin outlets, 
Ly man lold sI'o.nsok; 

"Downtown retail merchant- in ^e- 
attle remain open on Nbuiday nights 
until 9:00 p.iii., -o Mondav i- gener- 
ally the top day of tbe week for salts. 

''Naturally, then. Sunday is the 
heavy day for iievv!>pa|)er |)roiiiotions 
for Moiidav business, ami our use of 
radio tie,s in v>itli this pattern. Gen- 
erallv. one or two of the most pro- 
motional items or events are selected 
for the radio back-up, and the spot an- 
iiomueinents are run on Sunday and 
Monday. Or, if the event warrants, 
they aie continued through Tues- 
day, Wednesday and sometimes even 
through Friday. Generally our radio 
expenditure is roughly equal to the 
newspa|)er budget for tbe items adver- 
tised. 

"In every case, we try to make full 
use of the urgency and a<tion value of 
radio as a medium. Beiause radio ac- 
complishes its actioii-inipelling job so 
well, we feel that tbe n-e of radio for 
regular iiiercbamli.se at regular prices 
would 'water down" its efTeclivenes* 
when we need it to produce action. 
Therefore, we restrie t our use of radio 
1(1 tbe advertising of highly promo- 
tional merchandise and events only. 
Our feeling is that when listeners hear 
'Bon Marclie' on tbe air the\ always 
know that it tells them about uiiu-ual 
value'i available at the store." 
• Radio-print team : Bon Marche 
doe.sn't sell one way in print and an- 
{ Please turn to page 125 • 
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Ai.( OA DKOI'PKD MI RUOW TO OKI BIG RATINGS IT IIOI'ES T(» ATFIJ VCT WITH STARS LIKE W K.NUELI. COK^, AN1N TOUI) ON AU.O t IIOI R 



Alcoa enters "aet-ont-and-seH" 




Aliiiiiiiiiiiii company fi;n;]its competition by heavy consumer 

promotion of its customers* products 



r 



l_ 



ALUiMINUiM 



Ah'oii lahc! nill seU hrand name 

Alcoa's slreainlined sales strategy revolves 
around promotion of it^ customers' finished prod- 
nets to consumers. Firm iiill show altiminnm 
jiirriitiire, for example, on its tv program. Alcoa 
labels on customers' products will tie in 
Alcoa name to customer advertising, promote brand 
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f \u-i liill Alion iriiitlc a >luiri» i liiiu^i- 
ill its lcl('\ i>i()n ^;tratej;\. II Imiifilil iil- 
l.niiat('-A\ook >.[)()M>()rsliii) of ii iiki>s- 
IF^jpcal (Iniiiui 1)11 I'V Siiii- 

iiijilil'^ nftt'i- lliiiv \far^ witit Ktl 
Mm row'* ii|)|)crliiow. ( ()iitit)\fi>\ - 
.-lining See 1 1 A o/c oil CH> 1 V 

W as tlic. .Nwitrli a (Ichucil icarlioii 
to \(Mrs of sillinj; on tlif lii>l x-at af- 
ter II siicces.xioii of colli ro\ (T-ial >liows 
iiitliitliiijr tilt; faiiiou- Miiirou iiitlid- 
iiiehl of ^tMKltol M< (^ailliN 

Mail) a; lit'atl an V);K'li-;on v\\t'iin<' 
iKitltlt'tl )fs la>l -pi iiij: wlu'ii tlif d('< i- 
-loii to tlro|) Miiiiow IxM-auif known. 

>i|)tMitl soiiit* time witli Alcoa > ex- 
ecutives and agfiicN jifojtle and yon 
collie awa\ vsitli llie iiiii)ie>si()ii llii-* 
t|uestioii gels more to llie heart of the 
niatter : 

\\'hal''i liu* reasonin<; heiiind Al- 
coa's ein|)liasis on mass l\ circulation, 
>iiice the compaiu is one that has 
little direct contact with the hroad 
|)uhn<? 

\moiij; the several answers: I 1 i 
Wartime aluminum shortages lia\e 
finally |)elered out, and with the pass- 
ing of huge govprument coulrucls. the 
ainiiiinum iiidustr\ finds itself in a 
hu)or>' markel. I2l The growth of 
Alcoa's two coinpelilors (Kevnolds 
ami Kaiser) and Reynolds's strong eii- 
tr\ into consumer product inamifac- 
lure is forcing Alcoa s hand. 

Now the giaiil in the aluminum 
husiiiejis is frgliling for its share of 
lire markel. I'he nvw Alcoa slrateg) 
i?. Iiased priinariK upon |)romotiiig 
ihe finished products of its customer.-. 
in all its advertising, thereby inducing 
the customers to buv Alcoa aluminum, 
and making the public \lcoa-con- 
scious. It feeb. therefore, that it needs 
mass audiences ratber than the ujrper- 
level. select group whicb constituted 
Jlie major Murrow following. 

flettiiifi n slot: The storv behind Al- 
coa's recent network bin could make 
an exciting show on the firm's own 
drama program. It started a number 
of months ago. when Art Durani. v. p. 
in charge of radio-lv at Fuller & Smith 
& Ross, one of Alcoa's two agencies, 
alerted ibe tiiree tv networks to the 
fact that Alcoa was in the market for 
a lop-grade lime franchise. 

'■\\'e told each network about two 
or three lime periods that we had ouj 



c\c on." Iliiraiii. "One of the 

liiiic> we wi-ie wati biiig w.i> Tin- I'Int- 
rv I'hn lniu>,r on W\{ . \ \. We llgiircd 
llie\ d been on h foi seven \eni'>, anil 
iiiiivbe llic\ were gelling reaily bn a 
>wit< li. llie hiiiicb paiil out." 

On a Moiidav aflenioini caib t]ii>. 
fall I'liiico did caiKcl. \\\ Tiie-dav af- 
teiiioon. Joe Cidligaii. \IU. I \ \ man 
ager of iialional -ale*, wa- on the 
phone v\ilb Dniaiii. Diiraiii in turn 
leached I odd lliiiit. \li i)a"> new ad 
manager, in his I'itlsbnrgli office at 
(»:0(l p.m. the same dav . 

\ bloiidi-h. «|iiicl niiiii in hi- thir- 
ties. 1 1 nut call* liiiii-elf "a iwopli\|c 
ill adv crli-ing" but recngni/ed the 
imjxnl of the j)lioiic call immedialeK . 
'■ \rt Dnraiii and I talked long-distance 
about the >liov\ for about half an 
hour, " he rt^alls. "The bigge-t -tiini- 
bliiig bl(H-k eonld have been the fait 
that /\leoa normally make- det i-ioii- 
on a commillce l)a-i-. " 

Hunt knew, bowevt-r. tlral network 
tv doesn't |)erinil time for dawdling. 
From his home he called Artlnir P. 
Hall, Alcoa's advertising and |)nl)lic 
relations v. p. He then got Uoltert 



\b Ki-e. the limi'- V .|). o( (lelil -ale-, 
iiwav fioni hi- diinici table fur a )pii< k 
ti |i-plione briefing. llie following 
iiioiiiiiig, he t.ilki-d to -mil other \l- 
coa e\e< Iiti\e- a- Don W ililiot, \.p. of 
-ale- jiroilin t- niaiiagei-, and l iank 
L. Magc»\ \lcoa executive v .j). 

"W !• held infnriiial < oiifereiii e- all 
iiinriiing." >av- Hunt. "Uv two o'tlo< k. 
we felt wailv to re<oii mieiid Imtll the 
time and the ii<*w program to Irving 

W. ((.Iliefl W il-oll. oiir pie-ideiit. 

\( tnall\, wr didn t go to him until 
I ; I") p.m., and bv p.m. I wa- on 

the phone with Dnrain again. Itv 
\\ ediie-dav . Joe ( .nlligaii had Diiiam - 
leltei of intent to bnv.'" 

Dining Mcoa's "l)-l)a\'' lliiiit bad 
al-o been on the phone -everal time* 
{ I'li-iist' litni It) fni^.{' \ '.V.*t\ 



I'or Alcoa's philosttftliY 

oil .sixiiisorsliifi oj rtnil ro rrrsy- 

ullrriitf! Mnrrinv "Sec ll ."Soir, 
liirii lit iii'xl [KifH' 1^ 



I'orlictil miliiriititui i> Pal Weaver-. Mroa i)liili)^o|»liy bf-hind .?125,()00 tv hiiy giving Alcoa 
evt ry availahir network program for ir- "(Jiri-ima- creaiions of Mioa ainniinmir' (iromniion 
'liie-ilay, 6 Dccpmher. Finn ex()«-c!- to ii ach over 10 million vjpvvcr- al l«-a-l once lliat day 



ALCOA DAY-ALL DAY 
Tuesday-Dee. 6 -NBC-TV 
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TV's star salesmen will be selling 
CHRISTMAS CREATIONS of ALUMLNUM 
for a FULL DAY on NBC-TV 



Mlanv A.leaa laahs at #r cawuiraversy 



• Many tv sponsors become extreme- 
ly concerned over any unfavorable 
mail about their show. They worry be- 
cause it's difficult to gauge whether 
two bad letters represent 1,000 viewers 
or 200 potential customers, or whether 
tlicj're indicative of a loss in sales. 

Alcoa is one tv sponsor who had 
good cause to ponder these questions 
when Ed Murrow's McCarthy indict- 
ment and his interview with Oppen- 
heimer hit newspaper headlines and 
caused a stir throughout the country. 
As sole sjjonsor of Murrow's See It 
Now, Alcoa found itself in the center 
of the storm. 

SPONSOR interviewed public relations 
executives at the company to find out 
how Alcoa had felt about its associa- 
tion with controversy-stirring program- 
ing and whether its Murrow S'ponsor- 
ship bad boosted or hurt sales. Their 
frank answers and comments can guide 
advertisers who are concerned about 
controversy issues on their own shows. 

Why Alcoa bought Murrow initially 
— The purpose of Alcoa s original t\ 
venture was to make the Alcoa com- 
pany favorably known to the public. 
To do this job, the firm sought a pub- 
lic service type program. 

"We felt we needed the support of 
the people who would tend to watch 
the Murrow show."' one Alcoa public 
relations executive explained. "Of 



course, it was a revelation to Alcoa to 
find out the number of ways in which 
matters of current interest could be 
controversial." 

When Alcoa bought the show (in a 
deal made directly with Ed Murrow), 
it was agreed that Murrow retained 
complete control of the programs 
(which Alcoa never even saw before 
ihey went on the air) and Alcoa main- 
tained control of the commercials. 

Which shotvs were most contro- 
versial? — '"Because the company is so 
big and widespread, some subject 
which has no connection whatever with 
Alcoa could kick back," an Alcoa pub- 
lic relations executive said candidly. 
"A show about book-burners in Cali- 
fornia might involve a big client's wife 
for all we know." 

Most of the Murrow shows pulled a 
considerable amount of mail. 999^ of 
which the firm answered. ("We don't 
answer obscene or ridiculous letters.") 
The only show on which there was no 
critical mail was the one tracing a pint 
of blood on the way to the battlefield 
in Korea. 

Said one Alcoa public relations man: 
"On a program about Eisenhower, 
half the mail said Ed had sold out to 
the big companies. Others commented 
Ed was tr}ing to sabotage Eisenhower 
by including a shot of him shaking 
hands with a \esro and remarkin<r. 



'Glad to know you.' The critical letter 
writers said Murrow was trying to 
make Ike unpopular in the South and 
that this might prevent him from 
breaking the solid South." 

Alcoa executives recall a program 
that showed a mail-call scene in Korea. 
A fruit cake was shown arriving in 
poor condition. Within days there- 
after Alcoa got mail from a fruit cake 
packers association protesting that 
their cakes always arrived in good 
shape. 

How did Alcoa feel about the Mc-' 
Carthy shows? — "W^e made some en- 
emies with these shows, and some 
friends." said an Alcoa public relations 
man. "I don't know if we would have 
vetoed the show if we had the chance. 
Probably so. We would have been 
readier to say 'yes' if we felt the net- 
works had first taken responsibility 
along these lines. WTiy should we be 
the fall guy for networks who didn't 
have the courage to do it? 

"We want to sell everyone aluminum 
as long as they're not subversive. It 
isn't our job to go around and make 
any segment of the population mad." 

Public opinion research surveys con- 
ducted by the Psychological Corp., how- 
ever, showed public opinion continu- 
ously moving upwards about Alcoa. 
There was no fluctuation during the 
\ Please turn to page 142) 



Reason for <lro|i|iing Murrow? 

Many speculated that ^hows like Marrow's 
interview with Oppenheimer and the Mc- 
Carlhy shows caused Alcoa to cancel spon- 
sorship. Actually, Alcoa attributes swilch 
to marketing strategy (see story on page 
39). Alcoa knew controversial nature of 
programs before McCarthy. Even Ike's 
handshake with a Negro on one show 
aroused ire of some of Murrow'* viewers. 
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KclRnr J. I)()nal(lM)n, associate railin-tv director, Kftclmm, 
MacLeod & Grove Inc., I'itt~l>urgli, here lells how he has 
foupht and won the continuing hattle of the sprjy gnn. 



Doii't let fear iif 
glare dull voiir live 
i\ commercial 



There are other ways hesitle.s sprayiiifj 
to retliiee liolhersoiiie li^iii refleclioii 
if y<»ii want your protliiel lo shine 



JJ^ith approximately 70'"? of tv 
programing throughout the country 
on fihn, and an increase in this per- 
centage an almost certain prediction 
for the future, the networks have every 
reason to \N()rry about how lliej' are 
going to amortize the considerable in- 
vestment they have in equipment and 
studios and people for live television 
production., 

There is probably no way to com- 
pletely stem the tide. But those of us 
who believe in a healthy percentage 
of "live production" do not want the 
film industry to be able to add "qual- 
ity" to the advantages of film over 
lt\'e. And yet if the production ex- 
perts responsible for many of the live 
commercials currently being aired do 
not begin to pay more attention to do- 
tail, this will be the case. 

Take, for instance, the use of "dull- 
ing spray," a liquid wax or plastic 
normally used in a studio to dull a 
"hot spot"' on a shiny surface. If 
properly and artistically applied, un- 
due glare from an object can be avoid- 
ed without making it apparent that a 
"doctoring job" has been done. 

This is very important when appli- 
ances and automobiles are being sold 
via television. The glitter of chrome 
and enamel is one of the main reasons 
why a new car or a new refrigerator 
or a new toaster looks attractive. When 
the showroom shine is removed, or 



covered up, it looks dull and unexcit- 
ing. 

We, at Kelcliuni, MacLeod and 
Grove are very familiar with the pres- 
sure exerted by the engineers of a 
television station or network to avoid 
glare. These technicians seem to ab- 
hor any type of light reflection. They 
point out that glare from a strip of 
chrome drags down the over-all picture 
level. They work so hard to get a 
lecluiically perfect picture that the 
star often suffers. And, let's face it! 
the star of any commercial is the 
product being sold. 

When handling automobile commer- 
cials, we spray only the problem areas. 
If light hits a bumper, or a strip of 
chrome in such a way that we cannot 
avoid tremendous glare by changing 
the camera angle or repositioning 
lights, we spray the offending area 
delicately. We spray in such a way 
that die glare is reduced, not elim- 
inated. 

Automobiles are shiny. The manu- 
facturers mean them to be shiny. 
'I'bev arrive shiny at the dealer's. He 
gives them an extra coat of shine and 
puts them out on the showroom floor 
to glisten their way into the hearts of 
prospective customers. When these 
customers see their dream boats on 
television, they expect them to be 
shiny. They do not expect them to 
look as dull and drab a« the "old bus ' 
they're planning to trade in. 



All cliromium-plalcd appliances are 
lighting hazards. We are frequently 
faced \Nilh su< h cverj day problems 
as how to get a shot of the inside of 
a chromium-lined oven. The every- 
day solution to this e\eryday prob- 
lem seems to be to give it a good soak- 
ing down with dulling spray. But 
suppose you want to say something 
nice about chromium-lined ovens? 
You can't ... if it doesn't look like 
chromium. And chromium, covered 
with dulling spray, just doesn't look 
like chromium. 

A close-up of a large chromium sur- 
face, like a toaster or an automobile 
bumper, will act exactly like a mirror. 
Not only do you have the problem of 
light reflection, you have to avoid 
giving the viewers a behind-the-scenes 
shot of the camera, the cameraman, the 
floor manager or an\ thing that hap- 
pens to be in the reflective path 
of the mirror-like chromium surface 
being televised. In most cases a change 
of angle will eliminate the closc-up re- 
flections of camera and crew. But 
some part of the studio will be seen. 
The overhead must be avoided since 
it is a solid ma>s of lights. Some other 
parts of the studio can be reflected 
without too much harm, provided there 
is no movement on the floor during 
the shot. This i« certainly far more 
desirable than a shot of a toa«ler with 
what looks like a quarter of an inch 
{Please turn to page 137) 
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V itnt'hiiyt'i'i 



Tinuebuije9*s o/ the U.S. 



Tlif of liinelai\ ci< slai'linji hclow is de-igned 
lo l«* ur-t'(l liv all lhii>i' iuu>t roiniiuinieale with 

bin (MS. 1 1 is pioliabh tlic in()>l coinijlele list of 
national and regional l)n\('rs ever assembled and is 
based (»n the .jolin R. Pearson Co. liniebu\er list 



>U|<|)ienicnled b\ a .si'ONSOK .sur\e\. Agencies appear 
alpbabeticall) l)\ .slates and cities. Tliis list will be 
jniblished in re|)rint form for band) reference; for 
jtri; e> of single co|)ies or r|uanlities. w rite to Spoil' 
>or ^er\ices Inc.. 40 K. Wtb St.. New York 17. N. Y. 



This iii<f(>.v ffirt's i/oii pnf/c ivhevv Hsi for vuvh viifi siarts 



Atlanta 


43 


Washington. D. C. 




45 


Lincoln. Neb. 


Baltimore 


83 


Denver 




43 


Los Angeles 


Beverly Hills. Cal. 


42 


Des Moines 




78 


Louisville. Ky. 


Birmingham. Ala. 


42 


Detroit 




88 


Memphis 


Birmingham. Mich. 


88 


Durham. N. C. 




1 14 


M ilwaukee 


Bloomfleld Hills. Mich. 


US 


Fort Wayre. Ind. 




7H 


Minneapolis 


Boston 


83 


Fort Worth Tex. 




121 


Muncie. Ind. 


Cambridge. Mass. 


88 


Glendale, Cal. 




42 


Nashville 


Chattanooga 


. 116 


Hollywood. Cal. 




42 


New Orleans 


Chicago 


72 


Houston 




121 


New York .... 


Cincinnati 


1 14 


Indianapolis 




78 


Oakland. Cal. 


Cleveland 


. 114 


Kansas City. Mo. 




90 


Oklahoma City 


Dallas 


118 


Knoxville 




116 


Omaha 



93 
42 
83 

116 

123 
88 
78 

1 16 
83 
93 
43 

1 14 
93 



Philadelphia 
Portland, Ore. 
Richmond. Va. 
San Antonio . .,„ 
Salinas. Cal. . 
San Francisco 

Seattle 

St. Louis 

Ttrre Haute. Ind. 
Tulsa 

Tyler. Tex. 
Waco. Tex. 



114 
114 
122 
122 
43 
43 
123 
9S 
78 
114 
122 
122 



AGENCY. ACCOUNTS. ADDRESS &. PHONE TIMEBUYERS 



BIRMINGHAM. ALA; , 



J, llOWAUl) ALLISO.N * CO. 

Suite 215 Tou-n llipuse 

HIIDO 

mil Pvaf hirer, iV. F... EL. 7015 

DK SOTO (St .\rca) 

KEEG.AxN ADV. AGE.NCV 

Title Guarantee HlAji, 

KOIJERT LUCKIE * ASSOC. 

Frank \rlson ItlilR. 

Green Spot Oiange Juice 
Ziegler Sausage 
Bama Foods 
Yellow Label Syrup 

PARKER * ASSOC. 

Comer Ititig. 

SIL\ ER * DOLCE, IXC. 

Itroum-.Mnrx HUi^, 

SPARROW ADV. AGE.NCV 

farley Bhtg. 

T. O. WHITE ADV. CO. 

Tillf (wuaranlee Ittfig, 



ROBERT A. 
I OLSE>" 

) FORBES 



JOHN 
FORNEY 



) WAYNE 
i PARKER 



I T. O. W 



IIITE 



BEVERLY HILLS. CAL. 



IJIOW-BEIRN-TOIGO. INC. 

B7tf7 tt ilsbirr Itlrd. 

HYKON II. BROWN & 
ASSOC. 

H241 W iUhtrF «/«></. 

EISAMAN-JOIINS 

9155 Sunstl Ulril. 

IRWIN— LOS ANGELES 

22fi V. Toiioii Dr. 



] AVIS 

<^ PIllLIlR<)r)K 

SALLY 
i WALKER 
( DON FRANK 
J B. BROWN 

I JESS 
j JOII.NS 

) geor(;e 

I IRWI.N 



AGENCY, ACCOUNTS. ADDRESS &. PHONE TIMEBUYERS 



LENNEN & NEWELL 

30fl V, Ruileo DrtvF 



WALTER MfCREERV 

V3tt H iUhirr Bird. 

ARTHUR A. MEVERIIOFF 
* CO. 

:t2a S. lloferh- Drive 



} BENJAMIN R. 
f POTTS 

) Walter 

j McCREERY 
' LYLE 



1 LI 

,r wi 



ESTCOTT 



GLENDALE. CAL. 



HARRY G. WILLIS & ASSOC. 1 william p. 

F. Broa,l,iay ij STONEHAM 



HOLLYWOOD. CAL. 



BROOKS ADV. 

16IO .V. Arg}le Ave, 

LEO BURNETT CO., INC. 

KiRO V. rin«> .Si. 

CALIFORNIA ADV. 

IttliO .V. Tine Si. 



FAIRFAX 

KiHO V. Vim- Si. 

ji.m:my fritz * assoc. 

IttflO \. t ine Si. 

GRANT ADV.. INC. 

l(,RO .V. ytne SI. 

GUILD. B.4SCO.>i & 
BONFIGLI 

; TH V. li ar 



HUNTER-WILLIHTE ADV. 

ISIO V. llighlanH Rlr,l. 



JEAN 
SHAY 



1 NANCY 
j MYERS 



) W ALTER N AN 
( DeKAMP 
J BOB WARD 



( BOB 

f NOURSE 



) JIM.MY 
j FRIT/ 

) JOHN 
i GAl NT 



i GEORGE 
; ALLEN 



BILL 

HLNTFR 

EARL 

W ILLIIITE 



AGENCY, ACCOUNTS. ADDRESS &. PHONE TIMEBUYE 



KENYO.N & ECKIIARDT 

6253 lloUyunoH HlrH. 

3IcNEILL & 3IcCLEERV 

67 TT lloUyunoH Bird. 



{ GORlXtN 
j WALKER 

) JA.MES 

I .McCLEERY 



4 



RAY3IOND R. MORGAN CO. ) terri 

6233 llnllruiiod Bird. ' 



SX. B. SCOTT * ASSOC. 

9155 Sunsel Blvd. 



THE TULLIS CO. 

6000 Sunsel Blvd. 



WADE ADV. AGENCY 

63al Hnllrtcnod Bird. 



DAL \«ILLIAMS & SONS 

2l t2 Cahuenga Blvd. 



i BRADY 
' JACK KERF 



BOB SMITH 
MILT SCOT 
r" DON OTI.S 
LOU NOLSF 
BY .NEIMAN 



HOWARD 
TULLIS 
RUSTY 
McCLXLOll 



1 SNOWDE.V 
i HUNT, JR., 

, DAL 
I WILLIAMS 
f DON 
' BREWER 



LOS ANGELES. CAL. 



AiNDERSON-McCONNELL 

731 \. La Brea Ave. 

ATCHISON. DONOHUE & 
HADEN 

; 206 Maple 4 re. 

ATHERTON ADV. AGENCY 

flt55 Melrose PI. 

BARNES CIL4SE CO. 

3t5n WiUhire Bird. 

BBDO 

63r,3 W ilshire Bird. 

BROOKE. S.^IITII. FRENCH 
& DORRANCE 

I2.>f> rr iUhir,. Bird. 



1 JACKIE 
( OAKNFR 
> .MOIILINERt 



J 



ROBERT C. 
DONOiirj: 



I Al.fRFD A. 

f ATlirRTOS 

] CHARLES -* i 
(■ DAMS fi 

] LOCKE 
j TIR.NFR 



HARVE> 
WEST 
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SPONSOR 



ACtNCV. ACCOUNTS. ADDRI884 PMONl TIWIBUYtKS 



iia CIIANAN \ CO. 

lit; \. ' Iriii-itti llllil. 

I 

ji It \NK lU <:o. 
cai.kins .v ihh.dkn 
i:ai'i.i:s co. 

Mil I ()\ CAItLSON (.(). 

I «H tt llthirr lllvil. 

CVKSON-KOin.KTS 

tlilrn l>r. 



I KOIII It I 
I W fx I 

/ Ml I. 11. 

I 1(1) veil 

/ ill. VM ill M 
) t.lt Vll VM 

] M VltlDN 

j tt Fl.l ItllllN 

I itr iii 

j JDIINSDV 

1 i< \i ni 

' I < A N •» 1 I - I - I I 



D'MU.Y AI)Vi:i{!ISIN(; CO. fMFHUir 

\ ft 11. 1. 



!»-.(» W it'hirr lUyil. 

i)t)vi,i; dam; iuck.nh vcii 

ftOr *>. Italtarl 

HOY s. nrusTi.M-: 

Itail It ihhirt- llli-it. 

i DW AKDs AiH'. a(;i;,n(;y 



I'.Kw I.N. v\ asi;y CO. 



vooTK. COM-: & HKi.nix; 

VltO U It.hirr lllril. 



jJLASSKU-CAILKY 

I1#/ft W . firil .Si. 

'(;i.i:>N ADV. 

aJ«V ir itihirr Uli d. 



/ HI KMI K 
i 1.1.V 1 TVs 

) W 11 I ' \ M 1). 

} v\n>\y 

i Kdlll I 1 / 



(il.JNN 
IIOllA.NN.VN 



MRS. l.VDl V 
II. llATTtlN 
f Ml lllKl. 
lUl.l.lS 



1 nil \CE 
j (il. VS'iHl 

I 11 V VMttMt v.. 

\ riin< UNO'* 



(.()()n>IAVAM)i:i{SON ADV. ) (LAiiiK 



CKKY ADV. 

V/ftS Sii/i..rl nlrtl. 

riAHHi.NcrrovmciiAHD.s 

;hi<> n iiihir,- nivii. 
Wll.I.IA.M W. IIAKVKY 



iiEivrz & CO. 

II »// ttihhirr HItil. 



) M \lt>ll \1.1. 
j Kl»SO\ 

I W ALKER 
J RI)1,.AM» E. 

1 



RdiiKur r. 
iiKiN r/ 

NE 
MOltr.AN 



III.KSON & JOKGENSE.N 



niK JOUDAN CO. 
EDWARD S. KELI.O(;(; 
lA.NCE ADV. 
niE MAYEKS CO. 



pi '301 W. 3rd Si. 



McCAN>-ERICKSO\ 



IIAHRIKT r M 
W KlGAMt 
I FON 11. 
TllAMFR 
Wll.1,1 AM 
ItFlTS 
ItllSS 1.. 
SA"» ■» KR 
ROUFRT J 
' OA VIS 

) W Al.FFR 
( 111T,11F.< 

) W Al.l.V 
( SFlDLFIt 



) JOFl. 

( DOI GI.AS 



) BKTlT 

f BRORFKi: 

I MAR^ KA^ 

j <:\iN 



ACINCY. ACCOUNrS. ADOHISS J. PMONI TIMIUUYIHS 



1 . 

) KOIIKKT 
( ( l.ARK 
I JINK 

I MHKrvTHK K 



rm. M.< M{ • o. 

|{. MIM l{ ( (>. 

Ill s. k i/ii:>/>-> /iri< •■ 



7 t J S I tit tint t I r. 

Mo(;(,i;.i'i{i\ i:i r 



MO rn, si i KM \\ 

11117 ll.'lir/. /l/ii/. 

KIIOADK.s .V D \N I'' 

l-'Oi U . I lilirlli Si. 



I III nil I 

\ ItllDW N 

I h\\ 

J 111 1 II VMll II 



J VM. 
I 1 llil 1( 
IK Kit 
111 V\ I N 



/ I. I . 

. sn FM VN 

' Fl \ V 1' Vs( li> 

/ 1 v^ I m: 

( NFM 



KI.WOOD J. KOIMNSON CO. / KintiHTt 

i I I I ir.7W..V.. Ilhil. j NKl M W 

DON VI 1) I 

KOCKi;rT.|,Al Ki r/.KN / i.aiuh/fn 

N. Il./iiril i HDUI HI It. 

lltX M l 1 

KlTllKAri F .V K^AN ) ki m 

ii lf( II iUhiri- Uliil. ( l UFlM ltK Ks 



MEAN .snnioNs 

I I.IO s. I „ llrvn II I-. 



) DF.AV 

j SlMMt)N< 



sMAi.i.EY. i.Kvrrr x- .s\irm ) „ki f\ 

ft 1.1 s. Itliir .M. j. SMI TH 

HAKTON \. STEHIMN.S ) .^riii FM w 

:il tj II itiliirf tlhit. j ItVKKIN \. 



IIAI, ."^TEIUUNS 

71 I II . Olympic lllvil. 

STODEI- ADV. CO. 

r>f>l I Mi lrasr ( i c. 



SIFltltlNS 

) MVRCO 
j; SI KVFNS 

) < I.IFF 
\ I.EV INF 



STKO.MHKKCEK. l.:i\E.\E. 
MoKENZlE OFoiiGF. 

)>IHI \. I.iila^rllr I'ark t'Ince 



ANTHONY 



J. WAI.TEK THOMPSON ) fii kfv 

<,30; II il.hiro tlt,,l. J llFMUtJl F/ 

I'DKOFF SIIOEMAKER AI)\ . )"«<••< ii»KtM F 

i,MI2 s,./nia I STFMv 

) MIOKMAKFK 

WARWICK X LECLER ) jov 

i'lf(.7 IT. f.iel'ih .S(. j >IAFUCOAT 

.MILTON WEI.NRERC ADV. ) j(,kl 

ft.71>.1 ir,7<hir<' lltvil. j STEARNS 

WEE.«^II. IIOI. LANDER X 

CO I EMA\ > JERUV 

,I.>1' S. Itraraaiy 



W EST-.MAROLIS 

ll>l>t> II ihhirr lllvil. 



} I1\/F1 l.F S. 
( RFAVFU 



WESTERN ADV. ACiENCY ) ei.mi vn x. 

UltH a it, hire lllvil. ( I.VTLF 



AI.MN WILDER CO. 

I wo S, la Urea \vr. 



YOI NC Rl lUCA.M 

M I V'iUhirr lllvd. 



) AI.MN 
( » II DFR 

] RFr.INAl.l) 
I SPlltlt 
f JI LIE 
J IIKRRFLL 



OAKLAND. CAL. 



ASOCl.ATED ADV. COUN>ELLOH< 

6)0. Ihlh s,., Ti: (1-29.^2 

Montgomcrv Ward 

Hollv Meats :,\«^'„.„^ 
Rora.1 Macaroni j 



ACINCY ACCOUNI* AODHtSS *. PMONI TIMtBUYI HS 



MLItl.l Ill MJt VD\ 



■i ll t.'.i/i '•I.. I I 2-til' 



lilt I \ |ri«< < I 
t,r' • lli>'> 

I f \» \ I ru 



Ml Itl I 

111 VIII 



I IIL LI. I. ion \CL.N» ^ 

I 7/1 I. mini If.. I H I T.;il 



i .If <i II! r I .i^nh 



« \l M 
I I I Ml I I 



JLWLLL \DM.IiriMN(, \«,LN(.^ 



. / / -'. 7200 



I II >l<'iii.iiiii V Ml M'lti .itl 
Still ltU-\l 4 .I'liliril IihmIs 
M iM ] III II |.IVI^ V Jrlli' 
Si.iU M.iiiii-\< 



1(11111 It r 



II VI M- 

( .l'>>inl'. It.iknv <. \l l( 1 NI l( 



I .itliiliK .V I'l.islilniK lli^lillili 
.,( \ ( i il 

HELEN \. KENNEDY \D\. 

it.ii . I 7i/i >(., ; * i,-j;ii2 



1st S,i\ ijij^s ^ I 11 I I 

(.•ildm \Vi I I in;iiiir ( n ' * 

I. I . u I NNim 

riii(l('Mii.il K'.ilit 



.METROI'OLU \N ADV. 
\.sSOC. 

I I 1.5 W i litl. r S(., 1,1. L'-li:tl)fi 

V \(A\ IC ADV. .sTAl |.- 

Ift:?( I'riinklin si.. / /; 2-2lllir> 



llllll \NN VN 



M.l>lliiwtr \V ar( Il0^l'.^■^ 

C><KKluin ol C jliforni.! J"HN 

..II ... I , llHtMVN^K^ 

W cllin.111 I'l l k I cnxU 

REINII M{I)T ADV.. LNC. 

I 7.1ft Franklin S|., ; 2-2 Kill 

^.^nIi VdKiirl 
Tac ill* Mr.' v KiiblK-r Cii. J 
Kil|i:itrii L U;ikt'ni-% 
Tunics C iittasc Cli< i-<c Fill 

-i|ii(il.iU.Kiisstll RttVlMVN 
, Brciincrs j 
Par I P.tk I 
liinscn r.iinls j 

RYDER it LN(;R\M. LTD. 

I<>2t trnnklin Si. 



lU'lkclcs s.i\iifgs i l.o.in 

Clit-Cs 1 anions \ i„k\- t?!.'^" '^- 



\l(( arlln Siat Coicr* 



SALINAS. CAL. 



r.i V 



COH \N. JOHN. ADV. 

tt37 5. Main .S|., Salinai 2-6 t6H 

Central Calif. Vrtirhokc Growers J 

Icituce, Inc. ( J<»"'^ ' ''"^^ 



SAN FRANCISCO. CAL. 



\RluyiT-KIMRALL 

/O.l Wi>nlK'>'n''>'s ' ^ 2ft_'.*.? 

S(.ii!h\s '-St \ r\* i\s 

« .ciicral Pa nt hfrt 
Mrriantili \iti|>lan{C forp. 1)IN\F 
IM Wt-sicrn n.ink 

ALHERT. H« \NK.(.l ENTIIER, LAW. INC 

/_'.? Bu«A si.. U ri.l/.ll 

Nliss s.iilorSr I ands 



s< hi. abac her .V (o. 
Itran \\ itdr i: to. 



SFLM A 
CILDIMIEIH 
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AGENCV. ACCOUNTS. ADDRESS i PHONE TIMEBUYERS 



N. W. A^KK * SON 
Ru.t Hi-le.. SI i-23:ti 



HETTY 
SHARK 



Il.tuniiati I'iniai>|)li- (Dole) ) WM. 

Plvnumlh Deuli rs ( COI IHtKN 



BBDO 

Hum, BMs., >f l-2J.<-> 

Pacific Gas i I Iccirit Co. 

MIB Coffee 
I'arific I el .t T ol 
Siajulani Oil of Calif. (' FltANTKS 
Sail T rancisco Breuiiig Co. | L'*.>'1>" 
Clinc I'carli Ach isory Hoard | 

BEALJiMO.NT & IIOII.MAN 

Run Hlilf-., <'. ( l-tlliK, 

Kast Uay I'rodiuirs Milk 
Hannah labs 
McConiiick S: Co. 
Pacific Crcvliound Lines 
Hahaiiaii I'acilir l ines 



' no II MAN 



B I o w-n E I R N-TO k;o 

703 Mnrkei Sireii, OA l.tflM 

Dennison Foo<is "j LVM)ON 
Langcndorf United Bakeries I 5^',^?^....^ 
I'epsi Cola J SPEARS 

PHILIP S. BOO.NE & ASSOC. 

ytoaadnork BItlg., HO 2-4309 

Hiller Helicopter 

Interstate Baking Clorp. 

Krey Meats I J^*^*^^^ 
. . , , , 1 COCIIRA.VE 
Spice Island 

Sterling l-iiriiiliire J 

BOTSFORD, CO.NSTANTLNE * GARDNER 

625 Market St.. f.X 2-7S6.% 

Calil. Prune .Vdvisory Board ' 
Japan Air Lines 
Sego Milk Products. ^>'ARY^^^ 

Tillamook County Creamery 
Poultry ProtUicers o! Calil. J 

BRISACIIER. WHEELER &■ .STAFF 

1660 Bush St., I'K f,-2(>00 



Crown Zellerbach (Zee Products) 
Hershel Calil. Fruit Products 
Pictsweet Frozen Foods 
Van Camp Sealood 
Butternut Bread (Langendorf) 
Anglo Bank 



MARV 
ELIZABETH 
LOEHEU 
JEA.\ 

MALSTROM 

FAITE 

HA.VGER 



BROOKE, SMITH, FRENCH & DORRANCE 

149 California St., i f 6-6«36 

Folger's instant Coffee 
Granny Goose Potato Chips i oORIS 

Guittard Chocolate f WILLIAMS 
Gantncr & Maddo\ 

BUCHANAN & CO. 

155 .Montgomery .St., Vl' 6-2927 

Tide Water Associated Oil K GERTRUDE 
I MOELLER 



CAMPBELI^EW ALD CO, 

Rum Bldg., SV 1-0736 

Goebel Brewing 
Rheera Mfg. (Wedgewood Ranges) 
United Motors Div. (Delco Batteries) 
Chevrolet 

L, C, COLE CO. 

4i>6 Suttfr St., EX 2.2365 



BERMCE 
ROSENTHAL 



Jenkel-Davidson 

Roos Bros. I ^^7vv 
Slim Milk ' ^'^'^'^•^ 



AGENCY. ACCOUNTS. ADDRESS & PHONE TIMEBUYERS 



CONNER, JACKSON, WALKER iSr McCLURE 

16 1 Markrl St., I f l,.OI'>l> 



AUUUEV 
JAMSE> 



Golden Nugget Swcris " 
Western Condensing 
(Peebles Dog Milk lorniula) 
Turkey Growers Association 

RAY COU^HER ADV. 

101 I llenrst Itldg.. SV 1-6376 



Gateway Chevrolet J joilN 
1 om Ray Poiitiac j ALLEN 

D VNCEH-FITZGERALD-SA.MPLE 

lit Snnfonie St., DO S-5I07 

W&t I <K)ds 
lalstaff Beer (West Coast) 
General Mills (Sperry Div.) CLENN 

Guild Wine ( WIL>IOTII 
Pratt-I.ow Preserving 
Peter Paul Mound.s 

DIAMOND & SHERWOOD, INC. 

«2I Mnrkrt St., 17 2-11.57 

I ashioii .Sewing Center "I 

^'PP^n stoves J,',^|„„^.„ 
John Ostcr Company 1 

DOREMUS & CO. 

<25 Bush St., if 2-44)80 



Crocker Bank \ [{^^y 



ROY S. DURSTLNE, INC. 

1736 Storkton St.. EX 7-0456 

Roman Meal 
Oakland Zone Chevrolet Dealers 
Flolill Products 
(Tillie Lewis Tasti Diet) 
Wine .^d\ isory Board 

E. E. FISHER & ASSOC. 

I.T W Starktan St., I f 6-.'i739 



EDITH 
CLRTISS 



Gallo Wine l PAT LAMB 



FOOTE, CONE * BELDING 

Rhsa Blfig. 

CVS Corp. (Roma Wine) 
Rolley, Inc. (Sea & Ski Lotion) 
Saleway Stores 
Southern Pacific Railroad 

SIDNEY GARFIELD & ASSOC. 

26 O Farrell St., EX 2-3420 

Chemicals, Inc. (\'ano Pro<lucts) 
Harrison Products (Xo Doz) 
Ore-Ida Potato Products 
Simon Mattress Mfg. (Serta) 

COLDTHWAITE-SMITII 

26 (rFnrreJI St.. If 6-tOtH 



IIELE.N 
STENStIN 
EVELYN 
KLEIN 



VIRGINIA 
PELTON 



General Electric 'J beRNA 
Sherman Clay & Co. ) SCHEFFLER 



(;RANT ADV. AGENCY' 

393 Market St.. IK) 2-0369 



Dodge I '^''L''" 
"""^^ ( MEYERFELD 



GUILD, BASCOM * BONFIGLI 

130 Kearny St.. IT 2.60fO 



Best Foods ' 
(Skippy Peanut Butter) 
Foremost Dairies 
Ralston Purina 



ROD 

.McDonald 

DICK 
TYLER 
PEG 

Regal Amber Brewing J HARRIS 



AGENCY, ACCOUNTS. ADDRESS & PHONE TIMEBUYEI 

M. E. HARLAN ADV. 

525 Market St., DO 2-5721 

NobHinCo.lee^M;E.^^. 

HARRINGTON-RICHARDS 

256 Sutter St., K\ 2.6025 



Avoset (Quip) "I 
Western Pacific Bank I IIiq^^e 
Morris Plan 



HOEFER, DIETERICH & BROWN, INC. 

f05 Sansome St.. If 2-0.5 75 



Ma\dav Oil "] 
r.nlligan Water .Soltener [ , 
Marin Del Dairies J 



VIHGI.MA 
SOTII 
JOHN \r 
DAVIS 



HONIG-COOPER CO. 

1275 C.'.lumhut tie., on 3-tl69 

Clorox 
C 8: H Sugar 
Italian Swiss Colony Wine 
Girard's French Dressing 
Leslie Salt 
United Grocers 

KENYON & ECKIIARDT 

620 Market St.. YL 2-3070 



American President Lines 
LincolnMercury Dealers [ povERS 
Leo J. Meyberg Co. 



KNOLLIN ADV. 

105 Mnaleiimery St., SV 1-6110 



Mannings ^ HOBERT^. 



LONG ADV. INC. 

681 Market St., C 4 1-424 1 



Dri 

Pioneer Sav 



i Z'l ) GEI 
zings ( .Mf 



GERTRtDE 
LRPHY 



LYKKE, WILKIN & ASSOC. 

6SI Market St.. 11 6-3842 



Ice Follies ^ ^ALN 



MrCANN-ERICKSON, INC, 

114 Snnsnme St., DO 2-5560 

Calif. Packing (Del Monte) 
Calif. Spray Chemical 
Lucky Lager Brewing 
N'at'l. l ead (Dutch Boy Paints) 
S.O.S. 

RICHARD N. MELTZER ADV. 

7«5 Market St., If 2-3877 

Donald Duck Beverages 
Harrah's Club 
Trewax 

MERCHANDISING FACTORS 

300 Monlgnmery St., SL 1-6280 

Sears, Roebuck 
F.mporiura 
Hobbs Battery 

RAYMOND R. MORGAN CO. 

260 Califarnia St., I)U 2-6073 



KEITH 
LANM.NG 
JOSEPH 
NARCISSO 



JOYCE 
JANSE.N 



n.4L 

BROU.SE; 



Folger Coffee (Regular) }■ ^^^ERSON 



HARRY .MORRIS ADV. 

821 Market St., DO 2-7018 



Cecil Whitebone (Ford) | ii.\RRV 
Appliance Mart J .MORRIS 
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SPONSOR 



'1, 



>r.E>NCY. ACCOUNTS. ADDRESS & PHONf TIMEBUYtHS 

llKHll M:I><)N iV CO. 

M-.ri-» S<., f \ 7-tf>J3 

llliir 1 I'rrrlli ( .;iiiiiiiik' j |{|| 

Kauclio Soup J >H **n.N 

vl l.X) NOIOIW ADV. 

kraru> >>/.. Ittt .l^lOli 

C.olilrn <;r;tiii M.i<.ti<>tii | 

lioiinr III. 111(1 I rinlcil (ixxli | 

Miiktiv \ au (amp \ "^ '• 
I>iiliiii|iii' r.ii LiiiK 

/I'llrrliac V l'.i|)i r ( o | 

{Iiomm:.*^ * DAVIS 

,IS I nmmi-riiaf f \ 2.2JI7H 



TIIKI lU H 



klMCia f<HHt> J IIKI KV 

T I'p \ OSHOH.VK 

(l TIIK M FF UVAiN 

(ui; Hl.lic.. f \ 2-H>.lt> 

Salfwav (Kilwatils (.olfrr, 1 
("aiitrrlmn Ira. lar-Miic, 
l)u((li Mill roitaRf Clucsc. I viRi:iM\ 

C.iuhrk- nisruiO ! < RA«K)KI> 
K<(l(ii W ip 
Packard 

SKHNAHl) H. SCH.MTZFK ADV. 

33 Jirnrn\ >•(.. )/ 2-3f>90 



Prol.\ ( BKK.WRO B. 

Rid Goo<f .Shoes j SCIIMTZKK 



rilKODOKE SEOALL ADV. 

1*1 Markri S/., s/ I .1,55' 



Milrus Jcwclcn 1. " 

i.><KG\ll. 



KOHFH r H. SELBV & ASSOC. 



I'aiisons j 
l-cs VoRrl i 
L iiion Fiirniinrc J 



KAY.MOM) L. SLNES ADV. 



Fiirika fwlrral Savines Loan I '^'^^ 

' SINES 

HM{LES U. STUART 

1»S Markri ll/> 2-2t3H 

Bank of Amt hia t .J^^""*^ 

! LINDSAY 



I 



I. NVALTEK TIIO.MPSO.N 

•so < ali/iTnia /; 4 

l ord Dialers of No. Calif. ] 
.Safi-way ( I urcrnc Milk) 
Shell Chemical 
Pineapple Growers .\siioc. 
Kraf( ConaKe Cheese (W Coasl) 



FRAN 
AISTIN 



NEKNOR ADV. 



Ellis Brooks Clicvrolit | wil.l.l AM 
Great Western Furnioirc J VKRNOR 



DEL \rAKEM.\N 

1200 I nn >..,,< ft-.-., PK S.2 W0 

McAllisler Buick 1 
Thompson Holmes J WAKEMAN 

A A.NK, LOUGEE, MacDONALD »t LEE 

t2S Buth Si., f V 2.b3 to 



Cutter Labs. 1 p 
Wilson St Geo. Mcjer Co. J m 



Ar.ENCY, ACCOUNT!). ADDHCSiSl PHONE TIMEIIUYERS 



W FINKK. OIII.FYiat, RFY.NOLDS 
iV |{\KFU 

II'' ( uli/itrnU )i 2-J:iHI 



llrll.lil llrvcLinn 

I (irriiiini f > .i|>or,iiril i | U||||VM 

|ii'li\dr.il('il I'nxU. I \^IIII(^<IN 

('lt-^l.l lU.ini .1 W MIC I 



AVE 

arDONALD 



I FF W FNCFIt ADV. 

iiHtr, u.irk,i s/., ( ^ /..iiTc 



< .ipi I kl.iiiu ( M.iiiiiiic 

I IK lu ut Mi a<> ' ^ 

. , w i:ni:i it 

I: .l^!l1-^on k 



W^CKOFF i^ ASSOC. 

/ >« i:< <i'r\ s>,, V7 t,.i:ir,2 

Kiirika s.iMiiK> < Loan 
Rose K Mcrininalor Co. 
J hrifl Fiili ral Sa^illl;^ .4 I oan 
I Icco I'ailits 
Calif Ink 

vol \(; iV HFDICAM 

RuAt Httitflins 

Borden> 
Calso Water 
Mission Bell W ineries 
Petri W ine 
W. P. Fuller Paint 



IIAItll Ml \ 
ilKltslirt 



J \>IFS 
MrM \NLS 
K. f AT HICK 
IIEAI.Y 
.Mini K 
IIIIIK 



DENVER. COLO. 



HALL * DAVIDSON, l>C. 

670 ttvlairmr. Main 3-1 2VI 



Bowman Bi.sfu« '(^J^^.^j^^^j.j, 



CO.N.NEU ADV. 

■t3l W. Cal/ax lir. (i), Kfytlonii 5331 

Colorado Peaches j. 
<;ALE^ E. RUOYLES CO., LNC. 

713 Mittlantt Saringt lUdg., Tabor 1293 

1 ROBERT H. 

Continental Airlines I i'f?!!':'''^'*'^ 
I GALEN E. 

J iir<>ylf:s 

TED LE\Y ADV. 

515 Inauraner BIdg,, Main 7133 

^ I TKU LEVY 

tills Canning ^nARRARA D. 
j AlTON 

J'RESCOTT * IMLZ 

/ 765 Shrrman At^., Alpine 5-2ftf,9 

1 niLL 
1 ivoii Beer I PRESCOTT 
0F_NE PILZ 

RH'l'EY-HE.\DERSO.N-KOSTA 

fiffl Maliaiml Bank (2), Tabor 0221 

Coor s Beer J. „ev rOX 



WASHINGTON. O. C. 



ADVERTISLNG LNC. OF WASMINGTO.N 

l<,25 Si., V. If'., Rrputitie 7-5/17 

Forrmost Dairies ) i^i^f; 
(Milk S: Ice Cream) J pedLAR 

(;ORDON MANCHESTER AGENCY 

I 72f> l*fn,n.t\lynnin Ine., Sf f.lrnpntitnn B.OOtiO 



C. F. SaacT 



DON 

.MANrilESTER 
DICK 

WILLIAMS 



AGENCY. ACCOUNTS. AD0RE8S & PHONC TIMEBUYCRt 

I50/J I.L iV: JA( OUS 

711 l lik Si. \. U ., Sfrr/;n« 3-3 Kit, 

\P < IH< K MHO IS l)()\ INKIkXSOOli 

<;AMI'ltFLL.F\\ ALD 

/7J7 II Si , > U ., Ilrpuhlir 7.7 um 

' II \ K| I \ \\ Willi) 

M.HFH r FI{ \NK.(.l FN IHFR L.\\\, INC. 

Iirj\ I 44i,,trrllrul I, r ., SlrrUnn .t-5t',1 

K \L, LIIKI K:H a MI.UHK.K 

Ml '•t.ir IU)le-, ttrruUir .I.37IIO 

K MHO I\ DIKM lOK I>\\f IIIOM\<< 
I IMl \ SP \( I HI M K S I J I \ M \SI S 

HENRY J. K VI F.M \N A: AS^JIC. 

I If) II SI., ni.lrlrl 7.7U/II 

RADIO |)|K|( lOK JMIKFV V AKKI. 
I\ l)IKF( I OR KOnmi S MALRLR 



( I O 1 JKl l ItH \. 

\. S.iKn. r'j "son. Inc ' A Mi l. 

I itiiiii itr 

^ ^ MAI Itllt 



Rl rilRAl FF \ m AN 

127.'; ^ullonal I'm, IIUIc, Kxrrulli— .1^,731) 

\fC()L'NI IXKLJUL DONAI I) J WII KINS 

LEWIS EDWIN RYAN ADV. 

72), Jnrkton I'ltwr. ^ .W ., Hl puUIr 7.7t,(U, 

IHKFCIOR RADIO it IV-WIIIIAM J GRfF.N 
ASSISTAN 1 - I OUIM S( IILJ.MAN 



ATLANTA, GA,: 



J. now \RD ALLISON & CO. 

<,ni> I'rarhlri-r .s/.. \. U . 

DURKE DOWLLNG ADAMS, INC. 

992 IT. r.'ocAirpp, A. IT., F.L, 5521 

.SI. <~»c , 1 1 n. !>• ADAMS 
Delta— C&S Airlines j |.i-||f^| m 

Southern Bread LKIH>CIIk'r 



Superior Ice Cream JOE V. 

' FRriTsn 



ALLEN, McRAE * MFALFH. INC. 

15 Prachlr^ PL, .V. W., EM. <>l2tt 



BR DO 

800 Prarhlrrr. A. f.'., t/.. 701.7 

HE SOTO M \i<a 



FLOVD 
MtK\K, JR- 



HOBI RT A. 
«>l N 



REARDEN TIIO.Mr.>«ON-FR \NkFL \DV. 

22 3lh Si., V. E., EL. S5H7 

J S. Flco,.«lSaI«T;;™>, 
Orkin Exterminating I >ikRLE 

Rcdfern Sau'ace TIIOMP*n\ 
Mar-Gold I ---^^ 
.Atlanta Baking Co. Nf) [ „,,n JFN«rN 



BEAIMONT & IIOILM\N. INC. 

ITm. Olir.-r BUg., *l I <r7/» 



Gres hound B is I ine J- j- 



GEO. I. CLARKE CO. 

Prarhlrrr, HI.. tA34 

Gi. Broilers, Inc. ^ 



„ , GEO. I. 

Pet Da rr Producu j ri.ARKE 
JFG CofTef [ I VK 



Home Credit Co. 



C<>l,r^l VN 
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TELLO-TES 



r 



Are Doing It! Doing Wht 



For lurtiier details on tello-test and tune-test consult the radio sLalions 

below, or get in touch with America's "hep" radio representatives who know that 
TELLO-TEST and TUNE-TEST hypo ratings, and are a fertile field for national spot business. 

Stations desiring further information on 

tello-test and tune-test write Walter Schwimmer, Pres. 

Radio Features, Inc., 75 E. Wacker Drive, Chicago 1. 



-test 8 tune-test stations 



Aberdeen, Wash. 


KXRO 


Centralia, Wash.. 


KELA 


Garden City, Kansas. 


Albany, Oregon 


KWIL 


Chicago, III. . . . 


WGN 


Grants Pass, Oregon 


Albert Lea, Minn.. 


KATE 


Chico, Calif. 


KXOC 


Guymon, Okla. .... 


Alton, 111. 


. . .WOKZ 


Cincinnati, Ohio 


WKRC 


Hazleton, Penna. 


Amarillo, Texas 


KGNC 


Cleveland, Ohio. . 


... WJW 


Hornell. N. Y.. 


Ashland, Oregon 


KWIN 


Coeur d'Alene, Idaho . . . 


... KVNI 


Houston, Texas 


Astoria, Oregon 


.KAST 


Coldwater, Mich 


WTVB 


Indianapolis, Ind. . 


Atlanta, Georgia 


. WGST 


Columbus, Ohio 


. , . WTVN 


Jacksonville, Fla.. 


Augusta, Maine 


. . WRDO 


Coos Bay, Oregon 


. , . KOOS 


Jamestown, N. Y. 


Bakersfield, Calif. 


KBAK 


Corpus Christi, Texas 


KRIS 


Kingston, N, Y... . 


Baltimore, Md. . . 


WITH 


Dallas, Texas 


WRR 


Klamath Falls, Oregon 


Bangor, Maine 


WLBZ 


Decatur, III 


WSOY 


Lafayette, La. 


Batavia, N. Y. . 


. WBTA 


Denver, Colo 


KIMN 


Lewiston, Idaho 


Bellingham, Wash. 


.KPUG 


Des Moines, Iowa 


KWDM 


Lockport, N. Y... 


Bend, Oregon 


KBND 


El Centro, Calif 


KXO 


Longview, Wash, 


Billings, Mont 


KOHL 


El Paso, Texas 


KTSM 


Los Angeles, Calif. 


Binghamton, N. Y. . 


WENE 


Eugene, Oregon 


KORE 


Louisville, Ky 


Boston, Mass.. . . 


WNAC 


Eureka, Calif 


KIEM 


Marysville, Calif 


Buffalo, N. Y 


WEBR 


Everett, Oregon 


KRKO 


Merced, Calif. . 


Burlington, Vermont 


WJOY 


Fresno, Calif 


KYNO 


Miami Beach, Fla , . 



u ■ 



V. 



y. 
K'f 

W 
M 
KT 
WK 



I perspicacious time-buye 
acing spot radio busines 



TUNE-TEST 



iking 



sales! 



tello-test and its musical counterpart, 

TUNE-TEST, are the most successful, syn- 
dicated radio quiz shows in America . ^ . 
the radio shows that come up with top 
listenership ratings, plus King-size sales 
results, just like in the good, old-fashioned, 
pre-TV days. 

TELLO-TEST is the oldest and the Bell- 
Ringer of all radio telephone quizzes — the 
show that started the craze for give-aways 
throughout the country. 



tune-test I its musicc 



ii:> iiiu:>ical twin, fits into those 
stations with the music, news and sports 
format, and is neck-and-neck with TELLO- 
TEST as a BIG result-getter. 

If you are buying spot radio programs or 
choice spot announcements — check the list 
below of the Blue-Chip radio stations carry- 
ing TELLO-TEST and TUNE-TEST. If there are 
any availabilities in these two premium 
shows, you're in luck, and your sales are 
away and running! 



upolis-St. Paul. Minn. 


KSTP 


Rock Island, III.. 


WHBF 


Stockton, Calif. 


KXOB 


0«N. D. 


KLPM 


Roseburg, Oregon 


KRXL 


Storm Lake, Iowa 


KAYL 


h le, Tenn. 


WSIX 


Sacramento, Calif. 


KXOA 


Syracuse, N. Y. 


WSYR 


leans. La. 


WDSU 


Salem, Oregon 


KSLM 


Terre Haute, Ind. 


WBOW 


Okla.. 


KNOR 


Salina, Kansas 


KSAL 


Toledo, Ohio 


WSPD 


alma City. Okla. 


KOCY 


Salinas-Monterey, Calif. 


KSBW 


Topeka, Kansas 


WREN 


N. Y. 


WHDL 


Salt Lake City, Utah 


KALL 


Tulare, Calif. 


KCOK 


J. Wash. 


KGY 


San Antonio, Texas 


KTSA 


Tulsa, Okla. 


KTUL 


a ibies. Calif. 


KPRL 


Santa Barbara, Calif. 


KDB 


Utica, N. Y. 


WRUN 


ailphia, Penna. 


WIP 


San Bernardino, Calif. 


KFXM 


Ventura, Calif. 


KVEN 


It'gh, Penna. 


KDKA 


San Diego, Calif. 


KGB 


Walla Walla, Wash. 


KUJ 


ltd, Maine 


WCSH 


San Francisco, Calif. 


KFRC 


Wallace, Idaho 


KWAL 


Wted, Oregon 


KGW 


San Luis Obispo, Calif. 


KVEC 


Watertown, N. Y. 


WATN 


t^d, Oregon 


KPOJ 


Sarasota, Florida. 


WSPB 


Wenatchee, Wash. 


KWNW 


Isle. Penna. 


WPAM 


Savannah, Georgia 


WTOC 


Wheeling, W. Va. 


WWVA 


*nce. R. 1. 


WRIB 


Sayre, Penna. 


WATS 


Wilkes-Barre, Penna. 


WILK 


-•h City, Quebec 


CKCV 


Scranton, Penna. 


WGBI 


Williamsport, Penna. 


WWPA 


ojevada 


.KATO 


Seattle-Tacoma, Wash, 


KVI 


Yakima, Wash. 


KYAK 


Vind. Va. 


WLEE 


Spokane, Wash. 


KNEW 


York, Penna. 


WNOW 


Hfter. N. Y. ^ 


WHEC 


Spokane, Wash. 


KHQ 


Includes complete Don Lee 


Network 




/Veil? ilevelopments on SPOJSSOR stories 



Dan Daniel 

STAR OF NOON EDITION 

WABT 12 to 12:30 Monday-Friday 

NEWS, SPORTS, WEATHER 

WABT 6:30 to 6:45 Monday-Friday 

AUBURN DAILY NEWS 

WAPI 12:30 to 12:45 Monday-Friday 

These stations are recognized for their superior 
handling of Birmingham and Alabama news, 
as well as world-wide news . . . Birmingham's 
only stations using Photofax and direct tele- 
type to weather bureau. Dan Daniel is now in 
charge, coordinating the complete coverage. 

Stars Sell on 
Alabdma's 

greatest RADIO station 




Birmingham 

Represented by John Blair & Co. 
Southeast, Harry Cummings 

greatest TV station 




Represented by BLAIR-TV 




Sees 



Issue: 



iV'elwork tv, color 



11 July 55» page 100 



Subject: Slallons equipped to transmit colw 



Questionnaires sent out for the Fall Facts Basics Issue determined 
that, as of July, 02% of the television stations in the country could 
transmit net^\(»rk color shows but only 5% could originate their, 
own color telecasts. Only 2% of the stations unable to originate, 
their own color shows thought they would he able to do so by the 
end of the year. One reason for the low figures in the local color 
programing field is the lack of experience in this new medium and 
the expense in learning about it. 

NBC recently announced the forthcoming conversion of its owned- 
and-operated Chicago station, WNBQ, to all-color transmission. 
Significantly, the network announced the creation of the first alL- 
color originating station by way of a two-city, closed-circuit color tv 
press conference — also a first. 

When the move was announced by Brigadier General David Sar- 
noff, chairman of the boards of both RCA and NBC, he stated, "All 
the know-how, all the lessons we learn in this Chicago pilot operation 
will be made available to other television stations interested in ad- 
vancing color television service to the public. ... I believe [they] 
will follow Chicago's lead and produce their local programs in color." 

Target date for WNBQ's total conversion to color is 1.5 April 19.56. 
By then the station expects to have 10 hours of color daily on the 
air, including all local live shows. Five live and two film color 
cameras will be used to pick up the action in the three color studios. 
Visitors will be able to look into the studios from the hall, watch the 
shows being made and see them on color receivers placed around 
the station. 

The need for more color programing to interest viewers was pointed 
up at the press conference by NBC Executive Vice President Robert 
W. SarnofT. who pointed to the amount of color tv the networks are 
airing. He indicated that NBC's present schedule of 40 hours of 



color each month is five times as much a? it telecast a year ago. 



★ ★ ★ 



WNBQ visitors will see color shows simultaneously in the studios and on receivers 
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SPONSOR 




I I ^ 



Availabilities 

EARLY BIRDS 

7:15 - 8:30 a.m. 
820 

LADIES FIRST 

10:00- 10:30 a.m. 
570 

ROSEMARY JOHNSON SHOW 

11:45 - 12:00 noon 
820 

MELODY-GO-ROUND 

(minuic panicipaiions) 
1:15-3:00 p.m. 
570 



they listen 
while they work 

Whatever else they're doing, women-folks in 
North Texas are also listening to WFAA! They keep 
their radios tuned while they're sewing . . . cleaning . 
cooking . . . and looking after little North Texans. 
No other station in Radio Southwest offers such a 
variety of on-thc-go entertainment. And no other 
station has as many listeners as WFAA.* 
Music and drama, news and sports, grand opera 
and soap opera, WFAA gives busy people their 
own brand of listening enjoyment. 
Why not tell them your brand of merchandise? 
They've got money to spend, and time to listen . . . 
when you're selling on WFAA. 
Ask the Petry man for details. 

* Source: 1955 Whan Study 



A Cftor Chonntl S«rvic« of r^t Dallai Morning Newt 

WI=AA 

Altx Kt«««, Mancger 
G«o. Utiey, Commercial Monoger 
Edword P»try I; Co., Int., ^ep^esenfot/ve 



50.000 
WATTS 

NBC 
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film shows reoentiy maiie available for syndioation 

New or first-tv-run programs released, or shown in pilot form, since I Jan., 19SS 



Show name 



Syndicator 



Producer 



Length 



No. in serlej 



ADVENTURE 



Adventurn of 

Long Jolin Silver 
Ciptaln Gallant 

Count of Monte 

Crlsto 
Cross Current' 
Crunch & Des 
Oatcline Europe* 
Headline 
I Spy 

Joe Paiooka 
Judge Roy Bean 
Jungle Jim 
New Adventures 

of China Smith 
Overs«as 

Adventures* 
Pastport to Danger 
Ramar Of The 

Jungle 
RIn Tin Tin 
Sea H awk 
Sheena. Queen of 

the Jungle 
Soldier* of 

Fortune** 
Tales Of the 

Foreign Legion 
Tropic Hazard 

••Sponsored by 7-Up In 120 markets, 
•Formerly titled "Foreign Intrigue." 



CBS TV Film 


Joe Kaufman 


30 


mln 


26 


TPA 


Frantel 


30 


min. 


39 


TPA 


Leon Fronkesi 


30 


min. 


In production 


Official 


Sheldon Reynolds 


30 


min. 


39 


NBC Film Olv. 


Bermuda Proa. 


30 


mln. 


In production 


Official 


Sheldon Reynolds 


30 


min. 


78 


MCA-TV 


Gross- Krasne 


30 


mln. 


39 


Guild 


Guild 


30 


min. 


In production 


Guild 


Guild 


30 


min. 


26 


Screencraft 


Quintet Prod. 


30 


min. 


39 


Screen Gciat 


Screen Gemt 


30 


mln 


26 


NTA 


Bernard Tabakin 


30 


min. 


26 


Official 


Sheldon Reynolds 


30 


min. 


39 


ABC Film Synd. 


Hal Roach. Jr^ 


30 


min. 


39 


TPA 


Arrow Prod. 


30 


min. 


52 


Screen Gemt 


Screen Gemt 


30 


mln 


39 


MCA-TV 


Rawlins 


30 


min. 


1 (pilot) 


ABC Film Synd. 


Nassour 


30 


min. 


26 


MCA-TV 


Revue 


30 


mln 


In production 


CBS TV Film 


Tony Bartley 


30 


min. 


26 


Sterling 


Sterling 


15 


mln. 


In production 



but many are open on alternate -veek basis. 



CHILDREN'S SHOWS 


Animated 


General Teleradio Lotte-Reinger 


10 min. 


26 


Fairy Tales 










COMEDY 


The Goldbergs 


Guild 


Guild 


30 min. 


In production 


Great Gllderileeve 


NBC Film 


Dlv. Mathew Repf 


30 mln 


39 


Halls Of Ivy* 


TPA 


TPA 


30 min. 


39 


1 Married Joan 


Interstate 


Joan Oavis 


30 min. 


78 


Life With 


Guild 


Guild 


30 min. 


39 


Elizabeth 


1 nterstate 








Little Rascals 


Roach 


10 mln. 


22—1 reel 


My Little Margie 






20 mln. 


6»— 2 reel 


("Our Gang") 


Guild 


Warner't 


15 mln. ts 


Library 


Looney Tunes 






one hour 




Official 


Hal Roach, Jr.- 


30 min. 


126 






Roland Reed 






Susie* 


TPA 


Chertok Tv 


30 min. 


52 


Trouble With 


Guild 


Hal Roach. Jr.- 


30 min. 


130 


Father 




Roland Reed 






Willy 


Official 


Desilou 


30 min. 


39 



DOCUMENTARY 



Key te the City 


Hollywood Tv 


Hollywood Tv 


15 


mim. 


7 


Prod. 


Prod. 








Living Past 


Film Clastlci 


Film Classic* 


13 


mln. 


7 


Mr. President 


Stu-art Reynolds 


Stuart Roynoldt 


30 


mln. 


3 


Science In Aetlon 


TPA 


Calif. Academy 


30 


mln. 


S2 






of Sciences 








Uncommon Valor 


General 


Executive 


30 


mln. 






Teleradio 


Prod. Inc. 











DO- 


IT-YOURSELF 






Walt's Workshop 


Sterling 


Reid Ray Proa. 


30 mln. 


39 


DRAMA, GENERAL 


Camera's Eye 


Sterling 


TeeVee Prod. 


15 min. 


In production 


Dr. Hudson's 


MCA-TV 


Solow & Morgan 


30 mln. 


In production 


Secret Journal 










Celebrity 


Screen Gems 


Screen Gemt 


30 mln. 


NotM 


PI«yhou»e* 










Confidential File 


Guild 


Guild 


30 mln. 


In production 


Oouglas Fairbanks, 


ABC Film Synd. 


Douglas 


30 min. 


78 


Jr. 




Fairbanks 






His Honor, 


NBC Film Olv. 


Galaliad 


30 mln. 


In production 


Homer Bell 










Invitation 


Sterling 


TeeVee Prod. 


15 mln. 


26 


Playhouse 


Ziv 








1 Led Three 


Ziv 


30 min. 


52 


Lives" 










Charles Laughton 


Sterling 


TeeVee Prod. 


15 mln. 


26 


Show 










Little Theater 


Sterling 


TeeVee Prod. 


15 mln. 


52 


0. Henry Theatre 


MCA-TV 


Gross- Krasne 


30 min. 


26 


Mr. Olstrict 


Ziv 


Ziv 


30 min. 


52 


Attorney"* 










Conrad Nagel 


Guild 


Andre Luotto 


30 min. 


26 


Public Oefender 


Interstate 


Hal Roach, Jr. 


30 min. 


69 


Science Fiction 


Ziv 


Ziv 


30 mln. 


In Production 


Theatre 










Tale* Of 


Sterling 


TeeVee Prod. 


30 min. 


26 


Tomorrow 










Tugboat Annie 


TPA 


Chertok Tv 


30 mln. 


In production 


Wrong Numborl 


John Christian 


John Christian 


30 min. 


1 (pilot) 



*Very similar to Screen Gems' "Ford Tlieatre." Pilot unnecessary. 

•■.^Iiow Is In third prwluetlon cjcle, sponsored by Phillips In 60 markets. 

•"Show Is In srcond production cycle, sponsored by Carter Proiiucts In 40 markets. 



Show name 


Syndicator 


Producer 


tength 


No. in Series 






DRAMA, 


MYSTERY 







Ellery Queen 
Highway Patrol* 


TPA 

Ziv 




Norman & 

Irving PIncus 
Ziv 


30 mim 
30 mln. 


32 

In production* 


New Orleans 
Police Oept. 


UM&M 




Motion Picture 
Adv. Svc. CO. 


30 mln. 


26 


Paris Precinct 


UM&M 




Etoile 


30 mln. 


39 


Police Call 


NTA 




Procter 


30 mln. 


26 


Sherlock Helmet 


UM&M 




S. H. TV Corp. 


30 mln. 


39 


Stories Of The 
Century 


Hollywood 
Service 


Tv 


Studle City Tv 
Prod. 


3.0 min. 


39 


•Sponsored by Ballantlne in 21 


Eastern maikets. 






MUSIC 


Bandstand Revue 


KTLA 




KTLA 


30 mln 


6 


Bobby Breen Stiow 


Bell 




Bell 


15 Bla. 


1 (pilot) 


Frankle Laine 
Abblo Neal & Her 
Ranch Girls 


Guild 
NTA 




Guild 

Warren Smith. 


1:5 L 30 mln. 
30 min. 


78 &. 39 
26 


New LIberaco 
Show 


Guild 




Guild 


30 mln. 


III production 


Song Stories of 
the West 


Gibraltar 




Althea Pardee 


15 mm. 


,13 


Start of the 
Grand Ole Opry 


Flamingo 




Flamingo 


30 mln. 


39 


Story Behind 
Your Music 






RandalUSong Ad 


3D mln 


I (pU»<) 


This Is Your 
Music 


Official 




Jack Denowe 


3D ml*. 




Florian ZaBach 


Guild 




Guild 


3D min. 


sa 


RELIGION 


Hand to Heaven 


NTA 




NTA 


30 mln. 


m 


SPORTS 


Bowling Time 


Sterling 




Oiscovery Prod. 


1 hour 


13 


Jimmy Demaret 
Show 


Award 




Award 


iS BiB. 


In productlM 


Mad Whirl 


NTA 




Leo Seltzer 


30 mln. 


26» 


Sam Snead Show 


RCA Programs 


Scope Prod. 


5 mln. 


39 


Texas Rasslin'* 
Touchdown** 


Sterling 
MCA-TV 




Texas Rlsslln' 

Inc. 
Tel-Ra 


30 mln. 
or i hour 
30 min. 


tri productidii 
Approx. t3 



•In continual production. 

•'Available nitli start of football season. New film each week. No reruns. 



VARIETY 



Eddie Cantor Ziv 

Comedy Theatre 
Hollywood Preview Flamingo 



Movie Museum 
Showtime 



Sterling 
Studle Films 



Ziv 

Balsan Produi- 

tlons 
Paul Kill lam 
Studio Films 



30 mVH. 

3D rain. 

15 rain. 
30 mln. 



In pr*ductl»% 

In production 

93 
39 



WESTERNS 



Adventures of 

Kit Carson 
Buffalo Bill, It, 
Frontier DKtor 
Gene Autry — Roy 

Rogers 

Red Ryder 

Steve Oonovan. 
Western Marshal 

Tales Of The 
Texas Rangers 



MCA-TV 

CBS TV Film 
Studio City Tv 
MCA-TV 

CBS TV Film 
NBC Film Dlv. 

Screen Gems 



Revue 

Flyln« "A" 
Studio City Tv 
Republle 

Flying "A" 
Vi-bar 

Screen Gems 



30 mln. 

SO Bio. 

30 mln. 
I hour 

30 mIm 
30 Bin. 

30 min. 



IM 

In pr*ductl« 

39 
123 

I (Plletf 
39 

26 



WOMEN'S 



Amy Vanderbilt's 
EtiQuette 

It's Fun T» 

Reduce 
Life Can Be 

Beautiful 



NTA 

Guild. 

ABC TV Films 



United Feature 

Synd, 
Guild 

Trans-American 



5 mln. 
15 mil). 
15 miri. I Xpllots) 



78 
156 
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SPONSOR 



OVER HALF OF THE POPULATION OF INDIANA 




IP 



WFBM-TV INDIANAPOLIS 

Represented Nationally by the Katz Agency 

Affiliated with WFBM Rodio, WOOD AM i TV, 
Grond Ropids; WFOF, F-,r,t, WTCN, VVTCN-TV. 
Mlnneopoliv. St. Paul 
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WSAU-Tv 

WAUSAU, WISCONSIN 



NBC 
DuMont 



CHANNEL 7 

110,000 watts 

1,921ft. above sea level 
540,000 population 

$662,899,000 

spendable income 
152,000 homes 

R eprti tented by 
MEEKER, TV. 
New York. Cbi.. l(rs Angeles. San Fran. 



Stockholders Include 

RADIO STATIONS: 
WSAU - WniR - WATK 

NEWSPAPERS: 
Wausau Daily Record-Herald 
Marshficld News Herald 
Wis, Rapids Daily Tribune 
Merrill Daily Herald 
Rhinelander Daily News 
Antigo Daily Journal 




ill iites 111 teii 




firuwUt: Largest single >|)onsor of 
aii\ s\ iidicatecl film |)rograiii is now 
the Carnation Co. of Los Angeles, with 
a total of 140 markets co\crecl h\' it< 
Annie Oakley film series, atrorcling to 
CBS TV Film General Sales Manager 
Wilbur S. Edwards. He made the an- 
nouncement as Carnation added 17 
new stations to its schedule. 

The compan\'s Alhers Division uses 
Annie Oakley to sell cereals and dog 
food in 129 markets: Fresh Milk Di\ i- 
sion is the sponsor in 11 markets. The 
show s star, Gail l)a\ is. aopears in 
Carnation commercials as w ell as meet- 
ings with the compan\'s brokers and 
salesmen. 

Uistrihutlnn: MCA-TV has appoint- 
ed Tom McManus to the new position 
of international sales manager to han- 
dle the diverse nature of its business. 
An increase in worldwide distribution 
made the new post necessary, accord- 
ing to the svndicator. which has 26 
offices throughout the world. 

With 28 pro|jerties, MCA-T\ claims 
to be the world's largest film distrib- 
utor and is currently preparing a cat- 
alogue of tv films for foreign markets. 
^IcManus will work out of New York 
and keep track of the rapidly expand- 
ing foreign market for American tele- 
vision films. 

Tradition: The reading of Dickens's 
// Christnws Carol by Lionel Barry- 
more is something of a tradition for 
radio listeners. This year tv \ iewers 
will ha\e the opportunity to begin an- 
other b\ seeing Alastair Sim's \ersion 
of the stor). It has been contracted 
for on 80 stations. The SI million mo- 
tion picture, distributed in theaters in 
19,51, pla\ed on 40 stations last year. 
Distributor is Associated Artists, 

S-I> Dan: Ziv's IlighnaY Patrol se- 
ries will carr\ a special episode on 



behalf of President Eisenhower's Safe 
Driving Day during the week of 1 De- 
cember. The 23 Eastern markets in 
which Ballantine sponsors the show 
will be sure to see the feature with no 
difficulty as Ballantine runs the same 
episode in all of its markets ever) 
week a la network operation. This sys'^ 
ttm makes for ease of ratings, since 
the identical show is measured in each 
instance. Other sponsors are also ex' 
pected to tie in with the S-D Day pro- 
motion in the 160 markets in uhich the 
program plays. 

The Ballantine system was evohed 
h\ Ziv and Ballantine's agency ; Wil- 
liam Esty, a few weeks ago. As in the 
case of other multi-market operations 
of sponsors like Carter Products. 
Emerson Drug and Phillips Petroleum, 
a fresh print goes to each station every 
week (instead of "bicycling' between 
stations) and the commercial is in- 
serted in New York. 

Episode selected by Ballantine for 
S-D Da\ was the one recently screened 
for 200 lop police executives at the 
International Association of Chiefs of 
Police Conference in Philadelphia. 

Highway Patrol is given dual-expo- 
sure in New York each week. It plavs 
on WRCA-TV Mondays and on WPIX 
on Wednesdays. The same episode is 
used to pick up on Wednesday any 
audience missed on Monday. The same 
sponsor has both telecasts. 

Reversal: The usual pattern of film 
companies in television is Hollywood 
first and t\ second. Parsonnet & 
Wheeler, originally producer of tv fea- 
ture films and connnercials as well as 
industrial films, has expanded its oper- 
ations to produce full-length feature 
films for national theater distributiofi. 

The compan\ "s first property for its 
new venture is A Lion Is Loose, which 
will begin earlv in Januar\ under the 
personal production-supervision of 
Marion Parsonnet. * * * 



OWNED AND OPERATED BY 

WISCONSIN VALLEY TELEVISION CORP. 
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, t , as the shadows 
lengthened across 
the field, State 
threw into high the 
drive that's destined 
to linger long in 
football memory * ^ , 



EatI Coast Division 
342 Madison Avonuo 
Now Yorit 17, N. Y. 



MIdwotI Division 
137 NorMi Wabosh Avo. 
Chicago 2, Illinois 



Wott Coast Division 
6706 Santo Monica Mvd. 
Hollywood 38, Calif. 



OOT LATER 



mow EARLIER 



with Eastman Tri-X 



Reversal Safety Film, 



Type 5278 (16mm only). 



Here is o new motion picture film 



material of great value to the newsreel 



services. Twice as fast as Super-XX 



Reversal Film, it can be processed 



interchangreahly .With Plus-X Reversal 



Film;> also it can be processed at higher 



temperatures than either Super-XX 



or Plus-X. 



Result: Faster— and better— news 



coverage under minimum conditions 
with or without supplementary lighting 



Graininess and sharpness character 



ish'cs, furthermore, are equal to or 



better than those of Supet-XX. 



For further informah'on address: 



Motion Picture Film Department 
EASTMAN KODAK COMPANT 
Rochester 4, N. Y. 

or W. J. GERMAN, INC. 

n Agonts for tho solo and distribution of 

Ivd. Eastman Profossionol Motion Picturo Films 

F. Fort Uo, N. J.j Chicago, m.; Hollywood, Calif. 



Not so with radio where they unvaryir^ 
can produce. In the nations bimx 
of the top ten programs come from t. 
with more than twice as mii 
clearly the listeners' ouerwhelnn 



fling ways are often unpredictable. 
\ct to hear the big shoius that only networks 
dirketSy for example y more than 90 per cent 
' {huorks I And the CBS Radio Network, 
mners as all other networks combined, is 




d- Uriels" reported : \eir ]'ork 
Los Angeles, PhHndelpbia, 
tSoiton, San rrancisco, 
^ K St. Louis, Washington 
^ January-April 1953. 




Out of 200 possible ''top ten" placements — ten daytime 
and ten nighttime in each of ten markets — there were 
1S4 network wins, and of these, 152 for CHS ftndio. 
In the ten biggest markets, a clear-cut verdict on I955's 
peak programming season. .More happy returns ahead! 



CUCKOO CLOCKS 



USED CARS 



'^lar liiiporl ( .o. VC.ICNCY: Fil/iiiorris \gciicy 

(M'Sl l.i; C V^i; lll>T()K^ : On the premise timt the 
host lime to sell listeners a cuckoo clock iconld be when 
they were (iettinf; up in the morning, the sponsor used a 
six-week nnnoiuuenienl schedule on Sunrise Sahilc. I)e- 
sj>ite the relatively high price of S i for a mail order item, 
the sponsor grossed $4,19?) icilh a schedule of one and 
two (innounceinents daily. Cost of the announcements on 
the Monday through Saturday morning disk jockey show 
was SI. 4^10. 



\\C: M . I'liiliid. lphia 



1'1{()(;H \\1 : Sunrise ^ialiilf, 
Announceiui'iils 



^^^^ *' 




results 



SPONSOR: \V. C. Barrow Used Cars AGENCY: Diin 

CAPSLl.E CASE IlISTOKY: Newspapers have long hi 
the lion's share of used-car advertising, but listeni^ 
in Longview, Tex., have responded to the use of rat) 
for same. The sponsor has been using a one-minute f 
nounceinent daily in the Lunch Time with Uncle Joi 
show, allowing KFRO Commercial Manager John Ah\ 
to ad lib the conunercials. Two cars are featured dai. 
In the course of a month, eight cars, grossing S6,8(. 
icere sold aJ a radio time cost of S156. 



KFRO, Longview, Tex. 



PROGRAM: Lunch Time with Un- 
John, Announcemes 



GAS COMPANY 



SPONSOR: Worsham Gas Co. AGENCY: Dir, 

CAPSULE CASE HISTORY: Radio announcement 
brought the Worsham Gas Co, so much business ifiat /• 
home office sent this telegram to the station: "Cancel / 
advertising. Unable to handle all the business your s- 
lion has developed for us." The company had used thr- 
announcements daily advertising bottled gas service > 
subscribers anywhere the announcements were heqi. 
Three weeks of announcements cost S153.90 and brouf^' 
responses by mail and phone from listeners up to 1) 
miles aicay. 



WMIX, Ml. \'ernon, IlL 



PROGRAM; AnnouncenV- 



DRY CLEANING 



SPO\SOK; \alet Cleaners AGENCY: Direct 

CAPSLLE CASE HISTORY: This sponsor boosted his 
door-to-door dry cleaning business by devoting his five- 
minute portion of the early morning show. Big Jim's 
Perk-u-lalor. to the promotion of a gift offer. Customers 
were offered a polyethylene clothing-storage bag for 
every cleaning order of $2 or iiiore. After one month 
of exclusive radio promotion the routemen had 13,000 
requests, 3,000 of which were from new customers. 
Total cost of the month's promotion: $158. 



Vi'FEA. Maueliesler, N. H. 



PROCRA\r: liig Jim's I'erk-u-lutor, 
Participation 



DANCE COURSES 



SPONSOR: Fred Astair Dance Studio AGENCY: Direct 

CAPSLLE CASE HISTORY: When a new Fred Astaire 
Dance Studio oj/ened in Dayton, the main, advertising ef- 
fort was iiol made with radio. Despite the fact that only 
two one-minute participations were used on the Belt)' 
Ann Horstnian show [Saturdays from 5:00 to 7:00 p.m.). 
the dance studio noted that "results were tremendous.'' 
For the S25 the si)onsor spent on IFI\'G radio advertis- 
ing, the sponsor credited the station with producing 
75% of the studio's initial business. 



W 1\G, Dayton 



PROGRAM: Hetty Ann llorstmwi. 
Participations 



REFRIGERATORS 



SPONSOR: B. F. Goodrich Store AGENCY: Dhl 

CAPSULE CASE HISTORY: In order to test radio a,i 
medium for specific sales, the B. F. Goodrich Store m< 
ager placed an order for 18 announcements in three shos 
in one week. Six announcements each in Cuzzin Al, I. 
Jive and WDAKapers led to the sale of 11 Kelvina.r 
refrigerators. The successful test cost only S54 arul 
suited in. the steady use of 20 announcements a week 
the store since. No other advertising medium was ufi 
during the test iveek. 



WDAK, Columbus, Ga. 



PROGRA.M : Announcenie* 



FURNITURE 



SPONSOR: Smith Furniture Co. 



AGENCY: Ideas T> 



CAPSULE CASE HISTORY: //, order to check the eff ■ 
tiveness of it« advertising campaign for its client, Idis 
Inc. kept cost figures on the advertising done by the Sni^ 
Furniture Co. The agency discovered that gross busin-s 
for three months of 1955 was 62'/o above the same ])erd 
in 1934. The advertising that produced the jiunp was i 
announcement schedule on KLIF, Dallas. Cost of /" 
productive announcement campaign for the three-mon 
period teas S521. 



KLir, Dalla- 



PROGRAM: Announceme- 



1 



CBS RAD 



CBS RAD 



CBS RAD 



CBS RAD 



CBS RAD 



O iN ALBANY-TROY- SCi- Hr'jECTADY 



O IN ALBANY-TROY- SCH N CTADY 



O IN ALBANY-TROY- SCHEN ( ADY 



O IN ALBANY- FROY- SCHE^ ' C ADY 



O IN ALBANY- ' ROY- o^Mti ' 



\DY 



CBS RADIO IN ALB^^ 



CBS RAD O 




l^r:' -TADY 



TADY 



CBS RADI{ 



CBS RAD 



CBS RADl 



CBS RAD! 



CBS RADIO IN 



CBS RADIO IN ALBANY 




The Number I Network 
moves to the Capital District's 
NEW WROW, , . SMO watts at 
590 on the dial, . . to blanket 
Hastern New York (the state's 
third market). 
See Avery- Knodel, Inc, 
for availabilities. 





. t 




WROW 

Albany, N. 



TADY 



TADY 



TADY 



CBS RADIO IN ALBANY-TROY- SC 



ECTADY 



CBS RADIO IN ALBANY-TROY- SCHENECTADY 
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a foruni on questions of current interent 
to air advertisers and their agencies 



Whiti rfrlrrfiilrff/i*.v do nollyivootl ttntl New York each 



offer for television proiluction 





Stan Lomas 
Vice President 
William Esty 
New York 

ADVAiSTAGES VARY WITH JOB 



• There are advantages for the pro- 
duction of television jirogranis in gen- 
eral and commercials in jjarticular on 
either coast, and the divers governing 
factors in each case make a blanket 
answer inijjossible. Breaking it down 
into specifics, here are some of the 
points to be taken into consideration : 

1. Studio space: By using the large 
Hollywood sound stages it is practical 
and cost-saving to have three or more 
sets standing, thereby eliminating the 
expensive striking, rebuilding and re- 
rigging time. While studio space as 
such is usually cheaper in the East, 
the W^estern facilities are unequaled 
anywhere in the world and can result 
in greater efficiency, more than offset- 
ting the basic rental charges. 

2. Technical know-how: On the 
West Coast every man from camera- 
man to grip is an expert. Though min- 
imum crews in the West are usually 
larger than in the East, tliev work 
fast and have the problem of division 
and integration of the various chores 
down to such a science that the in- 
creased payroll in the final analysis 



result in an over-all 
There can be no question that Holl}- 
wood knows how to make film, like 
Detroit knows how to make cars. 

3. Climate and topography: Ln 
cases where exteriors are important, 
where else but around Hollywood can 
one find snow-covered mountains, a 
palm-lined shore and barren desert all 
within a stone's throw? And the 
weather (the much-publicized smog 
not withstanding) is ideal for exterior 
shooting nearly 12 months out of the 
year. On the other hand, the police 
departments and chambers of com- 
merce in New York and New Jersey 
are more cooperative by offering free 
support. 

4. Talent: There is a large pool of 
professionally qualified performers on 
the West Coast, while New York offers 
the majority of "name' commercial 
announcers and a greater number of 
performers who ha\e specific experi- 
ence in handling the live commercial. 
With most of the important talent 
agencies, as well as Screen Actors 
Guild, being headquartered in the 
Vi est. negotiations concerning talent 
are more easily handled there. And 
in cases where stars are involved it 
is usually difficult, in view of other 
commitments, to persuade them to fly 
East to do a series of commercials. 

5. Special eflects: This important 
phase of motion picture making is 
used in ever-increasing quantities in 
the production of commercials, and in 
this field, which embraces miniatures, 
matte-shots, animation, rear-projection 
and hundreds of other specialties. Hol- 
Ivwood un<loubtedlv has the edge on 
any other production center anywhere 
in the world. 

6. Unions: New York has fewer 
unions to deal with than the West. 
Also, we don't face the necessitv of 
suppl) iiig salary bonds here. In addi- 
tion, the "don't-touch-tbat" rules oil 



the West Coast can be most bother- 
some and have got many an Easterner 
supervising production on the coast 
into trouble. 

7. Program distribution: With New 
York being the heart of distribution, it 
often means more efficient handling 
and faster cut-ins when the negative 
material is here in the East. 

Of course m many wa\s all of this 
is an oversimplification, as the com- 
bination of requirements for each par- 
ticular production must govern the se- 
lection of production locale. 




Robert Broekman 
President 

Robert Broekman Productions 
i\etv York 

Atr YORK IS MORE CO^yEME^T 

• To the independent producer of 
television commercials one of the most 
important elements is the proximity 
of agencies and sponsors here in the 
East. It gives us a chance to discuss 
commercials in advance in all detail at 
no expense to either the client or us. 
Further, it makes it possible for all 
concerned to pass on important per- 
formers, props, sets. etc. during the 
all-important preparation period. 

One of the most important consid- 
erations in commercial production is 
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lire cri'w. Here iii llic Ka^l it is possi- 
ble lo work wilii a .siiuillcr luiinhcr o( 
lecliiiiciaiis, and as n j^eiu'ral rule these 
tecluriciaus diiriuj^ llie pa.sl )cars lune 
j^rowii into eiruieul units, used to 
workiiijj; with encli other. They look 
upon the niakiiijj; of a counnereial, no 
matter how short, as an iuiportanl un- 
dertaking, unlike their lloll\wood col- 
leagui's, \\li() are prone to slirnj; them 
off as ()ue-da\ -nuisances whieh tlie\ 
perform only in order to fill in he- 
Iween the more important chores of 
Iv or motion picture fdm production. 
This sincere interest or the lack of it 
ni a crew will ine\ itahly show in the 
end result as well as in the co?t. 

Along with the snraller crews, there 
is less emphasis on jurisdictional is- 
sues in the Kast. No one is going to 
get an ulcer jnsl because the prop man 
who happens lo stand next to a light 
nio\es il a foot in accordance with the 
director's request. Ceneralh most of 
the Eastern crew inenihers make it 
their business to know as much as 
possible about the other man's job and 
problems. 

Hollywood, on the other hand, of- 
fers achantages based on } ears of mo- 
tion picture production which can not 
be duplicated here. The eas\ accessi- 
bility of an immense \ ariety of props, 
the dilTerent locations, the generally 
excellent shooting weather and the un- 
equalcd know-how of the special ef- 
fects men in man\ cases make a mo\e 
to the W est an absolute necessity. 

Animation, so nnportant in today's 
t\ commercial, is as good here in New 
York as il is on the West Coast, and 
it is often easier to have specialized 
t\pes of animation done here, where 
the most important phase is the com- 
mercial rather than the fully animated 
Disney feature. 

The actual laborator\ work is equal- 
ly good on both coasts, but Eastern 
labs in recent times have been so 
jammed beyond capacity that delays 
are incurred, whereas the Hollywood 
labs are adequatcK equipped to han- 
dle the ever-increasing quantity of 
footage and. therefore, will often ap- 
pear more efTicient. 

To sum it all up, I personally pre- 
fer to work here in the East, where 
the commercial producer is considered 
an important part of the business rath- 
er than someone asking for coopera- 
tion from men who prefer to work 
with the motion picture giants. 
{Please turn to page 138) 




let's 



get down 



to bare facts 



The One Outstanding 
Milwaukee Radio Buy is WEMP! 

If you were right here, in the country's 15th largest 
population center, you'd get next to the facts 
in a hurry. The Big One is that the important local 
advertisers . . . the guys who know the market 
best . . . buy WEMP. 24 hours a day of music, news 
and sports delivers Milwaukee's largest audience 
at the lowest cost per head. And this is based 
on facts compiled by two rating services. 
Pretty good, don't you think? 
Because: how often do two of 'em agree? 

24 HRS. A DAY OF MUSIC, 
NEWS AND SPORTS 



Mihvaukee's Best Buy 



WEMP 



5000 Watts at 1250 



j!93S-/V55 . . . 20 rears of service to MiliraiiLrv Krprcfented nationally /» limdley -Recti 



14 NOVEMBER 1955 



59 



TWO GREAT NE\^ 




STEVE DONOVAN, WESTERN MARSHAL starring Ooug/as Kenndr! 

A rugged new Western star in 39 half- hour films of thundering action for youngsters and adults. 

Star personalities head up these two new audience -pulling pro.gi"am^or 
your exclusive local sponsorship in your markets. Early ratings prove pt* 
shows have what it takes to bring in large audiences even against t(gh 
network competition. i ^ 

..IS 

And you get unprecedented merchandising rights at no additional 'SU 
Use the name and character of Steve Donovan, Western Marshal,, andTit 
Great Gildereleeve to sell for you. 



t-V^SALESMEN 




two 

personalities 
the same 
big payoff! 



TIE GREAT GILDERSLEEVE starring Willard Waterman—A favorite comedy star 
program for the whole family. After 13 years as a top radio success, now even better in 39 half -hour TV films. 

these great salesmen to work selling your products. For complete 
ils and prices for your markets, phone, wire or write today. 

fIBC FILM DIVISION 

serving aU stations. . . serving aU sponsors 

• keffller Plaza. Xeic York M, S. Y.: MerchandUe Mart. Ch icago. III.; Sunset & Vine. Hollywood, 
Calif. In Canada: RCA Victor. 225 Mutual St.. Toronto; 1551 Bishop St.. Montrtal. 



We're 



Not Being 



KITTENISH 




But — 

It's Purr-ty Nice 
To B. WELCOME in 

90,000 HOMES 

This Winter! I ! 



NBC Affiliate 



WJHP-TV 



ABC 



Jacksonville, Fla. 




•hgenm^g profile 



John Sheehtui 

V.p., radio-tv director 
Cunningham & Walsh, New York 



"We rarely reconiniend that our client* angel shows, and, after 
all, that's what it essentially is when an agency, with the client's 
money, goes into tv show producing, ' says John Sheehan, Cun- 
ningham & Walsh's radio-tv v.p. 

' Of course, ideally the tv exec at an agency today should be 
showman, businessman, advertising man and media man in these 
times, Sheehan explains. "Personally. 1 add another requisite, 
and it holds true for virtually everyone in our radio-tv depart- 
ment: we want our people to have worked at some out-of-town radio 
or tv station before they come to us. We like our people to know 
something about the U.S. beyond one coast or the other." 

Nor does Sheehan, originally from Schenectady, N. Y., under- 
estimate the sophistication of U.S. audiences. "The opera couldn't 
survive without Cleveland and Columbus and Denver and other 
cities around the country," he says. "The biggest danger in making 
commercials is really two-fold: talking down to people and being 
so intent on entertaining that you forget to sell." 

A big, bespectacled, soft-spoken Irishman, Sheehan lives in the 
middle of a farm in Princeton with his wife and two small kids, 
likes to use the two hours daily he spends on tlie train to read hia 
papers and "switch point of view ' from agency to home. 

"We love living in Princeton, and it isn't only for the peace and 
quiet, because there are lots of parties. But maybe one of our 
friends is fresh back from the Geneva Atoms Conference, another 
has been excavating old villages in Italy; it's nice not to talk ratings 
and cost-per-1,000 after 12 hours in the shop." 

Cost-per-1,000, incidentally, is Sheehan's most uiifavorite ex- 
pression. "You can't measure commercial effectiveness with a cost- 
per-1,000 yardstick. Sure, maybe you've got a lower cost-per-1,000 
from 18 seconds adjacent to a show than from a minute within the 
network program. But there are a lot of factors accruing from 
show sponsorship that can't be discounted, particularly for products 
outside of the impulse-buying categories. 

"I've got a lot of respect for the researchers in radio and tv. 
But a lot of agencymen and clients yield too much to the temptation 
of overusing ratings and cost figures. Advertising's still a field re- 
quiring judgment." * * ■# 
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There s a BIG DIFFERENCE 




Represented 
Nationcfllp 
by 

THE 

HENRY I, CHRISmL 
COMPANY 



NSC 



/jefween 

NEWSCASTING 

and 

NEWS COVERAGE 



You can hear newscasts on any radio station. 
A newscast can be any announcer's voice read- 
ing the latest summary torn from a news 
machine. 

It's news coverage which distinguishes a SU' 
perior radio station from just another station! 

At WSYR a staff of five newsmen produces a 
complete, distinctive newsservice. They gather 
and write the home town and area hews. They 
edit the reports of the national news wires 
with an experienced eye for news that's impor- 
tant to the 1.5 million population of WSYR's 
service area. The result: complete news digests, 
reported ten times daily by men who know 
news. 

Central New Yorkers have come to rely on 
WSYR for all the news, all the time. This kind 
of news coverage — like WSYR's distinctly 
superior geographical coverage — is one of the 
important reasons for WSYR's head-and- 
shoulders leadership in the $2 billion Central 
New York market. 




5 KW 



SYRACUSE 



570 KC 
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NAME m%-W\ 
THE DAY... ^ 




HAVE THE AUDIENCE! 

IIEIJES WK|{>.TVS 
SHAKE OF AUDIENCE!* 



Time Period 

Mon.-f ri. 

7 a.m. - Noon 
Nocn'6 p.m. 
6 p. m -Midnight 

Saturday 

Noon*6 p.m. 

G p.m.- Midnight 

Sunday 

Ncor-G p.m. 

5 p.m.- M idnight 



WKBN 
TV 



Stations 
B C D E F 



44 
44 
45 

SO 
47 

52 
49 



31 14 3 3 5 
29 II 3 8 6 
33 7 3 9 3 



31 
35 



6 3 3 7 
6 2 4 6 



17 12 6 8 6 

34 6 2 5 3 



Station B is Youngstown. Stations C, D & E 
are Cleveland. Station F is Pittsburgh. 



CLEVELAND OR PITTSBURGH STA- 
TIONS DO NOT COVER THE YOUNGS- 
TOWN MARKET! WKBN-TV SHARES 
OF AUDIENCE FAR SURPASS LOCAL 
AND OUTSIDE OPPOSITION. WHAT'S 
MORE, CHANNEL 27 HAS THE 16 
TOP RATED PROGRAMS * IN 
YOUNGSTOWN AND 366 OF 442 
QUARTER HOUR FIRSTS.* 

'Source: Telcpulse, September 18-24, 1955. 



CHANNEL 




\Coiitinued from page'6\ 

I said that resume.- should he stenciled. Thi:- doesu't mean 
tliat the J^ame copy is equally suited for each agency to be 
contacted. It's been my experience that a resume should 
he tailor-made to the specific agency visited. It never hurts 
to show you know something about the agency. Whal would 
be wrong in demonstrating that you are aware of their ac- 
counts, how many out-of-town offices they have, whether they 
are involved in export advertising or institutional? It indi- 
cates the job-seeker has some sense. Not a had sales ar- 
gument. 

Don't, however, attempt to i-olve tlie agencv's problems or 
point out where their mistakes are. Even if you happen to 
have the answers (which is dubious), this is infuriating. 

"^liich brings me to the applicant for a creative job — 
that is, one seeking work in broadcast copy or in tv art. Here 
a proof book as well as resume is essential. 

For goodness sake, have it nicely mounted and tidy. I've 
seen so many dog-eared proof books, it's appalling even to a 
disorderly person such as myself. Such can only reflect on 
the tidines.-?, mental as well as physical, of the applicant. 

Make sure to include a short resume about the campaigns 
you worked on or what phase of tliem you helped on. But 
don't overdo thi.v. A cub copywriter who attempts to take 
100^^^ credit for a four-million-dollar campaign will not be 
believed (and chances are he shouldn't be!), 

Underplay the successes of these campaigns because any 
intelligent agency man knows that copy or art alone is not 
the only factor in success. 

It takes time to prepare a sales pitch about One's self. 
It's the toughest job a per?on may ever face. But it's cer^ 
tainlv worth the time and effort. 



* * * 



Letters to Bob Forcmitu are tveleotned 

Do you always agree with the opinions Boh Foreman ex- 
presses in "Agency Ad Libs?"' Bob and the editors of SPONSOR 
would be happy to receive and print comments from readers. 
Address Bob Foreman, c/o sponsor. 40 E. 49 St., Xew York. 
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WKBN 

YOUNGSTOWN, OHIO 

(TV'gg?H^^yCBS'ABC) 
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est Virginia's 



harleston - 



untington 




/ 




tation 



DEPARTMENT STORE SALES 
FOOD SALES 
DRUG SALES 

(Sales Mgt. May/55 Data) 



Chorleston 
$35,543,000 
61,122,000 
6,058,000 



Huntington 
515,976,000 
26,250,000 
3,813,000 



For complete covenge 
data (sets-in-area figun 
passed 475,000 in July, 
1955) and information 
about availabilities, 
please check with our 
national representatives. 
The Branham Company. 

WCHS-TV ^ 

Mail Address: 
Piarleston, W. Va. 




/tiiiertCMii show pifff.v 5> I % »| uudittucv on SSvitish tv: JSielscn 



An American sliou stole tlie spot- 
light when commercial tv debuted in 
England late in September. According 
to A. C. Nielsen. / Love Lucy drew 
94*/^ of the homes equipped to receive 
commercial tv on a Sunday night. An 
English product was very clo.se: Sun- 
day iXight at the Palladium drew 939^- 
Both were offerings of the new Inde- 
pendent Television Authority, com- 
mercial competitor of BBC. 

ITA is at a disadvantage because of 
the small number of homes equipped 
to receive commercial programs I the 



figure was set at a low of 169,000 by 
the British Attwood concern, 188,000 
by Nielsen and 370,000 by Gallup). 

Oddly, one source of rating figures 
now used by ITA is its direct rival, 
the BBC. For about $3 weekly, BBC 
supplies results of its highly reputed 
aided-recall roster system. The figures 
do not show commercial effectiveness 
but only tv set count figures in the cov- 
erage area, share of audience for BBC 
and ITA. and both size and composi- 
tion of audiences by sex, age and social 
groups. 
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WKCA-TV tuvks viewers iuto bed, wukes them in moruUttf 




'Count Sheep" helps viewers get to sleep.; "The Eye Opener" wakes them up in the morning 



Television is now so much a part 
of its viewers' home life, it puts them 
to bed at night and wakes them up in 
the morning. At least WRCA-TV, New 
York, offers this service to its audi- 
ence. Monday through Friday at 
1 :00 a.m. it airs a five-minute show 
soporifically titled Count Sheep. 

Cover girl-model Nancy Berg goes 
through a getting-ready-for-bed rou- 
tine, commenting meanwhile on topi- 
cal events, and giving hints for insom- 
niacs before climbing into bed. As 
this pretty sleepy-time gal closes her 
eyes she counts visible, animated sheep 
jumping over a fence. 



Englandor Mattress Co^ has pur- 
chased the sign-off show, effective in 
December. Count Sheep is slated to 
begin its appearance soon on other 
NBC stations. 

The sign-on companion piece beguii 
by the station is called The Eye Open- 
er and is telecast Monday through Fri- 
day from 6:.i,T to 7:00 a.m. for the 
early riser. Humorist and critic Mar- 
tin Levin, also dressed in sleeping at- 
tire, lampoons the news and brightens 
up the day for viewers in an informal, 
across - the - breakfast - table approach. 
New to the air, the early morning show 
has not yet landed a sponsor. * * * 



WRVA's 30th year launched 
with Sontheru cruise ship 

As a part of its recent 30th anniver- 
sary celebration, Richmond's WRVA 
sponsored a nine-day cruise to Nassau 
and Havana. The ship was the first 
ocean-going passenger liner ever to 
sail from the Port of Richmond, and 
the station threw a Bon Voyage party 
for the 210 vacationers that drew 
8,000 listeners to help send the S. 
Tradewind on her way. 

Other aspects of the celebration in- 
cluded salutes to 30 outstanding Vir- 




WRVA listeners attend Bon Voyage party 



ginians, 30 communities in the sta- 
tion s primary coverage area and a re- 
view of 30 of the state's industries. A 
letter-writing contest and a beauty and 
baby sweepstakes gave the listeners an 
opportunity to share in the celebration, 
and an hour-long commemoration 
broadcast was also featured. Besides 
all of the state's living ex-governors, 
several persons who were on the sta- 
tion's inaugural broadcast appeared on 
the show with CBS Radio personality 
Galen Drake. 

T exits tv sttttiott boasts 
remote ruiufuU iutlicutor 

To give weekend sports enthusiasts 
and vacationers an advance look at the 
weather picture. Fort Worth's WBAP- 
TV has installed what it believes is the 
first remote rainfall indicator designed 
for tv. Patterned after the precision 
devices u«ed by the Weather Bureau, 
the indicator is mounted on WBAP- 
TVs roof-top weather station with an 
electrical connection to the studio 
weather board and a dial to indicate 
the rainfall. 

The station gives its weekend fore- 
cast on Thursdays via Weather Tele- 
facts, though the ofi5cial Weather Bu- 
reau forecast is never more than two 
days in advance. * * * 

Hriefltf . . . 

Anodier harbinger of color tv was 
the recent announcement by Magna- 
vox that it has opened its second school 
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Jo train stTvit cnu'ii in the ri'pair t>f 
color tv sets. The fn>t j-cliool opened 
■a short time aj;o in San Fraiici« o and 
c()m|)an\ |)laiis to set n|) more 
tlirouglioiit tlie coniitry color sets 
be<"ome more uuincrons. 

IS'ced for the new s<diooU ■•tein*^ from 
the fact that color crnuitry is vastly 
dilTereiit from those of the lilack-and- 
white sets, reports Maj:iia\ox's >;eiieral 
service manii^er, Kay \(*ranko. 
* • • 

Hutte, Moiit.. was treated to a "Tele- 
vision Week" last month l)\ the l*a- 
cific iXortliwest Broadcasters. Object 
of the promotion was to sell more tele- 
vision sets in the aica. The group 
printed hainiers plugyin^ the event and 
olTcred them to local dealers with a 
promise to plug the week with radio 
and tv aimouucements. 

All tv dealers in the city were in- 
vited to a luncheon at which tlie cam- 
paign was promoted, and then it got 
underway. In a single day one dealer 
sold 16 sets; another more than 10. 
A third dealer ordered a carload of 
sets, plans an announcement schedule 
to sell them. 

1 he promotion cost the broadcasters 
about S250 and they consider the 
money well spent because it made the 
coinmuiuty conscious of their fall pro- 
graming schedule. 






New WLW, Cincinnati, program. 
The World A'oir, providing local-level 
listening service a la Monitor, kicked | 
of! 6 November. Program will be sold 
under unique Certified Audience Plan. 
Shown in picture with promotion piece 
for "C.A.P."' are. left lo right: Dick 



OF THE TOP 




No Wonder 
WSBT-TV Dominates the Great 
South Bend Market! 

All ten of the Midwt'^t'.s favorite pro<;ram^ 
and seven of the ten most poj)ular tele\i>ion 

I)rograms in the U.S. — are « arrie<l l)y Sontli 
Jen«r> \^'SnT-T\'I I> it aiiv wonder that more 
«lials here arc tuned to Channel 31 than t(j 
anv other— and that no other >tation, I HF or 
\ fiF, whose signal rea< lu's the South Bend 
Market even comes ( lose to \\ SBT-T\ in 
share-«)f-au«liencel 



Prosperous 14-County Coverage Area 

Population of \\'SBT-TV"s coverage arOa i- 
H14.660 (248.900 homes). Total Kffeetive 
Buying: Income is -S 1 .:U2. 802.000.00. And 
in the South Bend Metro- 



family inconu' 
politan \rea is 



5tli hin;lu>t in the Nationl 



95% of TV Homes Equipped 
to Receive WSBT-TV 

No UHF conversion problems here. Before 
WSBT-TV went on the air, >el rtwuer-hip wa- 
only 297c. Immediately after, it jumped to 
80%. Today many sets in the area are e<jiiij)ped 
to receive oidy ont^ L'HF station — WSBT-TV. 




Jones, director of client service, Cros- 
ley Broadcasting Corp.; John Bal>cock, 
director. World i\oic; Robert Dun- 
ville, president. Crosley Broadcasting; 
James Allen, director. World Xoic: 
James D. Shouse, chairman of board. 
Croslev Broadcasting. 
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FRANK LUTHER, 

AMERICA'S FOREMOST EDUCATOR 
THROUGH ENTERTAINMEiNT 

This unique radio show is the culmination 
of 25 years of entertainment "know-how" 
by the one and only Frank Luther, As a 
composer and recording artist. Frank 
Luther is known and loved in millions of 
homes. As a siory-teller and entertainer, he 
offers a very special kind of folk-appeal 
that makes this show simple and universal 
enough for children, warm and 
appealing to adults. 




You cun sell more children and udultsi with thU show 
because it builds a bi^, ull-fumily uudience whh — 

-k Original songs recorded exclusively for RCA Thesaurm 
by Frank Luther . . . comic songs, ballads, folk numbers. 

holiday songs, sacred songs, educational tunes. 

if Limericks, riddles, jokes and character dialogues to 
tickle any youngster's - or oldster's — funny bones. 

•k Sparkling Safety, Health and Public Service 
Jingles . . . many of them endorsed by the 
National Safety Council. 

■At Special liirthday Announcements. 

•k Musical accompaniment by the Tony .Mottola Group. 

You cun sell more children and adulLs with this 
show because sponsors Rct these big EXTRAS — 

■k Frank Luther will record special announcements wherein 
he will identify himself with a sponsor's product or service. 

•k Recorded commercial jingles by Frank Luther provide a 
"built-in" extra for participation buyers in local 
sponsor categories such as ice cream manufacturers, 
supermarkets and department stores, drug stores, 
furniture stores, insurance companies and banks, 
laundries, frozen custard stores, shoe stores, 
bakeries, milk and butter companies. 

if Free sales promotion kit to help you 
promote and merchandise the show. 



The most >crsatile 
transcription radio show ever — 

All voice tracks and musical portions 
have been created and recorded for 
complete flexibility. A half-hour program 
format is provided weekly, plus sample 
five, fifteen and sixty-minute formats, so 
you can have any length show ... for 
as many limes per week as you want! 



AVAILABLE ONLY THROUGH 
RCA THESAURUS SUBSCRIBER STATIONS 

This uniquely different children's program shows 
again how RCA Thesaurus and subscriber 
stations are first with the biggest, finest. 

audience-building programs: 

26 different, big-name programs 
Fully recorded open end shows 
"Shop-At-The-Store" merchandising promotion 
2,000 commercial singing jingles 
Complete weekly continuity service 
Listener-selling recorded sell-efTects 
Voice-tracks, brochures and 52 new 
releases every month. 

For complete information about The Frank Luther 
Fun Show and other RCA Thesaurus big-star shows, 
ask your radio station or write, wire or call your 
nearest RCA Recorded Program Services office. 

Dept. S-1 1. today! 





CARL MOORE 

Six mornings a week, 
Carl Moore proves his 
drawing power by at- 
tracting a very large 
share of the Boston lis- 
tening audience. Key 
your food advertising to 
a sales-proven person- 
ality-WEEI RADIO'S 
Carl Moore! 



/fyouwstit 

NEWENCLAND'S 



use 



yours/imof 

NO.1 MARKET 



WEEI 



■ 



BOSTON 




(Continued from page 24) 

Another incident — new, different, and exciting — recently 
was an off-tv Person to Person in which Ed Murrow inter- 
viewed Hollywood producer Sam Gold^v•yn at a Radio and 
Television Executives' Society luncheon in New York. Lis- 
tening to Mr. Gold^vyn's simple, basic, down-to-earth answers 
to Murrow's questions, I was impressed with the notion that 
Sam Goldwyn is about as different from the sensational novel 
concept of a major Holly^vood producer as a man could be. 
He has a talent for stripping every issue down to its essen- 
tials. Murrow asked him what the television networks might 
do to induce him to try his hand at tv. 

"What would I prove?" said Goldwyn. "It takes me years 
to find a story or a property I want to do. And then it takes 
me years to do it the way I think it might be good. It costs 
millions of dollars. What could I do for television, working 
like that?" 

\*iTiat about new talent, asked Murrow. How does new 
talent get a break? 

"Well, fellows like nie," said Gold^vyn, "we have to lake 
a chance on new talent we believe in. Sometimes we're right 
and sometimes we're wrong. T^Tien I first saw Gary Cooper, 
I thought here was a handsome, intelligent young man. May- 
be we can do something with him. And it worked out. But 
one time we brought a young lady over from Europe, Anna 
Sten. On her we spent a million dollars and lost it, and got 
nothing but a lot of grief." 

At one point Goldwyn was stressing the fundamental im- 
portance of the story. Many a story has made a star, said the 
producer. But no star has ever made a bad stoiy. In this 
connection, he pointed to Robert Sherwood, sitting alongside 
him, and said: 

"This man. when he wrote The Best Years of Our Lives, 
gave me one of the greatest stories I have ever had the 
pleasure of doing. He desen'es all the credit for the success 
of that picture." 

Sherwood got to his feet. 

"I can't take this sitting down, Sam," he said. "I wrote 
some of your biggest flops, too." 

This, of course, brought a roar of laughter from tlie 
audience. 

Goldwyn waited until the laughter subsided. Then he said: 
"Bob, I've had flops without you!" * * * 
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WOODland-TV is big territory! 



>l 




, t - 



Norge, one of the 
nation's best known 
appliance manufacturers, 
is growing greater in 
WOODland U. S. A. 




In their huge Muskegon Heights plant, the Morge 
Division of Borg-Ifarner Corporation produces the 
exciting new Norge "Customatic", with double- 
deep "Ilandidor" on both freezer and refrigerator 
compartments. 



Norge expects this year to be the most profitable in its history. Lively merchan- 
dising, strategic planning, new products and expanded facilities reflect in the 
tremendous activity of 82 Xorge distributors and more than 15,000 retail dealers 
across the nation. 

Norge's sales record is typical of the enterprising industries in \^'OODland"s 
thriving production area — a rich market that encompasses Grand Kajiids, 
Muskegon. Rattle Creek. Lansing and Kalamazoo. This market — with the 
country's 20th highest TV set count — is all yours with Vt'OOD-TV, Grand 
Rapids' only television station. 




WOOD-TV 



WOODLAND CENTER 

GRAND RAPIDS, MICHIGAN 



GRANDWOOD BROADCASTING COMPANY • NBC. BASIC: ABC. SUPPLEMENTARY • ASSOCIATED WITH 
WFBM-AM AND TV. INDIANAPOLIS. IND.: WFDF, FLINT. MICH.; WTCN-AM AND TV, MINNEAPOLIS. MINN.; 

WOOD-AM. WOOD-TV. REPRESENTED BY KATZ AGENCY 



14 NOVEMBER 1955 



71 



(Continued from page 45) 



ACENCV. ACCOUNTS, ADDRESS 4 PHONE TIMEBUYERS AGE NC Y. ACCO U NTS. AD D R ESS 4 P H 0 N E TIMEBUYERS AGENCY. ACCOUNTS. ADDRESS 4 PHONE TISIEBUYE< 



CRAVi l OKI) * I'OKTKK ADV., INC. 

lOI Marirtta lltdg., I. I. (W>5<> 



Black I'aiithor Co, 
J. O. Jewell. Inc. 
Mask S: r.ay Food Prod. 

I' r>' in aster 
Drcnnon Food Products 
Southern Frigid DouKh 



HARRY 

CRAWFORD, 

JR. 

CAROL 
I'ORTER 



CAMFBELI^EWALD CO. 

Hurl HlHg., LA. 3850 

Clievrolet }. C. C. TIIOM 

D'AKCY 

7S 8lh St., .V. F.., f'E. 11015 

] J. II. 

Lance Foods I KI.NSELLA 
CAL 
J VOORIIIS 

DAY, HARRIS, IIARGRETT & WEINSTEIN 

40 I6lh St., A'. IT'., EL 4S2t 



Southern Airways 
S.S.S. Tonic 
Tuxedo Club 



EASTBURN-SIEGEL ADV. 

6X3 Spring Si., N. W., VE 4707 



■\ MARVIN DAY 
llANES 
IIARGRETT 
AUDREY 
FERGUSON 
HOLT 

GEWLNNER, 
JR. 

BEVERLY 
J KIRVEN 



u c • , • ^ MEL FINKEL 

Monarch Sewing Machines I jvirs_ TROY 

Kitchen Magic Co. I COx' 

Miller Hi-Life Beer ?AM 



SCHlPrtlMAN 



UARVEY-MASSENGALE, INC 

Walton Btdg., WA 9117 



R. WINSTON 
Tetterine \ "ARVEY 

' R. WINSTON 
HARVEY, JR. 



DILLARD JACOKS 

//*5 Pearhlree St., K. E., AT 7991 



Calotabs Co. "1 

BOO I J- JACOBS 
BQR J ^-^''T" 



KIRKLAND, \V1IITE & SCIIELL 

101 Marietta St. Bldg., LA 3682 



Gordon Foods 



J. A. 

KIRKLAND 
\, FRANK 
WHITE 
JAS. B. 
SCHELL 



LILLER, NEAL & BATTLE ADV. 

Walton Btdg., CY 6521 



Pesco Chemical 
Piedmont Airlines 
Brock Candy 
Colonial Stores 
H. W. Lay Co. 
National NuGrape 
Patten Food Products 
Carling Brewing 
Life Ins. Co. of Ga. 

LO'^ E & STEVENS 

685 Vr. Peachtree St., .V. E., 1'E 9695 



Aslimore Sausage Co. 
Canton Poultry Co. 
Roman Cleanser (SE Area) 



C. K. LILLER 
WM. W. NEAL 
JAMES L. 
BATTLE 
.SARAH 
WILLIAMS 
BUD WATTS 



ROBERT C. 
LOWE, JR. 
JOHN II. 
STEVENS 
JULES CLYDE 
CERDI.NG 
NELL P. 
DONALDSON 



CIIAS. A. RAWSON & ASSOC. 

X23 Prachtree St., Whitehead Bldg., WA 3594 

Cannoline \ MISS HELEN 
' BULLARD 



II. G. SAMPLE 
JACK VELLER 



11. C. SAMPLE ADV. 

•i<r2 r.lenn lltJe., AL l'H9 

Bryant Packing Co. 
Eelbcck Milling Co. 
Dothan Peanut Oil Co. 
Cloverleaf Creameries 

J. WALTER THOMPSON 

Palmrr Btdg., 41 Marietta St., .V. IT'., CY 1744 

(RUSSELL 
PAULSON 
FRANK 
CARLSO.N 



TUCKER WAYNE & CO. 

1175 Peachtree St., N. E., AT 3856 
White Ice Cream 
Capudine 

American Bakeries (Merita) 
Creomulsion 
Southern Bell Tel. 
Southern Dairies 



TUCKER 
WAYNE 
MRS. C. C. 
FULLER 
MISS ANN 
BENTO.N 



BURTON E. WYATT & CO. 

Flrtt IVatl. Banle Btdg., MA 1121 

Standard Oil of Kentucky ^ U. E. WYATT 



CHICAGO. ILL. 



AUBREY, FINLAY, MARLEY & HODGSON 

230 N. Michigan Ave. (1), Financial 6-1600 

Double Cola ] 
Williamson Candy I GENE 
International Harvester J F«OMHERZ 



BBDO 

919 y. Michigan Ai-e. (11), Superior 7-9200 

Murine 1 RUSSFXL 
Peter Hand Brewery (Meisterbrau) I TOLC 

Zenith Radio J hawIcINSON 

BEAUMONT & HOHMAN, INC. 

6 N. Michigan Ave., Central 6-4230 

. CLARKE 
TRUDEAU 



Greyhound Buslines IjEAN 

HECKSCRER 
J W. W. O'NEIL 



WALTER F. BENNETT CO. 

20 JV. Wacl€er Drive (6), Franltlin 2.1131 

Assemblies of God "| WALTER 
Light of Life Hour I BENNETT 
Billy Graham J cimTJER 



GORDON BEST CO., INC. 

228 \. LaSalle St. (1 ), State 2-5060 

General Finance "| j-_ ^ TRIZIL 
Milner Products I FRANK MOOR 
Maybelline j" 
Helene Curtis J ^Ay KNIGHT 

E. II. BROWN ADV. AGENCY 

20 iV. Wacker Drive (6), Franlclin 2-9494 



Funk Bros. 
Southern Farmer 



R. CRABS 



ELLEN 
Pratt Food j KOR.VCIEBEL 



BUCHEN CO. 

too W. .Madison St. (6), Randolph 6-9305 

Oliver Tractor 1 WIS FISHER 
Fairbanks-Morse I HOWARD 
Club Aluminum J j^p-p cARLSON 



LEO BURNETT CO. 

360 y. Michigan Ave. ( 1 ), Central 6-5959 



Comstock Canning 
Toni 
Tea Council 
Pure Oil 
Buster Brown Shoes 
Pillsbury Mills 
Farina 
Mars, Inc. 
P & G (Lava, Joy) 
Bauer Ic Black 
Kellogg 
Pfizer Feeds 
Globe Mills 
Santa Fe R. R. 
Converted Rice 
Green Giant 
Marlboro Cigarettes 
Heileman Beer 



DICK COON 
BOWEN 
MUNDAY 
HELEN 
STANLEY 
KEN FLE.Mir 
JOHN IIARPl 
KAY .MYERS 
JOHN BODE 
REX FRENCl 
NICK WOLI 
PHIL ARCHI 
DAVE 
ARNOLD 
HAL TILLSC 
DICK 

FOERSTER 

HARRY 

FURLONG 

ESTHER 

RAUCH 

JOHN 

DEACON 

CARL GLYFl 



CALKIN'S & HOLDEN, INC. 

333 y. Michigan Ave. (1), Randolph 6-3830 



Berlitz School of Languages 
Amboy Milk Products 



ICKIE 
HARRINGTO 



CAMPBELUMITHUN 

919 N. Michigan Avb. (11), Detamare 7-7553 

.MINNIE 

American Dairy Assoc. l KAPLA.N 



Charmin Paper MilU I EI-SIE 



John Morrell j CLAY^ 

ROSSLAND 



CHRISTIANSEN ADV. 

135 5. LaSalle St. (3), Central 6-2434 

Allstate Insurance 
Bruce Cleaner 



I 



.MARTIN 
FRITZ 
PAT BIRD 



I 



COMPTON ADV., INC. \ 

141 W, Jacltton Blvd. (4), HarrUon 7-6935' 

Garst & Thomas Hybrid ) WM. B. HII 
Seed Com ( BEVERLY 

J HALDEMAN 

D'ARCY ADV. 

8 S. Michigan Ave, (2), Central 6-4536 

1 BETTY 

Standard Oil of Indiana i. LAVATY 

f RAY SPENCI 
J RAN DUNNE! 

DANCER-FITZGERALD-SAMPLE . 

221 N. LaSalle St. (1 ), Financial 6^700 * 

Pfaff Sewing Machine haRRY PIC 
Consolidated Products I KATHERINE 
Sterling Insurance J BOACH 

W. B. DONER CO. 

203 ,V. Waba4h Ave. (1 ), Dearborn 2-4676 



Tavern Pale Beer 
Plastone 
Mail Order 



1,, 

r Ki 



J 



KOST.MAN 



DUGGANPHELPS 

307 N. Michigan Ave. (1 ), Randolph 6-1076 



Consolidated Drugs 
Lanolin Plus 



FRANK 
DUCGAN 
GEORGE 
. O'LEARY 
' WILLIAM 
CLINE 
NOR.MAN 
PHELPS 



ERWIN, WASEY' & CO. 

230 \. Michigan Ave. (1), Randolph 6-4952 

Knox -Carbon " 
Hyde Park Beer 
Stag Beer 

Chamberlains Lotion & Ayds 
Clvman Canning 
Dad's Root Beer 



JOHN GW^Ti 
"HELEN WOO 
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Listing coiiliiiiies page 76 K 



For oTatstaxiding ser-vioe to O-eorgia 

agrioiJLltTare tliie top> raciio a^Tv^arci goes 
to 17irs:B, tliie "Voice of tYie QoxLt^TL 



This award was made by the Georgia Farm Hureau Federation 
on October 10 in recognition of WSB Radio's progressive and 
active farm programming for the betterment of Georgia 
farmers and farming in 1954-1955. It is another laurel to 

be added to the scores already earned by WSB Radio 
throughout thirty-three years of broadcasting in the 

public interest. No other Georgia radio station — or 

economical combination of Georgia stations — gives advertisers 
an audience as large and as loyal as does WSB Radio. 




/ 



NBC affiliate. Represented by Edward Retry A 
Co. Affiliated with the Atlanta Journal and 
The Atlanta Constitution. 
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Anybod 
here 




1/ 




you 
know? 




.1 






If you h^ve trouble identifying these people there 
are more than 40 million of your fellow citizens 
who can do it for you. 

Each of them became famous faster perhaps than 
anyone else in history. Outside the intimate circle 
of their families, friends and neighbors no one had 
ever heard of any of these people until a Tuesday 
night at 10 o'clock. Thirty minutes later each of 
them was known throughout the United States. 

They became famous so fast for one reason — the 
phenomenon of television, and more specifically, 
a phenomenal television program. 

Today television is the shortest distance between 
obscurity and fame. This popularity applies not 
only to people, but to the products they use and 
the companies that manufacture them. 

Many of these companies are convinced that CBS 
Television is the quickest path to popularity in 
all television. They know that day and night CBS 
Television broadcasts the majority of the most 
popular programs. They know too, that on the CBS 
Television Network they can reach their custom- 
ers at a far lower cost per thousand than on any 
other television network. These facts may help to 
demonstrate why the largest single advertising 
medium in the world today is CBS TELEVISION. 
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AGENCY, ACCOUNTS. ADDRESS 4. PHONE TIMEBUYERS AG E N C Y, ACCOU N TS. A D D R ESS i P H ON E TIMEBUYERS 



Fill ST IMTEl) BROADCASTERS 

ZOl S. JTeil. Si. (6), Randolph 6-780O 

IIIL'CII RAGKR 
MAHVKLLEN 
CONVEUY 

l OOTE, CO.NE & HEKDIiNG 

ISS E. Superior Si. (11), Superior 7-4S00 



Armour " 
Beatrice Creamery 
Hall Bros. Cards 
I.ibby McNeill & Libby 
(Pineapple Juice) 
S. C. Jolinson & Sons (Carnu) 



CKNFA'IEVE 
LEMPKR 
GWEN 
DARCEL 
DOKOTIIY 
■ fUO.MIIERZ 
ROIIERT 
IIUSSEY 
RITA HART 



CLINTON E. FRANK, INC. 

Mtrchandite Mart (Si), Whitehall 4-5900 

Reynolds Metals 1 

Quaker Oats | jaCK 

Dean Milk ^ MATHEWS 
Toni Co. (Pamper Shampoo) I "ELEN DAVIS 
Fould's Macaroni 

FULLER & SMITH & ROSS 

105 IT. Adamt St. (3), Andaver 3S041 

Ferguson Tractors ) cilARLES 
Keystone Fences j BILLINGSLEY 

GLENN-JORDAN-STOETZEL 

307 N. Michigan Ave. (1), State 2-8927 

«... , . ^, , I R. R. ROZE.MA 

Christian Reformed Church t GEORGE 

J McGIVERN 

GOODKIND, JOICE & MORGAN 

919 IV. Michigan Are. (11), Superior 7-6747 

Planters Peanuts and Peanut Butter ) FLORENCE A. 

Illinois Canning j NEIGHBORS 

GRANT, SCllWENCK & BAKER 

520 A'. Michigan Ai-e. (11), Whitehall 3-1033 

JAMES E. 
SCllWENCK 
FRANK 
BAKER 

Bankers Life fe Casualty \ BETTY' 

ARMSTRONG 
MARSHALL 
EDINGER 
T<IM ELVIDGE 



GRANT ADVERTISING 

919 M. Michigan Ave. (11), Superior 7-6500 
hr. Pepper ) fHf Yi 



Monroe Chemical (Putnam 



:pper \ j^f^ 
Dies) I NORMAN 



GEORGE 11. IIARTMAN CO. 

507 N. Michigan Ave. (1), State 2-fl05S 



Mystik Tape ' 
BcrghofT Beer 
Joanna Western (TV) 
Manchester Biscuit 
Sawyer Biscuit 



VIRGINIA 
CALDWELL 



iiENRi, iiURST & McDonald 

121 jr. Wacker Drive (1), Franklin 2-9180 



Ready-To-Bake (Puffi 



Thor ) 
jffin) J 



LALRA HALL 



H. W. KASTOR & SONS ADV. 

75 £. Wacker Drive ( 1), Central 6-5331 



Int'l Milling (Robin Hood Flour) 
P fe G (American Family Flakes) 
Union Starch 8: Refining 
Pennant SjTup 



JIM WEST 
LJOII.N t'RiCE 
HARVEY' 
MANN' 



LAUESEN & SALOMON 

520 v. Michigan Are. (11 J, Superior 7-0738 

Dulane Corp. J now 
Sylton Corp. J SALOMON 

EARLE LUDGIN & CO. 

121 W- Wacker Drive ( 1 ), Andover 3-1888 

Rath Packing " 
Rit and Shinola 
Manor House CoCfee 
Stopeite Deodorant 
Wrisley 
Linco Bleach 
Bendix 



JANE DALY 
RUTH BABICK 
KAY MORGAN 
MARILYN 
BEILEFELDT 



MARK T. MARTIN CO. 

59 E. fan Buren, Harrison 7-9199 



Churches of Christ I GLADYS 
f JOHNSON 



THE MARTIN CO. 

201 A'. WelU St. (6), Dearborn 2-5910 



Am 

Reber Pack 



'on ) E. J 
ing I LEW 



LEWINSKI 



MAXON 

664 JV. Ruih St. (11), Whitehall 't-1676 



LES SHOLTV 
Hotpoint I PAUL KELLY 
DICK LARKO 



3IcCANN.ERlCKSON 

318 S. Michigan Ave. (4), Webster 9-3701 



Milnof 
Derby Foods 
Swift's Ham S: Bacon 
Swift's Swifties 
Swift's Ice Cream 



JOHN COLE 
PAT 

CHAMBERS 

ESTHER 

ANDERSON 

HOWARD 

HELLER 



ARTHUR MEYERIIOFF & CO. 

410 iV. Michigan Ave. (11), Delatcare 7-7860 

Owen Nursery 
Wrigley Chewing Gum 
III. Meat (Broadcast Corned Beef 
Hash fe Redi-Meat) 
Brach Candy 
Myzon 
D-Con 

Heet (Demert k Dougherty) 
Ratner Promotions 

MacFARLAND, AVEYARD & CO. 

333 \. Michigan Ave. (1), Randolph 6-9360 



PAT GRAY 
EVELYN VAN- 
DERPLOEG 



Alemite Corp 
Drewry's Ltd. 
Zenith Hearing Aid 



BEVERLY 
IIICKS 
. BUD TRUDE 
JAMES 
SHELBY 



C. WENDELL MUENCH 

75 £. Wacker Dr. ( 1 ), Financial 6-3481 

Fox De Luxe Foods 
Monarch Beer 



Visking Corp. 



VICTOR 
FABIAN 



NEEDllAM, LOUIS & BRORBV, INC. 

135 S. LaSalle St. (3), State 2-5151 

Campbell Soup " 
Phenix Foods 
Household Finance Corp. 

Johnson Wax 
Parkay Margarine 
Nesco, Inc. 
Kennell Products 
Morton Salt 
Wilson— (Canned Meats and Soap, 
Sporting Goods) 
Monsanto Chemical 



DON 

DeCARLO 
PAT 

BROUWER 
ARNOLD 
JOHNSON 



AGENCY, ACCOUNTS, AUOKESS & PHONE TIMEbIjye 



OLIAN & BRONNER CO. 

35 E. Wacker Drive (I), State 2-3381 

American School 
Atlas Beer 
Edelweiss Beer 
Beltone 
Sealy Mattress 
Princess Pat Cosmetics 



KAY 

KENNELLI 



O'NEIL LARSON & McMAHON 

230 A'.. Michigan Ave. (1), Andaver 3-4470 

w •, » ^ N-ELSON 

Mail Accounts } m^maiION 



Imdrin (Rhodes) 



( GR 



GRACE 
.MORAN 



PRESBA, FELLERS & PRESBA 

360 N. Michigan Ave. (1), Central 6-7683 

WILL PRESI 
_, ^, CHARLES 
Flex-o-Glass T daBNEY 

Olson Rug \ FRANK STE; 

Hi-Life Dog Food J 



GRANT SMI1 
GLEN DA 
ALLEN 



REINCKE, MEYER & FINN, INC. 

520 N. Michigan Ave. (11), Whitehall 4.7440 

C B & Q RR 1 w^ALLACE 
Anco Windshield Wipers f MEYER 



L. W. RAMSEY CO. 

230 JV. Michigan Ave. (I ), Franklin 2-B155 

Sawyer Biscuit (Iowa) 1 
Mickelberry sausage L^^^^y 
Squire Dingee I parSONS 
(Ma Brown Products) | L. H. 

Marshall Canning I COPELAND 
Brown Beauty Foods 



ROCHE, WILLIAMS & CLEARY 

135 S. LaSalle St. (3), Randolph 6-9760 



Hardware Mutual 
.Milwaukee RR 
John Puhl Products 
Nadinola 



i 



CHARLES G: 
BRODERSEN 



ROGERS & SMITH 

20 N. Wacker Drive (6), Dearborn 2-002Q 



Little Crow Milling 



RUTHRAUFF & RYAN 

360 .V. Michigan Ave. (1), Financial 6.^833 



Wrigley Chewing Gum ' 
A. E. Staley 
Strong Heart Dog Food 
American Breeder 
Allied Florist 



HOLLY 
SHIVELY 
•IRENE HESf 
EDMUND 
KASSEB 



ROSS ROY, INC. 

J07 A". Michigan Ave. (1), Randolph 6-TOOOf 



Lake Central Airli 



1 



nes i 



ROBERTA 
HARNEY 



RUTLEDGE & LILIENFELD, INC 

121 W. Wacker Drive, Dearborn 2-6326 

Puritan Foods (Realemon) 



ANNE COYXl 



National Tea ^ 
HARRY SCIINEIDERI^IAN. iNC. 

141 W. Jacksan Blvd., Webster 9-3924 

State Finance 1 doriS 
Lane Bryant ( GOLOW 
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YOU MISS FLORIDA 
IF YOU DON'T USE 




from Gi^V To Ocean • Gainesi^iiie To O/ceechob 



ee 



Judge for yourself. There arc some iiiiglity 
pretty figures in the Florida market. For instance, 
\*ith a powerful new radio station you reach 1,500,000 peo 
pie. These same people huy §1,4-13,330,000 worth of 
firoducts each year. Tourists swell the coffers with an 
additional §650,000,000 annually. 



The residents of the W«GTO coverage area cruise around in 
484,000 automobiles while another 1,600,000 aiitoniohiles 
bring in money laden vacationers every season. 

This all adds up to a really important market. This is the 
market W.GTO delivers. 




10,000 WATTS 
540 KILOCYCLES 



HAINES CITY, FLA. 
P H O iN E 6-2 62 1 

owned and operated 
by KWK, 5/. Louis, Missouri 

Represented by 

WEED & COMPANY 
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AGENCY. ACCOUNTS. ADDRESS i PHONE TIMEBUYERS 



R. R. lUK.MEN- 
SCII.NKIDKR, 

'jr. 



SCinVIM.MEK & sccriT 

SI4 v. Michigan Air. (11). Whitehall t-OBOO 

Kist Beverages 
Sdiutter Candy 
Walgreen 
Keeley Beer 
Salerno-. McCowan 
Hawthorne-. Melody Milk 
Spiegel, Inc. 
H-A Hair Arranger 
Red Dot Potato Chips 
Brown Food Processors 



KUSSEL M. SEEDS CO. 

SI E. Superior Si., Mohawk 4-6323 

Piiiex 

Brown & Williamson 
(Wings and Raleigh) 
Elgin American 
W. A. Sheafler Pen 

JOHN \V. SHAW, INC. 

SI E. Superior St., Mohaick 4-6323 

Lehon Mulehide Roofing 
Armour 

Quaker Oats Co. (Corn Meal 
and Pack-O-Ten) 



MERLE 
MYERS 
VIRGINIA 

RUSSET 



ANN 

SIIEAFFER 
' BOBBIE 
LANDERS 



CHARLES SILVER * CO. 

737 ;V. Michigan Ave. (11), Superior 7-6625 

CHARLES 

! SILVER 
foi!oMON 
MAXINE ZIV 

SIMMONDS & SIMMONDS, INC. 

S20 N. Michigan Ave., Michigan 2-3360 



1 PHIL 

B I Beverage LTOBIAS 

j STEP HAN Y 
J SEEDER 



SR. 



SMITH, BENSON & McCLURE 

3 S. Michigan Ave., State 2-1931 



Sterling Beer S-i^^^ 
I SCHR 



SCHROEDER 



TATHAM-LAIRD, INC. 

S4 E. Jackson Blvd. (4), Harrison 7-3700 



Armour (Ham, Bacon, Sausage) ' 
Simoniz 
Toni (Bobbi) 
Wiedemann Beer 
General Mills (Korn Kix, 
Surchamp Dog Food) 
Swanson Chicken 
Wander Co. (Ovaltine) 
Norge 



PAUL 

SCHLESINGER 
JOE PERRY 
JIM MADISON 
GEORGE 
BOLAS 
HAROLD 
BENNETT 
DON GRASSE 
JACK RAGEL 
JIM ZITNIK 
S\XVIA RUT 
BERNICE 
McTAGGART 
BOB ATWOOD 



J. WALTER THOMPSON 

■tlO N. Michigan Ave. (11), Superior 7-0303 



Kraft Foods ' 
Swift & Co. (Allsweet) 
Indiana Bell Tel. 



E. R. FITZ 
GERALD 

Libby, McNeill & Libby \ CARLSON 
Quaker Oats (Aunt Jemima 
Pancake & Cake Mixes) 
Seven-up Bottling 



T. V. WATSON 
BILL 

KEN^TDY 



TURNER ADV. AGENCY 

101 E. Ontario St., Michigan 2-6426 



O'Cedar 



1- 



KARL F. 
VEIIE 



AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS 

II. S. ADVERTISING CORP. 

23 E. Jackson Blvd. (4). Webster 9-0911 



Wilson & Co. Ideal Dog Food 
Wilson & Co. Salad Dressing 
Wilson & Co. Bakerite 
M & R Mfg. Co. (Sno Bol) 
Schulze & Burch 



A. J. 

ENGELIIARDT 

AL BONK 

C. E. RICKEUD 



GEOFFREY WADE ADVERTISING 

20 y. Wacker Drive (6), State 2-7369 



Miles Laboratories 
(Alka Seltzer, Nervine) 



, LOU J. 
( NELSON 

( DAVE 
\tTi I r I A ' 



WILLIAMS 



WEISS & GELLER 

400 N. Michigan Ave. (11), Whitehall 3-2100 

Monarch Foods "I JACK BARD 



College Inn Foods 
Toni Co. 
Cudahy Packing 



NORA 
MARCUS 
ARM ELLA 
SELSOR 



WESTERN ADV. AGENCY 

35 E. Wacker Drive (1), Andover 3-24^ 

FRED PAINE 

De Kalb Hybrid Assoc. "I [oVJJerick 
Allied Mills I DEL GURLEY 

Pure Milk Assoc. ^- UJ'FER 
J KEITH FRED- 
ERICKSON 



WHERRY, BAKER & TILDEN 

919 N. Michigan Ave. (11), Delaware 7-8000 



Quaker Oats 
(Full O'-Pep Feeds) 



CLIFF 

BOLGARD 

HARRY 

BARGER 

MARCELLA 

O'NEIL 

GORDON 

HENTJRY 



YOUNG & RUB I CAM 

333 N. Michigan Ave. (1), Financial 6-0750 



American Bakeries (Taystee Bread " 
Grennan Cakes) 
Elgin Natl. Watch Co. 
Marathon (Northern, Waxtex) 
Intl. Harvester 
Borden (Milk, Ice Cream) 



MARION 
REUTER 
RUTH LEACH 
1= VERA 
TABOLOFF 
PEGGY 
McGRATH 



FORT WAriME. IND. 



BONSIB ADV. AGENCY 

700 W. Wayne Bank Bldg. 



JOHN BONSIB 



CHAMBERLIN-JUNK ADV. 1 

Tiyp 1 JAMES 

5233 Coldwater Rd. J "I AMBERLIN 



DAIGHDRILL ADV. SERVICE 

5021 Fairfield Ave., Harrison 9978 



Rosary Hour S-fO^.^FST V, 
' I DAUGIIDRILL 



WILLIS S. MARTIN CO. 

525 W, Wayne Street 



SUEDIIOFF ADV, 

921 Ceitle Bldg. 



JAMES II. 
nOLTIIOUSE 



•) CARL 

' SUEDHOFF 

J O. FERRER 



RICHARD .M. 
, K.\TT 

LOUIS E. WADE. INC. ADV. ) edward p. 

204 Paramount Bldg. ( WADE 

' LOUIS E. 
WADE 




ACEIftY, ACCOyNTS. ADDRESS t PHOHE TIWEBJYE 



NDIANAPOLIS. IND, 



f:A[.D\vEr.L, Lark IN ^ sidenek-van 

lUrER 

JlkAI) licrlHARCAS- RAniO TV DIKF.CTOR 

KEELING A CO., LNC. 



Caiii'te 3;: ITa^tingi ) 

Wiljon Milk J ^arV c, di; 



I 



RUBEN ADV, AGENCY 

90li A, Mfrtdiim St. 



MUNCIE, IND 



APPE.EGATE ADV. 



■i CARY RLIIE 
\ ELMKR 
\ "tflE.V 



1 M. RAY 

Rill Brorh^H [harrv bjr 

JAMES IL 
FDX 



rOOK.MAX, BUTLER & 
ASSOC. 

mOl FF. Jackso,, St., 



UOB ROBINSON .4CENCY 

#J2 .f. F.Sm., 2-22^3 



.saihe 

BfJSWELL 



|^OBI:sso^ 

■ BOB ST ASST. 
DON KLOCk 



TERHE HAUTE. IMD 



POLL YE A, INC. 

8221/2 Ohio St., Crawford 6707 



Clabber Girl Baking Powder 
K. C. Baking Powder 



1 KENNrru 

WARD 

JEAN kale: 

MARIE 
PERSHING 



OES MOINES, IOWA 



AUCO, INC. 

211 Home Federal Bldg., 8-6539 

1 ROGER 
JOHNSON 
EDWRAP f, 
FRANKEL 

AMBRO AGENCY } bill 

314 Shops Bldg. (9), 8-0071 | NELSO.N 



CARY-HILL ADV. 

200 AIB Bldg., 4-0375 



Thompson Seed 1 jameS HIL^ 

Tones Coffee 1 JOE L«CAVj( 

Armand „ 
^ - 1 ANDERS(l?f . 

Occo Chemical GI»SO> 



DAY. WESLEY & CO. 

2818 Ingersoll, 8-0236 

FAIRALL & CO. 

830 Liberty Bldg., 3-5255 



s 



Associated Serum Prod. 

Sargent & Co. 
FoxBilt 
Corn King 



DONALD U. 
/ WALLA CK 
.MARY n, 
ALEXANDER 



JOHN 
McLARES 
ROGER 
fiAHAETT 



J. M. IIICKERSON, INC. 

2021 Grand Ave., 2-0221 

Townsend Engineering L ROBT. [f. 

^1 MORGAV 
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SPONSOR 



Why the media department moved to Cloud Nine... 



The elevator operator noticed it first— for the first 
time in weeks the media director was whistling. 

"What's up, Mr. Timebuyer?" 

"I've got it all figured out, Joe, and it's so simple!" 
What he meant was that his problem of finding the 
radio buy that would give his client (a) a real live 



market at (b) sensible cost and (c) with /o/s of plus 
merchandising was (d) solved. KBS! 

Cloud nine is a rare place to be, but Keystone 
clients are "at home" there, and keep coming back 
for more of the same. 60 million listeners in Key- 
stone's great 820-station primary coverage area are 
YOUR customers in Hometown and Rural America. 



• WRITE, WIRE OR PHONE FOR 



C H I CAG O NEW YORK 

III We^l Wiihincton St. 580 Fifth Avenue 
STale2 6303 PtJ/j 71460 



LOS ANGCLCS 

3U2 Wilitiire Blvd. 
Dunkirk 3 2910 



SAN FRANCISCO 

57 Post Street 
sutler 1-7440 



TAKE YOUR CHOICE 

A hondful of slotioni or Ihe network . . . 
o minute or 0 full hour . . . it'i up to 
you, your needs . 

MORE FOR YOUR OOLLAR 



No premium cost for individuolized pro* 
gromming. Network coverage for less 
than **spot** cost for some stotions. 

l^ONE OROER OOES THE JOB 

All bookkeeping ond detoils ore done 
by KEYSTONE, yet the test time ond 
place are chosen for you. 




COMPLETE MARKET INFORMATION ANO RATES 
E 



11 




K,eys 




BROADCASTING SYSTEM, uic. 



HOMETOWN ANO RURAL AMERICA 
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0n.e ot the sad'^t/pTjWqe^^ tl 




Which reminds us:of a comment majie by-a promiherit tJiTi%iiyer 
^1^^- recently, bma h^, 4%i pretty much on top of the^xjc ac^count.l 
BiH^my zzz accp^n^sidiffeiin 
■^^^^^^^g^r put tiierr.he^dp^^ toigei^^^^ one. I Lan't 

^^^>ndcast tJife Informatrijn, blit; it'sj ft o estate sccretrvJThe 



jriljted metii^ boys pi a\ tJj'§vbit ot imeIUj|^ 




inej^Ja dojla 





c baifjk" toi 
ind the ad curtaM .1 



■oiojnately. the ittdu scr^^^WMIgiri|lJl^i#'^untin^ tradi- 

>?tation , rej *pe|:^f atives, sT^ 
salesme,^|||^iiagy ii^iiers -^t^ traliiiri:^ thdr s^tV}i 
onlj oi^y^:fflielxuyeE%xlt5gij^ ^vdiiw^ 



PONSOR the magazine radio and tv adver, 
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Siomps 



.Doingerfield • C ARKANSAS DORADO* 

• Linden I — 
• Kildore 



> Spring ^ 



Hill 



'^TRANSMITTER 

MARSHALL j { .MInden 



• Hoynesvill^ 
I 




« 

> 



Sure-fire attractions to draw this huge 
new audience to KSLA's top-notch local 
programming. 



• Xilgore\ ^"^VX •ElysionI 
Field 



I i![]^SHREVEPORT 

^ BOSSIER CITY/ 




Ringgold 

/ / 

LOUISIANA 




Rosl.on « f O 



i1 I 



/ 



Shreveport's only experienced televi- 
sion staff, with 23 months of telecast- 
ing to its credit. 

BUSINESS IS GOOD in the rich 
ARK-IA-TEX MARKET... 

More people with a higher spendable income! 
Over $203 million in grocery sales, $27 million 
in drug sales, $236 million in autamative sales. 
77,3 90 farms with a gross income of 
$171,155,000. 



...and now, great new 48-C0UNTY~3-STATE COVERAGE! 



KSLA'S 

316 KW 
Market 
Picture 



Population , , . 
Households . . . 
Shreveport Mkt. Circ. 
Spendable Income . 
Income per household 
Retail Sales . . . 
Source: SRDS 1955 Consumer Markets 



, , 1,178,450 

, , 311,235 

. . 150,830* 

. . $1,275,069,000 

. , 3,41 1 

. . $ 876,193,000 
TELEVISION MAGAZINE 
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CN 

5 
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o 
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PAUL H. RAYMER COMPANY JNC. National Re 

N«w York * Atlonta * Detroit * San Fronciico ^ Hollywood * 




AKiliated with 

CBS and ABC 




SPONSOR 



TlPST 

IN 

shreveportJ 
louisiana 



A&tNCV. ACCOUNTS. ADDRESS 1 PHDNE TIMEBUVEHS 



min.KV ADV. 

ai4 S^curllle, UUlt; t-bSII'f 



Clicvrolf( 



l.KSSI.NC ADV. 

9tO ff'alnul !;(</(., 3-1 HV 

Sciiul.ii il Seed 
Bfrry Poultry 
I iitlicr.iii Vo|>rrs 

mkm:ol(;ii mak tin it 

.SKVMOL'H, INC. 

SAI Carvrr UUlt., 3-1221 



JACK 

Iirill.HY, Sl(. 
JACK 

III III FY, Jll. 



i ll I oKhavk. 
Jll. 



MKiNKKJGII 



DICK .NKLSOiN ADV. 

Stt*f MoMonlr Irnipl^t it-^*535 

VikiiiR l «-cl J. DICK .NKI.SO.N 

> I.F.S SON 

>o.N ia:r.r.Ef{ adv. co, ] d» rkcx.ku 

IIISO Locutt, 3-3185 ]■ CVS 



STRAUSS 



K. J. THI'IM'E ADV. 

6^" In: Kxch. llUg. (9), 3-7127 



IIospi,alSorv,cc ^ ^J^^^^.^!. 



WALLACK ADV. 

112 .UaiuniV Trmitlv, 1-9173 



llvbrid Corn Chicks j. "<>SS 
f WAII 



WALLACE 



N. A. VVI.NTKI? ADV. 

1106 Paramount Btdg., 4-9154 



Dr 



1 .N". A. WI.VTEK 
. Salsbury I.abs I HARVEY 

J nnow.N 



LOUISVILLE. KY. 



FKED IHXKER ADV. AGENCY 

1008 Waahingtan Itldg., JTabash 526S 



FRED 



fc Ins. ') nKCKF.R 
s, Inc. ( ROGER 



Lincoln Income Life 
Paramount Foods, 

.MADISO.N 

UOE-ANDERSON ADV. AGENCY 

Wmrlin Broicn [tldg., WA-3193 

Commonwealth Life Ins. 1 
Federal Chemical Co. f 



DOOLEY ADV. 

310 W. Lihrrty, Jacklon 023ft |.JIM 



nOOLEY 



FARSOX, HUFF & NORTIILlCIl, INC. 

Ii;(> Rrpublic nidg., JTabash 3227 



Delmonico Foods 
Cochran Foil Co 



' ) W M. 
. j K> A 



S. 
VPP 



M. H. KOP.MEYER CO. 

KroUr Bldg., Amheril 1641 



Arkansas Rice Growers | KOPMEYER 
Oertel Beer f WILLIAM 11. 

' HILL 



MULLIGAN CO., LNC. 

no W. Liberty, Clay 8883 
I 



L & N RaQroad J. "PJ^-i."^ 
< PERRY 



W. J. SMITH COMPANY 

Hjjrl/n Broim Bldg., JA-2163 



AGENCY. ACCOUNTS. ADDRESS! PHDNE TIMCBUYERS 



NKW ORLKANS. LA. 



AIMIII R ADV. SI RVICE 

llaaril »/ trade lltdn., 320 Magutlnr, Canal 2372 



.'\lltlMI.lt I (mmU 

WufI Dog Ko<kI 
ll.ir<i's Root llcrr 



JOHN 
AiiTiirii 

riKIICY 
SIAKH.IM 



IJAUHRLEIN ADV. LNC. 

Ii>2h llibrrrila Hank lltdx., f.anal 5-t<>l 

R.\I)IO k 'IV C.IARkF SAL.MO.N'.'JR. 



Quick Rice 
\\"ri((lii Root Brfr 
I ou Ana S.d;id Oil .1 ShorteninK 
llolsiim Rrc.'id 
I rcnth ,M.irk<( CiolTtr j 
liixic llccr I 
Sul) Rosa Deodorant 
King Koitoii Meats 



I'llltltE 
VII.LKIIK 



HRLNCKERDOI F &■ VVILLIA.MS 

9211 C.nv. Sichollt, Canal 6219 

Dr. 'I iciiciior's Antiseptic J aUBIIEY' 
Urohiis \ elvc( la- Cream J WILLIAMS 

I I'I /,(;ERALD ADV. 

laffl Cirrlr Bldg., Tulane 3131 

Southern Shellfish 
Freedom Mo(or Oil 
Alaga Syrup 
Pan Am Gasoline 
Snow Drifc, Crustene 
Wesson Oil 
Jax Beer 
Blue Plate Foods 
Godchaux Sugar 
Water .Maid Rice 
Je( Dog Food J 

MILTON IIANSMAN AGENCY 

#2 l.aux Manor Drire, CE 9267 



JOE KIL- 

LEEN, JR. 

MARIE 

O'MEARA 

GLORIA 

IIO.MN 

BILL 

THOMAS 



Chisesi Packing Co. 
.Monogram 



ig Co. ■) 
Wine \ 



Aubrey Feed Mills J. 



ROBERT KOTTWITZ, INC, 

5U> Audoban Bldg., Canal 8158 

N'adonal FoOds 1 
Kam Dog Food f 

WALKER SAUSSY CO. 

Texat Co. Bldg., ITlh Flaar, 1501 Canal St., Canal 921 2 



Regal Beer (Fla.) " 
Luzianne Coffee 
Tulane Shirts 
Sans Souci 



WALKER 

SAUSSY 

JOE SHIELDS 

STANLEY 

STARR 



.SEWELL. TIIO.MPSON & CAIRE 

315 S». Charlet Avp., Tulane 2251 



Morning Treat Coffee 
Fungo 
General Gas 
Elmer Candy Co. 



RON .NY 
> CAIRE 



TRACY-LOCKE 

Trxaco Bldg., 1501 Cana\ St., CA 9278 



KE.N 

Regal Beer \ nROWNINC 
JACK HELM 



A. M. SLMCOCK CO. 

528 Canal. Tulane 1684 



Dubon Foods 
Insta-Crete 
\\'orld Sew \'ac 



AGENCY. ACCOUNTS. ADDRCSS 4 PHONE TIMEBUYCRS 

M().m;-.sti:vi:ns go, 

mil l.rntUr. Uagnolia I t,ll t 

Die krv l'ii(.uo (.lii|n 
I'nioM (j-lfn 
J.iImi<1.c Mjirruit 
( iiiird Rice 
7 I'p 

NLid'ii ^^ftMitW 
i r>%ial Tr'-vri 1 1-% 



IIOIII H r 

siom: 

ilH.IO.N 
IIIXON 



J. WALTER TIlO.MI'.sOV 

Intrrnulinnal Trade Mart, Tulann 7054 

\ PAT KAIIST 
Ford Moior Co JA( K 

(III WM Ml 

W III TLOGK-hWiGART INC. 

Ill' I l'<.»</r.-., F.xprrtt 214/1 

RADIO & TV DIR.-JKAN'NE fON IAINh 



BALTIMORE^ MO. 



GAIIN-MILLEH 

I f.. 2lth Si., lIclmoKl j-2J20 

W. IJ. DONER iV GO. 

223 n. fayelle il., Mulbrrry 5.1000 

National Bohemian ^ ''^ 
AGENCY .MANACKR - HERIU.RT FRIED 
n.MF BUYER - I OUISE CROCKER 



JOSEPH KATZ CO. 

10 tr. Lhatc St., Lexington 9-1500 

SPACE TIME BUYER -JEAN MITCHELL 

American Oil ] 
Chas. y\ntell I 
Madera Wine it Liquor | MITCHELL 
Maryland Pharmacal (Rem & Rcl) J 

K.\UFMAN-STROL'SE, INC. 

130 IT. llamillon Si., Saratoga 7.2414 

KUFF & FELDSTEIN 

233 E. 25lh St., TV 9-1 fS5 

S. A. LEVYNE CO. 

343 Si. Paul Plarr, Mulbrrry 5-3390 

Baltimore Paint & Color "1 

Cat's Paw I JUNE 
Recipe FoodJ •^-^^'^^^"'^ 

EDWARD PRAGER ADV. AGENCY 

If>«I ,V. Cali-rri Si., »Vrnon 7-2S23 

Webscer Clothing (Brooks Clothes) \ ^{"^^y 



VANSANT, DUGDALE & CO. 



15 E. Fayrllr St., I.rxinglon 9-5400 

Crosse & Blackwell 
Fra 

F. S. Rovs(cr Guano 
San Giorgio M.ic, Inc. 
I!aco Produces. Inc. 



,el1 1 

am j 



RoiiKiir V. 
w *i -in 

RITA 

American Brcwcir. Inc. | EASTMa.N 
Black & Decker. Mfg. Co. 

Sakrcte. Inc. 
U.S.F.W;. 



BOSTON. MASS. 



ALLIED AD^. AGENCY 

100 Boytlton Si., UV 2-HOO 



Beacon \^'ax 1 
Floor Wat , 
Furni(urc Polish j 



HOWARD 
SI1A.MB.A.N 
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AGENCY. ACCOUNTS. ADDRESS & PHDNE TIMEBUYERS 



AKNOl.l) /.. 
KOSOFF 



GEORGE 
WRIGHT 
BRIGGS 



\RN()LI) & CO., INC. 

i'ftl' tTa.hiilKlun M., HI ■J-IJ20 

Mop <. SuiM-rmarkct 
I (hkI ( liain 
Da ni\ l)i>t I loiiery 
Diiraii ( onfi-clioncry- 
loiiiiaul I <)ii)I>ain Hrassicres) 
\<irili \nn-ii<aii I'a(Wiiig 



(62 «<.>/./.,« M., ' " 7-7HOO 

MH)1 \ DIR - I I l/\I!I I II I'VK'^ONS 
I ii>t National Bank 
Hostoi) I iM- run saviiigN 
l ibcrly Mutual Insurance Co. 
^a\ings Uank Asso. of Mass. 
Uiulc-rwoixl ni-\ilcd Ham 
Nc-w Fngland (okc 
NiM Fngland Mutual I ifr In-i. Co. 

HEN.NETT * NOKTIIIU I* I.NC. 

711 llo>Ulon S»., Kf: (>-3B20 

James O. Welch (Confettionery ) 

Kyani/e Paints ^ 

HAUGER, HROWMNG & I'ARCHEU. I.NC 

75 Federal St., LI 2-3364 

SchrafTt Candies "1 kr.\.NK 
I'aiker Brothers (Games) I BRoV.MNG. 
Star Markets J"- 



AL RLACK AGENCY 

2bO TremonI St., Iloncock 6-I0OO 

MKni.V I)IR.-I).\N' COMRAS 



Seymour Chevrolet 
Wilson Lines (Kxcursion Boat) 
Boston Cinerama 
E. M. I.oews 
l oxboro Rarcway 



BRESNICK & CO. 

216 TremonI St., U 2-7751 

Hathaway liakory il.ife Bread)' 
Keystone .Mfg. (Cameras) 
F.mile Bcrnat & .Sons (Yarns) 
Garland Knitting Mills (Sweaters) 
Green Shoe Manufacttiring 
Jay Shoe Manufacturing 
Rose Dcrry (Mattresses) 
A. Sandler S: Coinpanv (Shoes) 



JULIAN HRIGHTMAN CO. 

702 Bearon Si., CO 6U) t30 * 6.043 1 



GEORGE T. 
CARROLL 



f:linton Clothes ] 
Northeatscrn l)istributors (Appliances) ^ iV.VI-'^i^x, » v 
Norfolk Paint & ^ arnish Co. 



HAROLD CABOT & CO., INC. 

136 reJeral St., Il.t 6-760O 

MFDL\ niR.-DAVlD R. ^VILLL\MS 

H. P. Hood 8: Son (Dairy Products) 
N. E. Tel. & Tel. 
S. S. Pierce (Food Products, 
Overland Cigars) 
Carling's Beer Sc Ale 
Clicquot Chib (Beverages) . 

Boston &: Maine 
Boston Consolidated Gas Co. 
.\llied Gas Companies 
N. E. Electric System 
Stone S: \Vebstcr F.nginccring Corp. 



AGENCY. ACCDUNTS. ADDRESS 1 PHONE TIMEBUYERS 



CMA.MHER.S & W LSVELL, INC. 

2.'(l Park ^iiuare Hlilg., LI 2-75t,5 

MH)I\ DIR HFIKN f IIORRIGAN 



John F. (ain {;o. (Potato Chips) ^ 
Hospital Brand ((.(High Drops) 
{Mic\rolct Dealers .Association 
s. C. Clayton Company (/.arex) 
C.uilis Bros. Blue Latn-l (Ketchup) 
Habitant Soup 
Adams & Swttt Rug Cleaning 
Kimball Cimipaiiy (Red Cap 
Refresh R) 
William I iU-m 's & Company 
Whiling's .Milk 
Rust Craft Greetings 
Food Specialties (.Appian Way I'i/za) 
liigersol Products (Canned Chicken) 
Northeast Airlines 
Prudence FockI Pr(Hlucts (Canners) 
Webster I homas Company (.Mattliless 
Brand lood Products) 
Narragansett Racing Assoc. 

JA.MES THOMAS CHIRURG CO. 

tit I'ark Square Bide., H* A-T.IIO 
.MEDL\ DIR HERMAN A. BRAL'MUI.LER, JR. 



Better Heat Council 
International Shoe (^o. (Sundial) 
Hogan I ire 
\tlas Plywood 

DOHEML'S & CO., INC. 

53 Slale Si., LA 3U1770 

MEDIA DIR. -RC III SIMONDS 



Automatic Heating Corp. (Timkins 
Silence .\iitomatic) 
Cities Service of Boston 
H. J. Seiler's Food Products . 

Pastene ^Vines 
Pepperall Manufacturing Company 
Diamond .Match 

JOHN C. DOWD, CO., LNC. 

208 Park Square Bldg., HV 2-8050 

MEDIA DIR.-Wll MAM FI. .MONAGHAN 



Cott Beverages ^ 




Megouan- Educator Foods 




^Valtham Watch 




.\lbany Carpet Cleaning 




Babijuice Corp. 




First National Stores 




Boston Edison Co. 




Boston Globe 




P. H. Revell Zippy Starch 




Martin L. Hall (^'ictor Coffee S: Tea) 




Harvard Brewing 




House of Old Molineaux (Wines) 




R. G. Sullivan 724 Cigars 




Sweetheart Cosmetics Co. 





IIARRV M. FROST CO., LNC. 

260 TremonI Si., LI 2.AI40 

Nash Dealers Assoc. 
Gentle's Baking Co. 
Daggett Chocolate Co. 
WinslOH- Potato Chips 
Gorton -Pew Fisheries 
LePage's Inc. (Glue) 
National Cranberry .\ssoc. 
Durkcc-Mower Inc. (Marsh- 
mallow Fluff) 
Snftolk Downes Race Track 

IIOAG & PROVANDIE, INC. 

136 Kitleral Si., II I 6-8580 

Brigham's Inc. (Candies, Ice Cream) 
(Dorothy Muriel) 
Dcerfoot Fanns (Dairy Products) 
Diamond Spring Brewer>' 
General Ice Cream Corp. (Sealtest) 
Holiday Brands (Instant Coffee) 
N. E. Bakery (Harvest Bread) 
Swift S: Company (X. Eng. Plants) 



HARVEY P. 
NEVCO.MB 



PAUI- 

PROVANDIE 



ACENCT. ACCOUNTS. ADDHES» 4 PHONE TlMEBUtt 



I J. 1(, UtMlTlRKV, AI.I.KV * RICHARD 
LNC. 



Bird a iifpil* {tiwFini; prraliicts 

tllWl' fHlllTJllg) 

MIA 

R.Lh-isli liii|i]-.irii< I Ki> >(.!«:) 

flll-|H(.HK Hlifit 



ING\Ll,r-MlMTEJl CO. 

I XT \i-iilturH, \t., < (i t,^7(r7 

MKbHA Dili. \\M F riJjIJELL 



firnt rir»n Pii[ji>:i^ ri'iidliv fiiil Ti^nt* 
HllJi- Ri1iLi<rtl Nj^jLilu, 

Kt'inml* V t j:>ui]p;iii} f In-.Liiii-n' 'ilDTVs 
Cb:irlr<<lc]'h> II t4^tiigs Haiit;!. 

I.:i I <lLir:iiTit' Cudcc 
Kii^niitiml '^ I liiTiiitJiiiL'iil Stnrt'^ 
tMi.iTil ItTotliiTt. Inc. (Ih'jns. Fond 
PrrnJ uitji ) 

<! I>i>iial<l Hut'lii^ H I'i^lur (Tiibbv 
Cat Fi*5i1> 

T'Cln I RilVIiiu C[iiii|jjnv (Batrn' 
I "(kI I'rinln" Ts ) 

LASKER^RISEIIAN INC. 

I2I> llayUt,in St., 1/4 fi^l-HS, fi-t-tS3 

R. II. VVtilrt rTi^-p^rtniirrt ..Siorrj ' 
Jihawmyt 
MaRiT'j AppliiJUO* 
Alflc Runt C:kanina 



VALF 

LA.qKi:!; 



JEROSIE O'LEARY ADV. AGENnES 

lis Chouncy Si., LI 2-1312, 2-1313, 2-1314 



Weathermaster " 
Prince Macaroni 
Bella Pizzarettes 
Warner Bros. (Local) 
Waleco Candv Bars 

THE REINGOLD CO., LNC. 

69 .V«>u-f>liry CA 7-7611 

Dawson's Beer S: .\le 
D'.\rrigo Bros., (Andy Boy 
Farm Products) 
Statler Tissues 
Table Talk Pies 
N'issen's Bread 
Quinn, K. J. (Scuffy Shoe Polish) 
Mr. Boston Distillers 

SILTON BROS., LNC. 

131 Clarendon Si., CO 7-3730 

Barcolene Co. (Household Cleaning 
Products) 
Boston Bonny Fisheries 
Cratfsman Insurance 
Sears, Roebuck S: Co. 

Elm Farm Foods 
N. E. Provision Co 
Spencer Shoes 
Homestead Motors 



IIER.MAN V>'. STEVENS. AGENCY 

9 Vfirfciirv -S».. CO 7-2737 

Media dir.-santo j. crupi 



lERO.ME 
OT-EARY 



DOROTH Y F. 
■ STEWART 



MARIE 
KLDJEN^KY 



Salada Tea 

HaPfcnreffer (Pickwick Ale S: Beer) 
New Hampshire (Planning & Develop 
ment Commission 
Father John's Medicine 
Houghton-MifBin Co. 
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{PECIAL CHRISTMAS FILM PACKAGE 

for unlimited shozvirigs during Christmas zveek 

L nlimiled repeal tel('ca>-t> (iiiring Cliri>lmas of all four of llic.-e fine Encyclopaedia Hritaiiiiioa Film.- can he 

V(Hir> for jll^l of your one time national CJass A one hour rale. (Minimum rharsc: $173.00.) 

Thi- Kneyelopaedia Hrilannica Film >pecial '\X Cliri>tma.> package is ofTered on an exelu-ive market ha.-i- -nh- 
jocl to prior sale. Because of the strictly seasonal nature, no audition print.- will he availahle and no order- may 
he accepted after Deeeml;er 7. The universally well known and respected na^ne^ of Encyclopaedia Hritannica 
FtliLi- and Associat(ul Program Ser\ice are your assurance of complete sati^faction. There are no finer film- of 
llirs tvpe availahle anywhere. 

To o\oid disappointment, phone or wire or return the coupon helow hy air mail -pecial. 



tilGHT BEFORE CHRISTMAS 



CHRISTMAS RHAPSODY 



CHRISTMAS THROUGH THE AGES 



(77 Minnies) 



(11 Minutes) 



(13 Minutes) 



SANTA AND THE FAIRY SNOW QUEEN (26 Minutes) 



As agile as over in spite of his age. Santa Clau- hini-elf jtlajs the 
leading role in a delightful re-enactment of "A \ i^it From i^aint 
iXicliolas". This nineteenth rcntnry American Cla'-ic has been filmed 
with an original musical score to accompan\ the famous poem that 
begins Twas the night before Chri>tmas'*. 

The heart-touching stor\ of the littlest Chri.-tnia- tree ... a- tender 
and warm as the meaning of Christmas. Photographed in one of 
America's more beautiful natural settin"s — near Brighton. L tab. I he 
familiar music and carols of the Yuletide are woven throughout the 
fdni by a full symphon\ orchestra and chorus. 

The story of Christmas, blended from Biblical history, myth'-, legend-, 
and customs as old as the human race. Dramatic scenes trace the 
symbols of Christmas to their many -ources and reflect the world- 
wide resjionse to a holiday wliicb celebrates goodwill and j)ea'e on 
earth. 

The Fairv Snow Queen gives life to Santa s dolls on Chri>tnias E\e. 
fhey dance and sing for Santa to the niu-ic of T -chaikov-k\ 
•^racker Suite and The Sleejjing Beaul\. 



CHRISTMAS PACKAGE RESERVATION 

TO: ASSOCIATED PROGRAM SERVICE 
221 FOURTH AVE., NEW YORK, N. Y. 

Name 



Address 



1 



Wc want the Encyclopaedia Brifannica package 'or our station. Please rush contract 
for our approval. I understand this offer is subject to prior sale. 



Title_ 
Station 





There's never been anything like weekday! 

WEEKDAY is a fascinating departure from all pre- 
vious patterns of daytime radio programming! It is 
brought to America's millions of homcmakers by 
hosts Margaret Truman and Mike Wallace, and co- 
hosts Martha Scott and Walter Kiernan. 

Every bit of weekday is tailor-made for women: 

• Fresh dramatic entertainment: an absorbing 
short-story heard in its entirety each day, and serial- 
izations of best-selling fiction and non-fiction. 

• Subjects of widest interest discussed by an un- 
usual group of experts — most of them are men: Rich- 
ard Willis on Beauty; Jim Beard on Food; John 
Peter on Home; Meredith \^'illson on Music Ap- 
preciation; Bert Bacbrach on Men's Apparel ; Ashley 
Montagu on Education; and many others. 



Monday through Friday, starting at 10:15 a.m. 
PREMIERE, NOVEMBER 7th' 






• A new slant on headline per>onalities— through 
refreshing interviews with celebrities" wives. 

• Easy-to-listen-to music, with a different top per- 
forming star each day. 

• From all over the world, a special kind of hourly 
news — interpreted from the woman's viewpoint. 

weekday will become a regular part of the buying 
pattern of America's advertisers. Never before has 
it been possible to reach such a concentrated mass 
market so flexibly and economically, weekday's 
Charter Clients will have two extra bonuses- the 
profitable association with an exciting program- 
ming development, and the special savings possible 
through the Introductory Dividend Plan. Call your 
rsBC representative today about 

WIE lEK^OiW 



on the NBC RADIO NETWORK 



AGENCY. ACCOUNTS, ADDRESS i PHONE TIMEBUVER8 



1)A>II:l F. SULLIVAN CO., LNC. 

■2>t, Trrninnl .Sr., //.( l,.7bUt, 6.76«. ft.7<,4r, 

f. 11. .Snow C;aiiiiing Co. 

(I'oml I'roducti) 
Woiidrrlaud Race 1 rack 

R, S. Robie Company I rohkhT N. 
Avis Car Rentals fSL'LLlVAV 
C>raiiada Wiuts 
Fastrrii .\la-is. St. Railwav 
Aviation Training 



SI TIIEKI-^\iND-ABROTT ADV. AGENCY 

23 t Clarmilon Si., KE 6-1 172 



Blue Cross Blue Sliield 
Barrelled Sunliglit Paints 
Voss's Vanilla 
Anurican Optical 

<;ai{Uiel m. stern adv. 

120 Bnylsion Si., CO 7U>363 

Jordan Marsb 
I lie Boston Post 
Alios ft l isher Inc. (Cigars) 
Kasenof's Bakery Inc. 
United l aimers Dairy Products j 
Slumhcrland Products Co. (Mattresses) | 
U. S. Trust Co. J 



CAManiDQE. MASS.: 



EDDV-KUCKEK-NICKELS CO. 

t ttraltlr St., l/.V 4-9300 

William W'rigley, Jr. (Gum) 
Savings Bank Life 
Porter Chevrolet 
l.ewando's Cleaners 



TIIO.MAS II. 
' COVEY 



IIKItliKIlT S. 

STERN 



FRED II. 
MCKEI.S 



STANLEY G. I50YNT0N CO. 

J.?9 I'iiTcF Si., Midtreil 4-2346 



STANLEY 
Calvary Hour ] royntON 

Radio Bible Hour f MARJORIE 
S.MITH 



BLOOMflFLD NILt-S. MICH 



MacMANUS, JOHN & ADAMS 



Dow Chemical ^ joii.N 

Pontiac Motors | IIARUICAN 

Cadillac Motort !■ ^^''F^*^ 

e c ,• (CAMPBELL 
S. S. Kresge rill 

Ferry Morris Seed Co. KUSII'W AY 



DETROIT. MICH. 



BBDO 

rvnnb»ral lililn., U l> r,-tKt20 



DeSoto I W OODY 



AGENCY. ACCOUNTS. ADDRESS &. PHONE TIMEBUYERS 1 AG ENCY, ACCOU NTS. ADDR ESS &. PHO N£ TIMte^nn 



I5HOOKE, S.MITM, I KENCH & DOKHANCE 

a.U,9 E. leOrrton (14), Valley 2-9700 

Hudson .Motor Car | "^^'"''^ 
Ironrite | hammoM) 



D. I'. IJKOTIIEK 

4-135 Crneral Mulort Itlilg. (2), Trinity 2-11250 



JOE IltNRY 
I'llYl.LIS 

Oldsmobile ) ItllANCU 
A. C. Spar 



I'll I I.I 
Idsmobile ) IIIIAN( 
ark Plugs f 'J'CK 
* > IIOFFJ 



FMAN 
WATTS 
W'ACKER 



CAMI'BELL-EWALD 

General Moton ttliig. (2), Trinity 2-6200 



Chevrolet Motors 
Goebel Brewing 
Rheem Mfg. Co. 
United Motor Service, Deico 
Battery I)iv. 

CLAKK & KOHEKTZ, LNC. 

826 Fox Dldg. (1), Woodward 1-5500 



J. J. 

IIAIITIGAN 
JI.M TELISKY 
JOHN 

PASSMORE 
BOB 

CROOKER 



Kasco Dog Food and Farm Feed 
Citizen Mutual 



R. J. TER. 

BRUECCEN 
RUTH 
, SPEELMAN 
MotoMower I caROL 



NEWELL 



DENMAN & BAKER, LNC. 

Buhl hldg. (26), Wnodicard 1-5500 



\'ernon Ginger .■Me "| 

Sunshine Chicks K ERNEST TT. 
Buhl Sons J 



W. B. DONER (X). 

505 W'oshinslitn Blvd. Bldg., 234 Stale St., Waudicard 
5-7400 

Easy Pop Popcorn "| 

Speedway 79 j elLEN 
Presto-Whip j. HUAN 
National Bohemian Beer 
D.W.G. Cig.ar Co. 

GEYER ADV. 

H250 Plymouth Rd., Wehstrr 3-5520 



ORYF.R 



American Motors | ROIiFRT 
Nasli J CLARK 



GLEASON ADV. AGENCY 

726 Fither Bldg. (2), Trinity 3-8181 

Aunt Jones Pickels 
Roman Cleanser 
Kretsclimer Wheat Germ 
Solvintol 



PECCY 
VAN CAMP 



GRANT ADVERTISLNG 

2900 Caordian Bldg., Woodward 3-944)0 



Dodge Motors pIM BROWN 
lodent Toothpaste ( [;"?Vi?,F 



IVIAXON 

2931 E. Jeffermtn .4 re. (7), Lorain 7-5710 
Pfe 



cilTer Brewing | 
H. J. Hein/ \ 



P. C. HEATTI 
JACK WALSH 
RAY REF,SE 



McCANN-ERICKSON 

Penobscot Bldg. (26), Woodtcard 2-9792 



Ch 
Ch 



hrysler Div. ) TAKGEI 
, „ >. MARIA.' 
rysler Corp. ( | |XiE 



KFI.SO 
TAF.GER 

NNE 



I'OWELI^GAYEK, LNC. 

Penobtrot Bldg. (26), WO 1-4321, Wit i^^iftd 

Lee & Cady Packaged Foods | Vnw 

Chateau Wine j I RKtU/r 

ROSS ROY, LNC. 

2751 E. Jefferion, Lorain 7-3900 



Dcxlge Trucks if l^' 

' HON Vi) 



lULI'H W. SHARP a(;ency 

736 Lothrop, Trinity 3-3350 

Shedd'Bartush Foods I 
(Keyko Margarine, Old Style Sauce) I r,\y JOS 
Frankenmuth Brewing J 

J. WALTER THOMPSON 

2130 Buhl Bldg., Woodward 2-8890 



Ford Division of Ford Motor Company 
(Cleveland and Detroit Division) 
Blue Brass 
Evans Products Co. 



iiaxarii 

IRVI-SC, 
W, L, 

iioLij»:s 



ZIMMER, KELLER & CALVERT 

1900 .'Hutual Bldg., Woodicord 1-9151 

Stroh's Bohemian Beer | CLYD£ 
Flt.M Beet Sugar Assoc. ^ VOHlMA 



\ elvet Peanut Products f 

^ 

II 



MINNEAF01-IS, MlWlsr 



BBDO 

Xorthirestern Bank Bldg. (2), Lincoln 8401 

Doughboy Feed 
Cream of Wheat 
Gamble Stores 
General Mills (Betty Crocker) 

Hormel Packing ^ 

Northern Pacific RR 
.Minnesota Mining 
N. W. Bell Telephone 
Northrup King Seeds 

BOLLN-SMITH || 

2652 Lyndale Ave. So., Lacutt 2609 

American Food Plan } SOL EH fK'j 



BOZELL & JACOBS, LNC. 

401 WCCO Bldg., Main 4327 

Fruen Milling 
Balm Argenta 
Burma-Shave 



BRUCE B. BREWER & CO. 

400 Foahoy To tcer (2), AtUintic 3314 

General Beverage of Minn., Inc. " 
Cargill, Inc. (Nutrena Feeds) 
American Cry'stal Sugar 
Lan-O'Shcen 
Ocona Chicken 
Nutrena Dog Focxl 



ALFRED COLLE CO. 

2446 Park Are., Lincoln 0661 



BILL DAVIS 



SAM 

KAlF.M.t>G 



i 



CHARLi^ 
STROTi M 
LOY M. ■ 

BOOTaHj.! 
MARY AA 
SCIIULTZ 
WAHtlEN 
MICIHEL*' 



RITA 

UMIlOf^FEl 
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imirii :ti7.i MILKS ii\ 21 mts.* 
BUT.. 



AMERiCAN RESEARCH BUREAU 

February/ 1955 Report 
GRAND RAPIDS— KALAMAZOO 





Number of Quarter Hours 




With High 


er Rating 


MONDAY THRU FRIDAY 


WKZO-TV 


Station B 


7 a.m. — 5 p.m. 


144 


56 


5 p.m. — 1 1 p.m. 


83 


37 


SATURDAY & SUNDAY 






10 a.m. — 1 1 p.m. 


80 





NOTE: Survey based on sampling in the following propor- 
tions Grand Rapids (45%), Kalamazoo (19%), 
Battle Creek {I97c) , Muskegon {17%). 



WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO BAnLE CREEK 
WJEF RADIO — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN-TV — LINCOLN, NEBRASKA 

Associated with 
WmBD RADIO— PEORIA, ILLINOIS 



^Bannld Honley and a five-niati team set this ivorld 
14 NOVEMBER 1955 




YOU NEED WKZO-TV 
TO SPEED UP SALES 
IN WESTERN MICHIGAN! 

WKZO-TV, Channel 3, is the Offi( ial Ba^ic CBS Televi>ion 
Outlet for Western Michigan. With over half a million lelf- 
vision homes in 29 counties, thi« i« one of America'-^ ''top- 
20" TV markets! 

American Research Bureau figures, left, |)ro\e \\KZO-l'\ s 
tremendous popularitv not only in Kalamazoo and Grand 
Rapids, hut in Battle Creek and Muskegon as well. 

Let Avery-Knodel fill you in. 

100,000 WATTS • CHANNEL 3 • 1000 TOWER 





Kalamazoo - Grand Rapids 

Avery-Knodel, Inc., Exclusive National Representatives 

'.s- record in nn Anstin-Henley J 00-5. in August, 1954. 
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AGENCY. ACCOUNTS. ADDRESS i PHONE TIMEBUVERS 



CAMI'HKLI-MnilUN 

Narlhin-Mlrrn Bunk BUIg. (2), Lincoln flllZt 



Malt O-Meal 
C:<)ld Stal Wax 
llamm's lUer 
Land O Lakcs 
Uallard & B.illard 
I'illsbury Feeds 
I'illsbury Country Style Biscuits 
Nash Coffee 



ARTIim II. 

LIM) 

1>I( K 

FOHKST 

RITA A. 

KA.SI'KK 

IlOIl WOLD 

ROD IILKCEN 

MARIAN 

MA>/,F.li 



J A FFE-N A I r, 1 1 TON-K I CI I 

110 1 Curria Are., Main St6S 

Sealey Nfattrcss \ SW KICII 
lUY JEiNKlNS ADV. 

12-W Ituildert Exrhong/*, Main 4-12 J 

Pearson Candy I BAV^iK>K,>. 
GHney foods [ fu|.;v 

.M AKTI N - W I LLI A "M S, I x\ C. 

1212 Roanoke Bldg. (2), Lincoln 0653 

Crcamettcs 1 ROTiCE C. 
l arabee Mills J>A>'T.>.^^ p. 
Rose-Kist Popcorn J WII.I.IAMS 

MANSON-GOLD-.MILLER, I.\C. 

10O4 Marquette Ave. (2), Geneva 9619 
Gilt- Edge Paint ] 

Chartex Sales (Mouthwash) i " ? " ^11?" ^- 
_ , . . „ , , 1 MILLER 
Goodrich- Gaiiil)le J 

NELSON-WILLIS, INC. 

Syndicate Bldg., Lincoln 4733 

Archer-Daniels Midland ) 
National Tea 



AGENCY. ACCOUNTS, ADDRESS i PHONE TIMEBUYERS 



CLYDE LAKE 



xMCOLlN-GOUSlIA ADV. 

130 South Tenth, Fillmore 6B31 

King Midas Feed }. BOB MCOLIN 

OL.MSTED & FOLEY ADV. 

1200 Second Ave. S. (4), Atlantic 0166 
Russell-Miller Milling 
Minnesota Macaroni 
Owatonna Canning 
Ft. Dodge Labs. 



ROIl PYLE 
WAR REN T. 
\ WAY 
BRAD 
MORISON 



VANCE riDGEO.N * ASSOC. 

Bttllderi Exchange (2), Bridgeport 6801 

] VANCE 



Gluek Brewing 



i PIDGE 
jW. J. 

J wiim 



PIDGEON 
J. 

ITBECR 



KNOX REEVES ADV. 

6O0 Firtt National Bank Bldg., 



Bridgeport 7701 



Gamble- Robinson 
General Mills (Wheaties, Flour) 
Art Instructions 
Grain Belt Beer 

RUTIIRALFF & RYAN 

2650 University Ave., Midtcay 7711 

Minn. Consolidated Canneries 
Janney Sample Hill 
.American Pressure Cooker 
Blue Cross 
Erickson Oil 
Rocl; Spring Soda 

SAVAGE-LEWIS LNC. 

1S07 Lyndole Are. S.. Kenicaod 6282 
J. F. Anderson 
Red Owl Stores 
Twin City Chevrolet ncalers 
Great Western Sugar Company 
File l.avoris Company 
I horpe Bros., Inc. 
The Farinlinnd Company 



RUSS NEFF 
COV BFADER 
PKRRY 
!■ CIIt'CK 
ANDERSON 
BIRTON 
IlRO-tt N 



JIM RAIIDAR 
LOR EN 
SORF.NSO.N 



FRWLN WASEY & CO. OF MINN. 

,?23 Mariiuilte Are. (2), Atlontic 1233 

Watkins Products "j 
Ballard & Skclk t l-w IliTK 

Peters Meat J HILL NEE 



KANSAS CITY. MO. 



ALLMAYER & FOX-RESOKLN 

707 K. Linicood Blvd., Jefferson I tOO 



Crawfords Maternity Wear 
Goldman Jewelry Co. 
Wishbone Salad Dressing 



II I AN 

ALLMAYXR 

JF.RRY 

RESHKIN 



ARCLKE ADVERTISING 

215 Pershing Kd., W. (8), Victor 6450 

K. W. 



United Farm Agency ^^;,r,stoFER 



5EATTY-IIENDERS0N, INC. 

1 1 I.'; Grand Are., Boltimare 7820 



HAROLD 

Aslimore Pontlac 1 BEATTY 
I.ingle Refrigeration ( XS ELSII 

HENDERSON 



WM. MONT- 
GOMERY 
DICK 

HALSTEAD 



REAIIMONT & IIOIIMAN, INC. 

921 Walnut St. (6), Victor 3063 

American Dairies, Inc. 

Hogue Merc. 
Crown Coach 
Percy Kent Bag Co. 

BOZELL & JACOBS 

1016 Boltimare Are., Baltimore 4997 



Staley Milling Co. "| BERT 
Stanton Construct. Co. I 

Parkview Drugs J HUGIIES 



I5RUCE n. BREWER & CO. 

900 Walnut St., Harrison 4890 

Katz Drug Co. ' 
Faultless Starch 
Western Auto Supply 
Boyer Chemical 
James Dishwasher 
Spencer Chemical 
Miracle Green 
Skelly Oil 



BRUCE tt. 
BREWER 
JACK 
KIRWAN 
.MARY KLEIN 



AGENCY. ACCOUNTS, ADDRESS i PHONE TIMEBUY s 



CARTER ADV. AGENCY, INC. 

609 Minnesota Ave. (12), Harrison 1356 

American Hereford Assn. " 

Broadway Mtrs. 
City Natl. Bank 
R. B. Jones & Sons, Insur. 

Seidlitz Paint 
Missouri Co-op 
May Potato Chips 



COMER & rOLLARD ADV. 

.^207 ^unirail, Ifarrisuri 3964 



CHARLES 
CARTER 
W. C. ROWE 



Geo. H. Weyer-Surlay 
Croft Trailer Co. 

Bareco 

Universal TV School 
CARY-IIILL ADV. AGENCY 

4028 Broadway, Valentine 3754 



C. ALEC 
POLLARD 



\'an Chevrolet Co. "] 
Trough-Nichols Co. ( w.M. DIETZ 
United Austo Sales J 



ECKENROED & PARDON 

9 East 45th St., Logon 241)4 

Rudy Fick Ford Co. "| VIVIA.N 
U. S. Cold Storage Co. \ ECKENROEs 
, » „ , , /^^ I WILLARD 

I. yon & Rooney Appliance Centers I faruoN 

GALVIN-FERRIS ADV. AGENCY, INC* 

329 Dierks Bldg., Victor 1716 

Webb Hatchery | p^'^y^'^^ ^ 
Columbia Natl. Bank Co., Inc | fred FARIj. 



JONES & IIANGER CO. 

612 Vf'. 47th Si., Jefferson 2365 

i'raders National Bank 
Badger Lumber Co 

RICHARD LANE & CO. 

307 West 14th St., Victor 4232 



"I 



FRANK JO:* 
BOB IIANC 



Sam Schwartz Pontiac 1 
Burlington Trading Post f LApiDES 



CARL LAWSON ADV. 

■#722 Braaduay, Jefferson 5155 



Kitty Clover Potato ChipsJOIIN Ife 
Mid-Way Coal 
Dempster Pump J rqsS 



LITMAN-STEVENS & MARGOLIN 

2201 Grand Ave., Boltimare 2996 



Clasen-.\Iorse Chevrolet Co. 

Diamant Jewelers 
Maurer-Neuer Corp. 
.Mid>sest Motors 



MARVIN 
LITMAN 
.MARIAN 
MARGOLIN 



iMERRlTT OWENS ADV. 

JVetc Brotherhood Bldg. (11 ), Drexel 7250 



Home Federal Savings & Loan 
Allvine Dairy 
Nourse Oil 
DeCoursey Ice Cream 



M ERR ITT 
OWENS 
EARL 
ALLVINE 



I 



J. B. 

WOODBUm 
C. C. TL'CK 
BILL BREW 
CENE DE-N"? 
CHARLES 
JONTS 



R. J. POTTS, CALKINS & IIOLDEN 

2233 Grand Ave. (8), Grand 5775 

Colonial Hatchery 
Cook Paint 
Braniff Airways 
Interstate Bakery 
Pioneer Chemical 
Mid ConCinent Petroleum, Elko, D-X 
K. C. Southern 
Pen Jel 

Gooch Feed Mills (Foods) 
Coleman Stove Co. 



JAMES R. REESE ADV. 

20O Riss Bldg., Victor 5269 

Superior Feeds 
Mid-Continent Grain 
Great Western Paint 
Mid-Central Fish Co. 
First Natl. Bank 



GARDNER 
. R FAMES 



PHILLIPS REICH & FARDON 

1012 Baltimore (6), Harrison 7650 

Braemoor 
Ball Clinic 
Benson Mfg. Co. 
Natl. School of Aeronautics 



JOHN a 
REICH 
■ RALPH PAG 
ED FARDON 
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SPONSOR 



FIVE OF A KIND 



ALL DIFF 



ALL WIN 



DALLAS 

First in both Hooper and Pulse 



EL PASO 
• 

Highest rated station in radio 
history 

NEW ORLEANS 

Tops all independents in 
August Hooper 



MILWAUKEE 

In just 6 months a record breaker 



MONROE, LA. 

First by far in Hooperatings 





Pick any one, pick 'em all, each is a winner. Yet, each is dif- 
ferent. And the same is true of the five NoeMac stations. 
Use one, use them all, you can't go wrong . . . for each is 
tops in its market. Operating under separate management- 
yet all following the same proven pattern of programming 
—each is an independent local station giving wide, intensive 
and responsive market coverage. Check the ratings, get the 
facts, for definite proof that if you have a job to do in a 
NoeMac market, you can do it better with a NoeMac station. 



For Availabilities, Ratings and Market Facts, call your H-R Man. 



FIVE OF 
A KIND 



O E IVI AC 



N E WS 

James A. Noe 




S TAT I O 

MUSIC 

Gordon B. McLendon 



ALL 

DIFFERENT 



Nationally represented by 



REPRESENTATIVES 
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Today, advertisers judge good and bad advertising in terms of sales results. 
National Spot Radio can get sales — and not stop with building consumer demand 
ot gaining good will. We have the Formula For Sellhig Americans Today that 
demonstrates "how" to use the medium. 




This presentation has proved so exciting that many top agencies and 
advertisers have arranged meetings with their management men, plans boards, 
utcouiii L*xt'Cu[ives and creative staffs, as well as their media people. And a great 
many have usked for repeat performances, for further inspiration and study! 





f you know how to use it 



We want to show )ou "how" — with our new 
Formula For Selling Americans Today. We re ready 
to demonstrate, individually or in group meetings 
with planning and creative people — as soon as you 
ffive the word. Whv not call or write us todav? 




EAST, SOUTHEAST 






WRZ+WUZA 


Boston +Springfield 


51,000 


WGR 


Buffalo 


5,000 


WWJ 


Detroit 


5,000 


K^'W 


Philadelphia 


50,000 


KDKA 


Pittsburgh 


50,000 


WFRL 


Syracuse 


5,000 


WCSC 


Charleston, S. C. 


5,000 


WIST 


Charlotte 


5,000 


WIS 


Columbia, S. C. 


5,000 


WPTF 


Raleigh — Durham 


50,000 


WDBJ 


Roanoke 


5,000 


MIDWEST, SOUTHWEST 






WHO 


Des i^Ioines 


50,000 


woe 


Davenport 


5,000 


WDS.Nf 


Duluth — Superior 


5,000 


WDAV 


Fargo 


5,000 


WOWO 


Fort Wayne 


50,000 


WIRE 


Indianapolis 


5,000 


KMBC-KFRM 


Kansas City 


5,000 


KFAB 


Omaha 


50,000 


WMBD 


Peoria 


5,000 


KFDM 


Beaumont 


5,000 


KRIS 


Corpus Christ! 


1,000 


1 WRAP 


Ft. Worth— Dallas 


50,000 


\ KENS 


San Antonio 


50.0()(t 


MOUNTAIN AND WEST 






KBOI 


Boise 


5.000 


'■> Kvon 


Denver 


5,000 


i KGMB-KIIBC 


Honolulu — Hilo 


5,000 


[ KEX 


Portland 


50,000 


1 KIRO 


Seattle 


50,000 



•mat Bids. 



ATLANTA 
Glenn Bldg. 
Main 5667 



FT. VC ORTH 
406 fr. Setentb St. 
Fortune 3J49 



HOLLYWOOD 
6331 Hollyuood BUd. 
Holljrwood 9-2151 



SAN FRANCISCO 
Run Building 
Sutttf l-3"98 



il 



WHAT'S IN A NAME? 



The names you see on this page are the men behind the John E. Pearson Company. 
They represent 300 years of tv and radio experience. They are "pros" that 
know this business — your business. They know their markets — your markets. 
They know how to sell individually. They are self-starters, creative hard hitl^'ng 
salesmen — they know the tough sale. These men behind the John E. Pearson 
Company are our greatest asset. They can be yours, too. You can p.ut them 
(o work selling for you — and you will know how you can get rriaximum sales, 
effort — and maximum results when you select JEPCO to represent your station. 



JOHN E, PEARSON 




RUSS WALKER 
NEW YORK 



BILL WILSON 
NEW YORK 



RAY HENZE 
NEW YORK 



DAVE CASSIDY 
NEW YORK 



BOB BAIRD 
ATLANTA 




TOM MURPHY 
DALLAS 



FRANK REED 
CHICAGO 



JIM BOWDEN 
CHICAGO 



FRANK FROST 
CHICAGO 



BUD STITT 
MINNEAPOLIS 




BOB WALKER 
LOS ANGELES 



BAMBIE HERRINGTON 
LOS ANGELES 



ROGERS PARRATT 
SAN FRANCISCO 



SUE MASTERSON 
SAN FRANCISCO 



JOE KELLER 
SAN FRANCISCO 



lEPCO KNOWS 
HOW THE WIND BLOWS 




JOHN E. PEARSON COMPANY 

Radio and Television Station Representatives 
NEW YORK, CHICAGO, MINNEAPOLIS, ATLANTA, DALLAS. LOS ANGELES, SAN FRANCISCO 
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SPONSOR 



1^ icy. ACCOUNTS. ADDRESS I.PHONE TIME BUYERS 



r;ki{S AM) .s.virni, ro ns tuk.mu i.i. 

. riektclek llUlg. (6). llallliiiorB 4S67 

C.aricr Oil Co. 
Kicli Maitl M.irt;ariiic 
Franklin Uc Cream 
.American Itcauty Macaroni 
Conkcy 1 ecd .Milli 



It. S. (DICK) 
llltlCIIV.M 
DICK SI.ADK 



J .SK. 



Broattu-aVf Jffff'rton StiSO 

Jolnxou l urnaif Co. 
.MilKrain 1 <m><1 ^n•rc^ 
Olil .Ainci icaii I ilc I lis. 

,,M)\KT .M OIII.UN 

RMlanrr /(/<((!., VUlar l,l>TH-7V 

.Mien Clic\r(>lc( 
Coiisu mils 
.\ru<'lilcl)ath Rfcr 



< I 

I 



V \ F 
.SKI DFKS 
JdllN C.VI.N 



W M. 

S r AM) Mt r 
JOHN It. 

' (fllKlt.N 
DAVK 
I.OItK.N/ 



M/IHK TII()Mr>-()N 

[ Commrrce Trutt tittte. 



] KOitUtT 

l ord M,>ii>r > ^'Mi ril 

MOItl.KV 
J DWIKS 



Hr.NSK.M) & WILLI.AiMS 

( Main, Virlor VHttS 

K. C. Life liKurame 
K. C. Pliilharmoiiic As.'sn. 

tUoniis .Stamp Co, 
Traillioiise Restaurant 

\ .E.NTI.NE-HADFOKD 

l> Crnlral .Si., Vlrtor 510t 

CroM, Kans-TS City, lirnltli Plans 
Shied, Kansas Ci(y. Ilealdi IMans 
Commerce Trust Co. 
Davis Paint Co. 
Daiincn Mills 
Custin-Uacon Mfg. Co. 
Interstate Oil Cjo. 

Marlev Co. 
Mar>h steel Corp. 
Plaia Bant of Commerce, 
tichards X: Coiiovcr Hardware Co. 

n. WASSO.X ADV. 

^ r. 8ih Si., Vtelar 7139 



ROitKItT 
TOWNSK.M) 
AltTIII It 
WILLIAMS 



IIKKB 

VALK.NTLNK, 

in. 

F.AIU, 
RADFORD. 
J It. 



.Aldcn Hatchery [. ^. 'WASSO.V 



C. P. COOI'FR 



ST. LOUIS. MO. 



rZ-IIODGSO.N NEUWOEIINEK 

,V. 7ih Si., Conirai 1-8907 



Cor no I 'ccds 
llRCV 

\ oari.Pacifie BIdg., Crnlral 1-6700 

Rcardon Paint " 
.Vnlieuscr Busch 
Coca Cola 
Brooks Foods 



Fit CCIOMBS 

II. sr.v. 

WOKHNFR 



J. C. Cnv, IIFY 
ROUFRT 
TIIFIS 
J. DOLA.N 
? \*"AL.SII 
IIARRV 
RF.NFRO 
W II.I.IAM 
JiOI.MES 
JOHN HYATT 



kLEIGII R. FRE.NCII * ASSOC. 

Lindelt Blvd. (8), Jrfferion 1-0037 



H. P. Coffee 
Hotel Jefferson 



C. S. 

PA.VOMAN 

OAKLEICH 

FRF..NCII 



AGENCY. ACCDUNT8. ADDRESS L PHDNE TIMEDUYER8 



(.VKD.M U ADV. CO. 

aliim Si. (I), Crnlral 1-3100 

Diiiuaii ffiiio C .ikr Mixi-^ 

(■IMll'flU\ 

I'rt Milk 
lUrtoii I>vi>a%liinc 
Soulliwrslrrii Hell I clr|>Iii>nc 
Swifl (Jewel MioilrninK) 
KalMoii. Purina 



llll{SCH-l'A.M^I-l I.I..MA.\ 

V. Uglilh S|., Crnlral 1.231l'> 



W VltltFV 
W IKT IIALI'T 
(,I(A( F 
MrMLT.i.FN 

KAItl. iior^F 

I KANK 
IIFASTON 



^, , ,1 M. IMItM.II 

Old Judge f:oHce |.,v i 

I M()SFI LV 



MU'r.MCK S: ASSOC.. I.NC. 

.Il'rt .V. Crnntl lllitl. (:i) 



NLllliC Chef } j'^Yi, 



l( VV .SCII')K.N. 



Oi l W ADV. CO. 

■1010 l.lndrll ttl.d.. JrgerMnn l.l<>77 

Manh.it(an Codec— Wiiiius Brandon, 

Inc. 

Dining Car— RullcdRc (i: 
I.ilicnfeld. Inc. 
Sayman Soap I'rtKliuls 

rUATEU ADV. CO . 

70.'; Ch<-,inui Si. (1), Car field 1 -A too 
Falls C.ily Ueer 



H1D(.\VAV CO., l.NC. 

8008 Carondrlrl, Parkvteic 1-3753 



iiAitoi.n 

TIIOMA.S 



1 nt 

r It k 



CFOHGK I.. 

VTFIt 
lt\Ril.VItA 
Itl.OCK 



ItICK SIDFS 
JOHN 
MOFI.I.I.NC 



Oyscer Shell Prod. 

f MM.A 
Camicide J hlaKFY 

CASI'KR YOST 



KUTHKALFF & RYAN 

Railicar Exrhangn Bldg., 611 OUte Si., ;Wain 1-0127 



krc> Packing 
Banquet Canning 



OSCaR 
1 ZAIINER 
I I) WE MA 
r ItOItT. LF 



lARS 
, ItOItT. LFE 
C.riscdicck Bros. Beer j noCER 
It.VCO.N 



KLTLEDCE & L. LHJENFELD. I.NC. 

317 Sorih Uih Si, 

WM. W IDFR 
Dr. I cGcar Medicine UiltvVMLI.E 
ItLTI.FDGF 

SIMMONDS & SIMMO.NDS. I.NC. 

611 OUie Si. (1), Chesinui 1-1162 

B 1 Bevctage ") SIlFItW IN 
.\mcrican Beauty Macaroni , X*.?,'?!,^*, 



Arrow Feeds 

ViESTnEI.MEH * BLOCK 

Chase lloiel 



TOIUAS 



1 I.OU WF.ST- 
Centnvre Brewing ^ ^'.^/^^^j^^,,,,,. 

J E.VTIIAI. 



WIML'S-BRANDON, INC. 

1706 Olire St. (3), Chetlnut 1-6380 



Miller CheniicalK.^^^,^^. ^ 
.\merican Packing | morelocK 
Deep Rock Oil MR5. R. A. 
Carling Brewing ^ I'lETVrii 



AGENCY. ACCDUNT8. ADDRESS & PHONE TIMEDUYERS 



OMAHA. NEB. 



MILT 

S I F.IMIAN 

DON AMSDF.N 

s^ illl. 

Ill ItCl.ltl N 



ALI EN .V RE^ NOI.DS 

131111 II I) II llldt., Allnnlic 1 1 IS 

Mrli li.itil II (u ( 
Pl■fCl^rll llj>l \\g 
I JirillOllI I iHMtk 
Irk Srril 

C. II l.cc I'ou (I y 
Uncle S:iiii Brt.ikl.iM I ikxI 
Walnut f.ro\c I ml 

ANDERSON K- KM.L 

flllt yarniim M. (2), larktiin O UMI 

II KKIlI U 
ItitirM.ilc ILittlicrics ( |(((i.|. 

(>ni.ilia I iveMixk I ID\ MAK 
Id HKF 

I5EALM()NT X: IIOIIMAN. INC. 

JilO Imuranre llldg., Allanllr 0369 

Overland (<reyliouiid |. J \< K Kllinv 
ROZELL & JACOBS ADV. 

5/(» KlirlrU Hide. CJ), Jack tan 8030 

J. II. IXIW 
.MORRIS v.. 
1 \ CO Its 
S. J. WOOD- 
ItRIDGF 
CI.FTE IIA.NEY 
I RANDALL 
;■ PACK A 1(1) 
JOE KFLLV 
JERRY 
I niFF>IA.N 
I J. K. 
ItlLLINCS 
DICK JOHNS 



Slaley .Milling 
(.land O Lac 
Skinner .Mfg. 
Slorz Beer 
.Mutual of Omaha 
l ucky Tiger 
Omar Baking 



ADAM 

rfineml'nd 
ciiari,j:.s 

IIAItDI.NC II 
CF.NE F,. 
CI DDI HACK 



in CIIANAN-TIIOAIAS ADV. 

fl2 S. 19lh Si. (2), Allanllc 2125 

Mctz Beer 
Pa\(on S: (.allagher Coffee 
Pcrfcx ( I idy House) 
Dwarfies ■' 
\'icamin Stores | 
Reliance Bat(cry J 

THE CAI'LES CO. 

ISOt node- Si. (2), Jarkion 7793 

Union Pacific RR ^ j,vmf_S D 
Mission Pop ^ FARRIS 

JOE 11. LANCIIAM.MER 

ftmahn Snil. Bank Bldg. (2), Jatkian 6190 



Crown Products I La.NC- 
' HAMMER 



IJMVER.'^AL ADV. 

311 S. ISlh M.. tnrkton 8tM 



Coopc 
Friio 



JAMES 
LII'.SFY 



LINCOLN. NEB 



WRES, SVTANSON &■ AS<OC. 

132.-; ■■\" Si., 2-^t26 



\V. H. Bull Co. 
Drif«micr 
Inter Sialc Nurseries 
Swcci ! assy Feeds 
Schreibcr Mdls 
.\nchor Serum 



NEW YORK. N.. 



AltTIIlR 
W lilTF 
U". J. AYRF.S 
Vr ARRE.\ 
I J>WVN«()N 



VNDER-ON & CAIRNS 

188 Madiion Air. (22). Ml 8-5800 

Rootcs Motors ] 
.Martinson's Coffee i Tea j 



VIC SEYDFX 
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AGENCY, ACCOUNTS, ADOHESS 4 PHONE TIMEBUYERS 



\'nii;i{T()\ & ci KHii H 

fJO U.rlnglon lif. (17), IK 2-«r9.T 



Hi> U rccni 1 
Ciiiicura Soap I "J:"^ 
icon's Kiiiuhion 



N. W. A\\.\\ & SON 

30 Rocke/eller I'l. (20), < I l>.02(Kt 

Si I'h R\ ISOK CM \I U I S M. U II.DS 

Klcttiic Companies A<Jv. I'gm. l 

Atlantic Refining i . 
Ohio Oil J 

n. C. Renicdy ] ki.aine 
Johnson S: lohnson | OGI.E 

National Dairy l'ro<liicts 
Iiisuraiue Co. ol North America 
Charles E. Hires 
Yar<Iley of London 



JEAWK 
iVOI.AN 



SUPF-K\ ISOK - RICHARD lU'MU RV 

Hills Bros. Coffee 1 
I'lymoiith Div.- Chrysler I I5J?J,','t.pv 
I lilted Air Lines I 



Knouse Foods 
Seabrook Farms 
'Lasty fiaking 
Zippo Manufacturing 



ALL KIZEN- 
■ llERGEIt 



Chrysler | „f., ^-j,. 
Plymouth Co op 1 IIARWIG 



Bell Telephone 
Illinois ficll 
Michigan Rell 
Reuben H. Donnelly 

LYNN HAKEH, 1>C. 

720 Fi/th ^re. (19), 11' t,^t9O0 



MAIJCE 
FREEMAN 



I MAI 
' urn 



Puss 'N Roots Cat I (x)d I ''LARY A. 

j IllRAK 

TEI) HATKS & CO. 

630 Fl/th .lie. (20), Jl f,.l>600 

SL PKRVISOR - FI) SMALL 



Colgate- P.ilniolive 
(Dental Cream, Octagon Products, 
I'aliiiolivc Soap, Palmolive Shave 
Cream S; Lotion) 



niRis 

LYNCH 
Charlie 
Theiss* 



^ WIN 

Continental Raking J. kiiJCIIFRT 

J Bob Grair* 

SL PERVISOR - XL D MUXiJ^EY 

Broun &: Williamson 1 '''LL 

1 KENNEDY 



(Kools) U 
! S 



J 



J(HIN 
SINNOTT 



(Viceroy & Tube Rose Snuff) \ NORMAN 
j CHESTER 



ens Columbia, Inc. 
(tv sets S: recei\crs) 
Standard Brands (Royal Desserts, 
Blue Bonnet Margarine) 



TOM 
TIL.SON 
Dan 

M nnahaii * 



SUPERVISOR - MAC DLNBAR 



American Chicle ( Beeman's Pepsin, "] dq;^- 



\ DON 

Chiclets, Rolaids) ( CHAPMAN 



Aiiahist (Anahist, Mist-o plus, ) ciiFT 

Super Anahist) ( SI.AYHAICII 



Assistant 



AGENCY, ACCOUNTS. AODRESS i PHONE TIMEBUYERS 



Caller Products (Carter's Pills, 1 CAMERON 
Nair, Arrid Spray Deodorant) | IlIC(;iN.S 

ILiHley ,4 Hoops (M&M Candies) i JJ^UOm'i'SON 



SI PLRVISOR JOHN HAIGIir 



HILL VARNER 
Jack 

Dougherty* 



American Sugar Refining (Domino, 
Franklin S: Sunny Cane Sugars) 
Canirell & Cochrane 
(Super Solt Drinks) 
(;ro<ery Store Products (Cream of 
Ri<e, Kitclicii Bouquet) 
Minute Maid (frozen fruit juices) 
.Moitoii Packing (frozen meats & pies) 
Dromedary (cake mixes) 



BHDO 

3a3 Mailison Aw. (17), EL SSOOO 

C.RO(P III ADS- HILL BORCHER I , 
AI SI IN BREW. lURB MANEI.OV, LOU .MILLOl 



American Safety Razor 
American I oliac CO 
Armstrong-Cork. 
Bon-.-\mi 
Bristol-Myers (Ban) 
Campbell Soup 
Curtis Publishing (Sat. Evening Post, 
Ladies Home Journal) 
De Soto 

DuPoiit (Cavalcade & General) 
Du Pont— Zerone, Zerex 
Eledrolux 
General Baking 
(General Electric Lamp Division 
General .Mills 
Goodrich Rubber 
Hamilton Watch 
I <\cr Bros. (Surf, Breeze, Swan) 

N'ehi 

.Maine Sardine Industry 
N. V. State Dept. of Commerce 
Peiiick & Ford 
Readers Digest 
Remington-Arms 
Revlon 
Rexall 1)1 ug 
T.W.A- 
Uiiited Fruit 
U.S. Gypsum 
U.S. Steel 
Wild root 



ART BERLA 

.MILLIE 

EBERIIAKI) 

TROW 

ELLIMAN 

ED FLERI 

HOPE 

MARTINEZ 

.MICKEY 

Mc.MICIIAEL 

ELIZABETH 

MOORE 

MILLIE 

PADOVA 

ELENORE 

SCANLAN 

CARRIE 

SE.NATORTE 

FRED 

STOUTL.4ND 
TED 

WALLOWER 



VICTOR A. HENNEIT 

577 Fi/th Ave. (17). .MI 7-21R6 



I ongines 



jines Wittnauer J.*-' 
J 



EDWARD 
KAHN 



BENTO.N & IJOWLES 

4t4 .Madison Air. (22), Ml 8-1100 

iieneral FooiN 

A.SSOC. MEDIA DIRECTOR-M. DONOVAN 
ASST. .MEDIA DIR. (cereals) - 1 . MAHON 
ASST. MFDI Y F)IR. (coffees) - B. BALDWIN 



Diamond Crystal Salt 
Gaines Dog Food 

Post Toasties 
Post Tens 
Raisin Bran 
Sugar Crisp 
Bran Flakes 
Corn Fetti 
Grape Nuts 
Grape Nut Flakes 
Krinkles 
Wheat Meal 



TOM .MAHON 



BILL 
.MURPHY 



JnS'ldtit MaMvcli House CofSee ] 

C.etKri\ FtXxii- L fin ACE 
Inst, t Mi«.J'"''"™'l' 
ISlLSj CnlT(ie 
Rci^l^ iliKwrll llQiu>te Coffee L P^VL 



I'uban Coifr« 



itKABJ>i:»: 



AlsSOC MEDIA DiR. -LFI-: RICH 
ASST. MI.DIA IhER. f^ilw KiiOtb.^-R.'^VMOM) HJI 
AWT. .Mf Lir.^ Lllk. (drug hfinjs) - LifE CUrT 



Jar Tin 




\SS<if: MEDIA IHR, - M. 
.\liST. MFIHA DIR.-S. 



KItUl.lH 
HAVFN 



JohnvQFI f; Co- J 



f AHVl 



Norwich Pharmacal ( Peptn-BssinoT j 
Buckeye CfJlitlflse 
Gia\ c Labt 
Mutual rsT N.Y, 
E'ream 
Pepptu ll Mfff- 

CarlinK Brewing ' 
Diamurul Malili 
Gen. Elfttrie 

Contimental Oil 



ivHn'AO 



mA.vK 

LIONItTT 



Ditersificd Products (2) 



ASSOC. MEDIA DIR. 
ASST. MEDIA DIR. 



E. BOWMAS 
D. HARWl-S 



BO« MV^ 
I* HARRIS 
( tomp 



American Express 
Assn. of American Railroads 
Cigar Inst, of America 
French Govt. Tourist Office 
Railway Express 
Studebaker 
IBM 



IJEK.MIXillAM. CASTLEMAN & I'lOi 

736 East 3»ih Si. (16), LE 2-7550 

1 

Crilfm Polishes i hot J 

BI0\V-HEIR\-T01G0 

6 to Fifth Ave. (19), PL 9.1717 
VP. S: DIRFCIO R RADIO /T V - f< HtN KW-t 

Philip Morris Tobacco Co. Li.i, I ^'/if'"? 

.Armstrong Riibbei J nflB^OK 

American Home Products 
Bond Clothing Cn. 
Knickerbocker Beer ^ vL^E^K-* 
.N'at'I Shawmut Bank 
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SPONSOR 
lAstiwq cotttiuues patfe 



HEART 

and 



makes sales 
friends 




Ivctters like this that a|)|>eared 
as a welcome "thank-you" to 
Dick Doty in the Democrat 
and Chronicle and Times 
Union are tangible evidence of 
selling "heart" and the human 
approach. 

When WHAM Radio per- 
sonalities talk to the more 
than 2 million people in 
our WHAM-land area they 
listen because it's done 
with a "heart." 

Whether selling a spon- 
sor's product with a capi- 
tal "sell" or asking lis- 
teners to help a friend, 
WHAM -landers listen and 



\ 

\ 
/ 

] 

<! 

J 



^ Grateful Patient 
J^b.n someone doe, ,ome 
especially wonderfu ?!; 
^ourteou, response i, to than\ 

Th)5 IS fairly simple with 

«nen jts necessary to exnr«c 

"stc ij indeed magnified 

The city to which I owe an 
enormous debt is your own 
generous Rochester. In fact be 
cause of Dick Doty of qJI'r 
Wham- r l ' ^^taljon 

fd ndf; '''' ^^'■"''^ "ew 
nends from your area number- 
'"g over a thousand. Just a 
-eek ago I ,.33 released from 
' hospital following 

a month's confinement. ^ 

absor,.f» ^'"""''■"g I needed 

ceived by Adl^i c, 

hospital. 'h<^ "me 

Although I have never h^w 
the good fortune of vicir 

nTght,?'^' D ^'f 

EiLEEN MACK 
6243 S. Talman Ave 
Chicago 29, lii. ' 




act. 

Folks like Dick Doty on 
WHAM put their "heart" 

in it when they sell for you. They go to work on your 
sales force as though in your employ, which they are. 



Ask Hollingbery to tell you about top local and network ratings 
— Western N. Y. coverage of an area where people have more 
money to spend — prime test market and other pertinent facts. 



RADIO SELL FOR YOU 



ROCHESTER RADIO CITY 



The STROMBERG-CARLSON Station, Rochester, N. Y. Basic NBC • 50,000 watts • cleor channel • 1180 kc 

GEORGE P. HOLLINGBERY COMPANY, National Rmpres»nlativ 
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Riddle : 



Why is nighttime radio like 




taking a batH 




It's SO very personal! Once upon a time, radio listening was a "family affair." The 
family had one radio. The family listened as one. Nowadays, you catch radio by yourself. In 
your car. Your kitchen. Your bedroom. Your cellar workshop. In short, radio has become the 
personal medium. And ABC Radio has developed an entirely new concept of personalized 
nighttime programing! 



EW SOUNDS FOR YOU 

• LISTEN! A brand-new idea in radio programing, designed for today's listening habits. 

• LISTEN ! It's the up-to-the-minute way to. buy network radio . . . full sponsorship of 

regularly scheduled program segments. Only $800 buys a complete program 
segment on the full ABC Radio Network. 

• LISTEN! On the phone or in person your ABC Radio Network salesman can give you 

the exciting story of personalized listening — the new sounds for you. 



li^k 

"">i. .Jill III. II III 



"Mil, 
*llllli 



Kwm^ 



I, ... the new sound of ABC Radio 
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SPONSOR 




I 




g h 1 1 i m e 14 November 1955 
SUNDAY I MONDAY 



TV COMPARAGRAPH QF NETWORK PROGRAMS 




T U E S D A r 



WEDNESDAY 



THURSDAY 



Ni ghttim e 14 T»aovember 1955 
FRIDAY ISATURDAT 




Mt«1 tni PrtU 

fta Amor World 

Alrwkjt 
JWT^ lit nk^ 

, JobDI UvUTlUl 

JWT MOW 



MY TIaM 
V»utti Ftna 
It 



Roy R»fltri 

ato fdi'' cT«oi 

53^ »■ 



NVblutiill 
BB&T $8,500 




I'til MiU SSOB 
74NT lU. U» L 



D Eduardt Mawi 

PaU Mill 

SSC&it 



Kuklt. Fr«a. k 



tta nelwOik Kuklft. Fnn & 
prosrimbE Dill* 

i-7:30 Cb oi-l L 

i Tony Mtrtin 

kii'K- Ft: Grey John Oily N«Wi 



■ 33N\ m.iv.i L TQ-iY m oni L 
Buthanan $19.500 bB*T tB.W 



Robin H»M) 
Joliiiion & JoluUDD 
K^jnuIJi Mflili StandntJ Urandi >VIlilro9t 



Warn or BrWL 
Prawn b 

;( 9/13 TaO-S3» 



0 Edvatdt Newi 

Poll Mall 
74NV Ui. ih L 
SSCB ttSOO 



KuktE. Fran 



Jahn Daly Niwi 

IdUlM L^i 
3SNY ni.«.1 L 
Wad* H9.S00 - 



0 Edwardi Niwi 

N«rnti* Cnlf 4 
KuniBal 



DrocriJDlD^ 



Tha Luty 5ho» 
L«tin * Flnlp> 
MoC-E 



TWO Waitf on 



Daly NIWI ' " Edwardi Nawi 



Caliau Varlaty 
Hour 

•■Pilmolli 



13 wkt _ 

Elty JSO.OOO 



Bum* & Aliao 
CusaiioD Co 
HlHj 



Camrt Ndwi 
Caravan 

. J. Rsysolda QE: Maxon Nam* Thot Tui 

^ J5,000 C4W altrt f^^ 

por hr MonianlD ChMi- 
NL&B ytwt 

^ uIoBB Phil SlIvM-aSho^ 



u.lb 



BB&T JIS.0OO 



1» ^' • " RAR i7*rM Octitral MIU* 



,,,SB"t«i"»fa FU^.lS^V Tir* 
(black * «hti#> 4 Eabbtr 
7:J0 B (Iwk jflNY 



Tho* J Llpion 
Ua. louD mUei 
V4 R alt «kt 



Cuur'a HDi;r 
lUcDlnstoD Band 
Y&R 
Amsr Cbklo 
O-F-S 

Hone no Curtli 
Ludflln 

NV L 

JMI.900 

ProdutWi 
Shvwuat 
{Sg«<Uculari> 
IN COLOR 
18 a.30 IwKlnl) 
Poid aiotar 



lEity 



BCa: 



K&E 



Qoo^eir Tlra 
Ik Rubbar 

lit «hi 

Y4R $57,000 



Tho DoUy Matk Oanaral Fda 
Show Y4R; BAB 

at 9/12 "ijyNi ^,t„n^ 

BB4T tSO.OOO _ 



K4E-' $760,000 
Madli 



Warner Br«s. 
PTMBnts 

1:30- 8 '.39 
(cont'd ) 

Wyan Ear* 

It S/S 
Parkar Pao 
Tattiun- Laird 
0«ri UUii 
D-F'ft 

NT f Rui 

Danny Th«a<B 



all < 



Navy Lag. 
Maytae 
MtC«nn- 
ErttkMA 



Carnal Nwi Carta 

a J lUrnolda 

t,lh,r, 1 In 4 ■ 
trtlr 



Martha Ray* 

Shvw 
Ml lion Borlo 
pvciy 3 wki 
IICA KAE 
Kutibcam 

porrln.Poji 
mlrlpool K4E 



Rmioo 
BBNT *,l 1. 
Norman, Cr»lg 4 

" 400 BIS -Flgh* 

paiUc F 



Olin.yl.nd ° "C™'""* 

C*y»r H tr wkly Ku, ^'',^! *" tg.'inw 

Anwr DAlTT " 

CMf ball.Mlthiir, B„^, I 

M br alt wki ami " 
H hr |37,!7i 

DInayUad 

IT:3»->:4f 

Derby Food) Codfreyft-Frlandi 
MiCun-Crlckaon Tool: hom» parm 

% br alt wki W4C oli nhs 
luu Bj r CBS Calumbttt 
I br II " 



of lha Yuken 
Uutkor Oati 
WBIT F 



Dinah Shcm 
Cherrolet Din ' 
Hy tu.th L 
Campball-EValj 



rhc Adventura 
ot Chamoion 
CulsiloPatra 
11/4 A 11/11 



Whafa tha 

Sliry 
AllCD Bi. DuUi 



Eelloec 



Stadia Sf 
B 3 HalM O 1 
snfT T 

MaiM mm 



M-G-M Pjr*Jo BurnrtT*" 

SSCB ; Bvriwtt 

a*a Focdi ^ (3^000 
B^B; Y&R " far J',, hr 



Stre«n Olreetora 

Playhouu 
Ekit mail- Kodak it 
T8KY F 1 Erwin, 

JWT ' _ 

JWT 



' NT 



1U,000 



Matt 



Mlllli 



Modkal Horlii 



F&S&R }S7,000 



Loritta Young 
Show 
P4a ' BIB 




BBOO ADartcaA Tgb: ' BSNY 

t3 nk* m 41 pail luU Klat f alt wti 

Dow CbaiBloal ftSC B (i*» tfll carUr' Prod a 

McWanw. Jafta riwlaa Cbi7*l«; 121NT L 

& Adaai $3(,20fl SSCB »3S,0O0 
Gfiknt $a,0OQ 



BIHj 



Flraaldo Tha^l 
Play «f th oWxk j"40 Oorooton 
Whnlin Druia NT 
ProluM 

XT r 



Uu«fiararia 

Knaniait Mfc 
**qaLr* ttUtb 

MhuJ «ll "rti 

t, niarmacouUaala: 

rdi. garltol 



Ttia MIlllonniTt 

OoUata 
T*d Balet 

iHa ii*tM'oil( 
Dtoerttnlnii 
S« Oct only 



Tho Big Plelur* 



R Mantgomary 
PraMitts 
giS(l-!0:10 
« C Johnion Bii 
NLAB Bitnk ' 
Schick; K&E 
S2NT L 
$47,100 

R Montgonary 
Prea*nli 

9.30-10:30 
I we abD») 



Had Sk«lt*D 
, Pet Ullk 
GardMT alt «k 

8 O Jobnaoo 
T5Hj T 

NL4B »4I,000 ^ 



Playwright' 
City Aulgnmaart Ho-jr 
VVhclan Druci Pontl 
pToduet NT 



Brtak the Sa 

Chrysltr- 

MiMJ&A Gr*nt 



luifit* 
ner TnbiMO 
H, Hatkett 



StudI* Ona 
U'eatiDflMUia 
aooliautta. TV, 



Nawi tt^lha 

Night and 
Sptrta or tha 
Night 




Tha tM,00« 
Quaatla* 

tUTlOD Pndi 

eSNY L 
Norman. Craig 
& Kumm*l 
; $25,000 



Hulbvtd 
Oorural Uoton 
l<>lGldalro DIT 
FC4B $32,500 



f Armttronp 
CIrel* Theatra 
Armitiwig 

BBOO 



Wwlnaaday 
Night Ftghta 
Pabii Bfwioc ZOth C 
W« nrltk4U gt«f . Fox 

H...n«.ar 



i^vtr McCE 
AC Spark Plus 
D, P. BraCitr 



$50,000 Vii 

M'a.lrfr,;, __i!25,0OO 

Kanyoa A, Etkh, U.S. St*>l Hour 
^t35,000 U.S. Steel Can> 



BBDD $45,000 



»2.500 




[BUfa Allan 
11:39 pm-1 am 
4fiTar ca-f L 
I'Dln partte; 



No oetwork 
provramlU 

m,t,tb.r 




TaaIgM 

IBt^a AllaA) 
11 jg pn-l aa 
lu at L 
1-alo parti* : 
time * talaot 
t3S00 to $5750 , 




««ifiplanntiotii (o help you u»e fM» chart 

■■•i'"ihl°M^J!''""™ wl)'' not iDclud* totnmartlili 
ai bui, ■""'^ rotoMltilon) Ui tho cIlenL 
i; u,. .. * "'"F crtllnali ani! 



r time cbarcM. Ittey 



""IF crtllnali 

„ '"1 Wimdty 1 
"wlliM Tin* 
"1B(1: Bi 



Iba IjII acaioB. V 
Uiii Focer* tha tbov 



■uch caaaa. t 
■ prico tpt 
tha week. 



• : Ch. Chltafo; By. Hollywo«l: NT, Hi" Toit'. Tat. 
K- iBi ui^ - -'■ aW TV: ilaul, ntniMkul : ilif, ih, ihar*; 

^•''l. aiii^ ^ ^^^'^ la tairlod on T5 lUilooa. otlfl- 

' taanl™ 7 "atl™!* lalwut ihoo lift, the rxl i.rry li Ha kino, 

'ill. M ' """"'^ I" ^'f "» PiuBfMJ on IhU profram. 

UdI inl'-" ^''^ nem-t.rltiF Belli la S-mln. lereoaoU. Wllh 

»fr,i I- " **' '"w ll.SSS fof 10 lUUmi It, $3,883 lor 89 
> .STU- Tt "tLf ijnmnl Tho ilio" li actuaUy tvlortil lor 3 hour* 
^ r> , T*,,^ bdowi. with Hid ll.lid hour a roptal or Dm 

"t'ti'tilL* i^Tu-on? ^'ll'*'' P" l'""^ partldcaUoo rai)««l 

■"^l' luli' . Si " •'"'ari.. Scimrnu .ro icallehli lo adtoril^ri 

?^:'t» Ah .„ tIL^" PBKhu* inylhlna IrwB ona-abot to ui iBtcnilia 
tiii^licIrL, ^Sy' "0"""«lal Ooilhlllu the lUttii of III id>ortIa*7l 
Klar iw^i-Tr" 0*" 150 <1I>«U to diu; uotif IhoM 

IWT- .J^?" "I'l*" "1"' ifMitlail: Oraro I*b«.. Harry B. 
Oilii' i>L^?!"''?^ Appio OMnmlatlon, Ctolin-Wthbor; Blaieil 

u^^'" it 5!: i'tCwx-Erlckion; Canm^rrl.li era .oen on . lm.I 
In ih, rl.i J* •dually ttl*rait Ijt llirto houn. 7-10 am. CNVT; 
J'-mCm,! ^ "fl iPPilonil) Woittm umo. tbi acrand hour In ll.o 
, *^ iwiu»d ,\ I" lha CvBlr*] Moa. ODmmortltti 

ll.jl ^ " ihlnL 

••1 am. era alio part of HBO TJ^ 



SponsoTB ItBted alphabetically 

Aluminium Co ol Canode, JWT: CBS, Sun 5- 

A o' soif'kVltrg, Brother: NBC. Tv 10-1030 pra: 
Amana. Vl.uVy. I.fi ft Manliall: CBS. .11 T». 

S S-ao i.m: Sot 2-A St rm, a 0*t.^32 Oct 
Am«. Chute. D P S: NSC- " J V^.lt W 
Amtr. Dairy Aun., Camoboli. Mlttiun: ABC. (It W 

Ann. Mgioi Pr.. Bitw. Bilm * TtAgo: CBB, 
M-P l!;IJ30 Po: M-F -I-ISIO pm: Ttt 
H):a« lO *i uin. B.30 10 |>iii 

Amrr MotoTi Ccjer; ABC, W T;3O 8:30 pm 

55.,; Oil c... J^'ph K'"= cB«i^f 

Amer. T**i.. BSCB CBS. TM, Th 7:311-45 pm: 
NBC, .11 F •■>J0 pm; ABC, alt Tu >-t:S8 

iim- Bimo- CBS. Sun : no 8 vm: M. B. 
Uerki'li NlIC, .It Sut 10-3011 pm: Sun 

Anhe'uwr'-BiKh? D',\ro: CBS, Sii 10:30-11 PIDI 

ABC T S-1Q*B:)5 pm 
Chwiea ABt.ll. NBC, M. W. P 10:30-11 im 

t Co^ fCAB: .NBC. S", 10;'3^^<I 
Armitrens, DBPO. NBC. all T 1«,10.30 pm 
Awot. Piodi.. Qrw. NBC. Tu »:S0-8 pm; M. 

Av(o! H'pnlon'** Bo-tUi NBC. Sat altamoon aamo 
HUel Blth«g. Snector: KBC. W 10. 10:30 pm 
Bardea C*- TAB; KBC, Th Id9 t pm; DOSS: 
CBS. F 1115-30 am: NBC, m.w.l 4-4:15 pm 
Btllla Mf.,, JWT: ABC, Th ■■9;3U pm 
BrW1o(-Myir>, YAlt. DC»M: CBS, Sun 6:30-10 
^V-.i^T ■■0.1015 au,: M. VY lOJ^^ 



icrih agency and time *m air 

CBS, TTi 9:30-10 pm : ABC, Th_B_'30-5'45 pj 



Th S:15-5 



Brown & Wlillam***. B.tea: CBS. T 10-1B:30 P 

F 2 ;:1S pm-. APC. alt W g :30 10 Pm 
Campbell Soug. BBDO: NBC. F 9.30-10 pm. 
CBH. Sun ;-7 30 pm. ABC 
G:45-fl pm 
CarMllon. Krwia. Waiey: CBS. 
ABC. T 5:45-5: " 

Earlir Ptidi.,''saCD: CBB, all Tu 0-9.30 pml 
Chat BDy.Ar-D», YAH: CBS, Tu 10:30-46 am 
Charrolel. Campbell Ew.ld; ABC, P 8:30 » pm: 

NBC. Tu, Th T:30 (S pm _ .„ , 

Chryikr. M't. Met". CBS. Th 8:30-9:30 pm, 

Nile. sU 7 7:30 pm; Cmi ABC. W 9:36-10 

ChurKlni. 3vrT: CHS. all Th 10:15-30 aa 
Chunky Choa.. HlJItm A aigflo; ABC. 3ui> fi-5:aO' 
Clba Pharm., J^^T; ABO, M 93P-10 nm 
C0«a Cola. D'Arey: NUC. W, P 730-45 pm: ABC. 

Cotg*t».°&ir. BHoa. HuiilMi: CBS, M-F 11^0- 
IJ noon; M, W. V S-830 pm: D.l" NBC, 
Sun S-9 pm: NBC. Tu 6:45-B pm: NBC, M-l 
13-30-49 pm; Bouiton; NBC M F 4:45-8 pm 
Contlnontal Bkg.. Batei: NBC, W S:S9^« Pm 
Converiid Rlee, Lro Burnett :CBM F 19:46-1 1 ino 
C«-« PrWa.. C. -L. UUIac: CBS. W i->:lS pm, W 
D.rby''Fd'i!.'MJc.nn-Brltkion: AUC, W 7:30-8:30 
D*S*ta M*far. BBDO'. NBC. Tb 8-t:8» pm. 



Long Jail* silver 
Li(o la Worth A- Ooodmw 

!-'V""r^ Boh Cummipgi *■ P'"' Laflon 
Admiral Osm r, j. aaynolUa. '^'^ . ^ 



10/13 i 
Wasay [ 
3 20.000 



tin Hon Stop Iho Muilt 



$26,000 - 



^ Tad Bate*^ 

{2<!000 



Mtmi 
3-1 r 

Uotpolnt maiwotl hi coff, 
I Mk iriih TBA ivelior biker 

fjB, choc, pM( c«r*ati 

□linker n.ik 7S,VY L 
BOO $24,000 DiB »«00 



DeSoto Mti Dl 
137Hy ' 



Bait 
Si^ott Pipar 
SlHr r Gi 

JWT $36,000 



Nacchl Seirtnn cUmu (diamaii 
Rnowi Quellty J>vlr* sti^„ ^ stars 
^ IN OOLOB 
„^ (1 Kk in 41 
M-000 Cbryalar Oorp 
By •3f-tJ» L 
MeE $55,000 



. . , Croiwoad) 
Paople-a Cholte Oiirrolet 
Boidon Co: 115NT W 
aJJ produeu 
59NT F 
V*R C«mpbal|. 

Eweld $28,500 



□ ur ^lei Bro^ 

'a«n"i Foodi 
V4R r 
(30,000 



Mewl Caravan 
L Plymouth 
$3000 t..th.i, 1 ui 4 Dt 
Elty 



Lite af KIU> 
IWNl" L 
"^.AR $30,500 



Beai the Clock 
Hyltanle Kkcir 
« ^ . K,i_ Prod* 



Slasa Shew 
Ncillo 
Bryan Houtlon 



Grand Die Opry 

Guitd, Baieom A 
Bonflgll 

NailivUlo L 
St 10/15 
asorr -tiii 



H onoymooneri 
Ocoenl Uotur*- 
Bulck Dl*. 



Kralt tV 
thratr* 

Krelt Food*: 



Star TotitU 

Brillo Uri cilmti; 
asm I- Shower of St»ri 

B.30-g:3U 
lurr «iT*rtA C''*in'iler Oirp 
JWT $17,600 MeCann-Erlrtton 



,IWT 



$28,000 



Tbia la Y«ur 
HI* 
^ PAQ: lUam 

Buel Blabop; 
coametlel 
$lHy L 
Raymond 

Specter $25.000 



Down You Go 

Weelem Union 

Albert. Frank „ ^ 

Guenther.Lew Four 8t«r Plyhi 
eli wki Briitol Itran 

Amer Homo Prod* ^A R «» wk» 
P&a BBLT BlQcir BowliK 

NT L MkJiUk Co 

$8,500 «».inNT T 
Y&R $39,000. 



Dr^ad 

Uffott * Uyara; Dollar • Swood 

ebaet.mild. " Mofen D.rJd „Th. Crwadar 
lOflNT r Wlno ^jj^J- a*"Oldi 

. Wala* & G*]l*r 

Cunfhn A j| >ri Don 



BI) Btiry 



Shea 



r Pon 



U f l-i£J" Lai 
$32.500 



Sadlltl Plw. 



Fard TheaCr* n,, 

L&N $3^500 

$«,0O0 



laSNT 



OFS 



$25,000 



& Poml'i 
BBao ait 



9 10 
Dodiio Dl», 
t^Iiryelor Oorp. 



Sporli Thrllli 



No Dedmrt 
procramlnc 
n.i.tb,r 



General Poodi 
Jelta. MUl. Ktu. 
Initant Sanlca 
- Y4R $28,000 



Wanlad 
Aniar lloma 
ProduBtt 
BB&T 



Neva ct the 
NIghl; Sa»ii 
Of tha Night 

JfY m-f L 



Lui Vldi* 



Bota* 



I Taiogiatao istN 
co-p Maxa 
I> NV 



Parwo to Partoa 
Am* r OU; K atz 
Hi mm Brwlss 

C«re g6*H.Mlt tnin 
Blgla Wei«b 
eJtwk 

;83NY L 
„ $33,000 



Tanlihl 
ISiefa Allan) 
li:39 piB-1 am 
Var tD-f L 
L-mla partlc 
tlmo & la loot 
$3600 to $5750 



Taollhi 
IBt«*a Allan (' 
ilJO pm-1 u 



No oat wort 
protramlor 
m.tu.tb,r 



nrovraialna 



Rod Barber't 
3tai« Farm \ai 



T**lckt 

|Bi**a Ali*D) 
11:39 pa-l as 



l-sln paitle: 
Mm* A taltnt 
$3600 to $5750 




Th* Big Surflrlti 
SpcWtl Purci 
SSCB WAG 



Parry Como 
Show 

KloorMX FCA B 
Noxzema SSCB 
Uuld Seil 
Uampbelli-Minun 

Uormuyer 

Shaw 



$106,000 



Sa* di 

P Lonilard: 
•Id fsid old 
131NT L 
LAN $27,500 



Comgton 
out ol 4 trkt 
$3Z,50O 



GUMmolte 
1.&M CA^W 

a out Of 4 »ki 

t 

Damon Ruoyon 

AJibeuier-Bu*cli 
3 out or 4 Aki 
" 97NY P 
.O'Arey 

$35,000 
Fwd Stv 
Jublle* 
ford Motor* 
JWT 
L'very 4th nk 
9 3P-II 



Paoola Ar* 

Tool Burnett 
Veparmet* FC&B 



Jimmy Durunto 

Teia* O 
Kud ner $40 .000 
^eciacutar 
IN COLOK 
9 10:30 i Mkin4 

01 demob Ho 
Brothor $200,000 

Georgo Gatael 

Show 
(3 nki In 4| 

FCAB™"" 

$41 .400 
Pot Milk 
Gardner 

10<UJT I, 

Your Hit 
Parwl* 
Waraec Uudaul 
KAE 

Alnar TobaiMu . 

138NV H 
BBDO $35,000 



Ford Slar 

Jubilee 
9:30-11 pm 
JWT 
B^err -llli "I 



Dndpa, Gunl: ADC, Tu 9-9:30 pm: Sat 9 10 vt^ 
Doll Salei. Ayar: CSS, V I:45 S pm " 
Qarmayer. Jthn Shan. Sat. NBC. 8:15-9 pm 
Dow Chemkal. Aletftl.TAA: NBC. M 9-9:30 pm; 

Sal a-fi;i.. |im: CBS, Th J0:15- 11 aiiv 
OuMont L«t».. direef DTN. F T 30-8 pm 
DuPmiL BIIDO: .VBC. TU 0:10.10 pm 
Eaitman-Kodak. JUT: NBC. W 8-830 pm 
Elpln. VAR: CBS. .11 F 10:30-11 pm 
Emerion Drug. UJI: ABC. eU Sun 9-9:30 pm 
F*lth lor Today. Rockhlll: ABC. Sua 13:30-1 pm 
Falil.fl. AlUT. Sira S-5 pm 

FIriitona. SiiieDey A Jamct: ABC M 8:30 9 pm 
Fwd. JWT: rJBC. Th 0:80-10 pm: KAE; e» 4tti 
M 8'B:30 piD: e* 4th ivk CBS. Sat 3 30-11 

R. f."" Frofxtl. JWT: N'BC. W 1:30-45 plD 

General Cigar. Y&B. NBC. Sti iltemoiin lama 

Gararvl Oynamt^a, Morty. Bumm A Jahniton«: 
NBC. Sun 130-3 cm 

GenenI Eloctrlr. RBDO: CBS. 9un 0-0:30 pm; 
CBS. au W 1011 pm: ABC. TU 7:30-8:30 pm 

Genoral Foodi. TAR: OBS. 0 30-10 pm: NBC- 
Sun 0:30-T nm: CBS. alt M 9-330 pm: llftll: 
CBS. r S:3O.0 pm-. Th 10-1030 pm: NBC, 
Sil 11-11 30 am 

Banir«l Mllli. DFB: ABC. Th 7:30-8 pm: CBS 
Bet 1-1:30 pm: A E-R: CBS. 31. W. V 13- 
13:15 pm; RBDD: CBS. F 5-5:1! pm: M. W, 
F .1;15 4 pm; W. F 3:l!.-30 Pm: Tj.- CBS. 
Set li aO-Un; M P B:16-r>:30. 5-ISlfl pm 

Gen«ral Moteri. Frlgldalr*. FCAB: Chs.ITk. II- 
li:15 am: W 10-10:lG.Bin.- T 10:3>l' II |.m; 
BuUk Div., CllS.tflat 8;30-0, pm r 



G.rt»r PToda.. D'Afcr: NBO. Th 1»:15-8B amj 
CBS. alt F 8:30-45 pm 

(taoeiri: T*H; HRf -H Bun 9-in pm 

jShni-Manivllle. JWT: NBC. .It Bun 8-8J0 pm 
! 30 • Oli; CllS. «un IH" ' m. «"■>» »" 

LahV^A FlSt'l^: CBB. San 8-8:80 pm 



Lantharlf. C&W: ABC, ait Bun 9-I30 pm 
Lever Brw.. ,McB CBS, il. W lO 10:15 am, 11- 

Ll-lS am: F 10:15-10:30 am; Sat :30-3 pdi; 

Avm: CBS. M, l-'l-30-4S pm; JWT: NBC, 

Thu IQ-II l>m: CBS T 10-10:15 pm 
LIbby. JWT: DTN, Th 1:15 1 pm 
Ltflgvtt A Mytr\. CAW: NBC. Th 3-9:30 om: 

ABC. W 8:30 0 pm: CBS. Sat i0-iO.3O pm: 

ABC, Tu T30-8;39 pa 
LInteln-tlamry, KA^: CBB. Sua 8-9 pm 
Lonplnti. WItineuar. Bennel : Ct>3, Th S-d pm 
Thamai J. Ltgtm TAB: CBB. U BJO I nm 
P. Lorlliard. YAR: CBS. F 8 8:30 pra: Sal 9- 

9-30 pm; Sun 10-10.30 nn,; nrc, F 8-830 

Lude*!?'*. Ina.. J. M- Mathii: NBC. F 630-13 pm 
Mart Candy. Durnvtt. ABC F 5:30-5:49 pm 
Mattil. ABC. alt \V 5:3ll-n-45 pm 
MayUg. McCemi-Ktiaioo: CB.t. alt T 8 30 9 piu 
M*ntiattait S«ap, SHAW: NBC. T. Th lO-IO.li tm 
Minnan Ca., ilrCiiui-Ertikioo. Iv.nytn A Eck- 

bardi: ABC, W 10 pm !« ranel 
Mllci Lnbi, Wiile: CB.S, Tu la-[0:IS em: ABC, 

\V. F 7:13-30 pm; T 7:1S-T:3I) pm 
Mtnn. Mining. llHDO: CIIS. M ID30 IS im; T 

10:45. IL aoi 
Mogan D.vid Wine. WAO: ABC. F 9- SO pm 
Mont.nto Cham.. NUJI'. ADC, Tu 7:30-630 pm 
1. Moniankr. Ludffin: CB:^. Sun 10:3011 pm 
Nat-I Bla«ull, McC-E: ABC, F 730-8 pm; CBS. 

ell Th 10-30- II pm 
NaCl Carhofl, Eily: CBS. W 8:30-9 pm 
NafI D.lry Prodi.. A»er: CBS. Su iJ-i pm 
NKchl. Qrey: ABC, Th 8:30-9 pm 



Nailla. Bryvi HouiWn: COS. Sat l-t pm 

Phar»^ulkal». direct; ABC. Th lO" '0-30 
Norwleh Pharm., BAB: CBB. Bua 11-11:1$ pm 
K^ima. 9SC4B. SlI "BC 8:15-8 30 
Old Outth Cofleo, Du Moni. Th 7-30 8 Pm 
O dimoilia. Brolhar: NBC. 4tb Sal 9-10:30 pm 
Pw.A» *l™wv JWT: NBC. all Sun 8-8:30 pm 
pH.r M.lo. FCAB. CBS. Bat " 9 J? 0™ 
p^kor Poo. Tatham-Lalrt: ABC. Tu 8:30-9 pm 
pS Silk. G.rJir: NBO. Sat 10-1030 pm; CBS. 

Ph.r^.MUtU.Vv ° n... K>.U«-„\BC- .It W 9-9 JO 

l>n. Sun 9:30-10 pm. lO-lOJO pm 
PhlC mSVi.: SBAT: ABC IL'^Y-.S i^t 
Pllliburr, Buroeii: CB8. U Tt 11:16-89 aa, U- 

pi^iutr m"mJ,1». NBC. .11 T ID ID'IH P.l 
CBS, \V 9'10 pm: •» 

"•"to,;, o»pu.: ras- >';'■'',•'£,• '.Tj.'S^-. 

1 pm: 4:M-S pm; l-*:iS 0,™:,," 
mill 10 10-SO Dm: W 10-10:30 1>m .It SI 
fJV JO .m: CIW 9.1 »■• ™; B« OJO 10 
pm- F lo'lOSO pm; >' !!«0 P": NBO, M -F 
11.1J15 pm: NBC T 0-9-30 pm 

PTpa.ilUI Ini. Cuin. « Hiildcp: CBS, .11 U 
10:15,30 .m: Sun B:30-T pm 

& 'SS^ '?^-B%^lS ;s£ ,130.^ pm: 
Th T30-8 pm; tthitry, Bakor a niaen. 



RCA, K&.B- NUC, il 19:30 pm; T S 9 pm 
Rimlngton Rond. TAB: CBS, elt Sun 19:3 
pm: 8-9 



-11 



Ravlo*. BBItG. NonDBJi. Crili A Kummoi: CBB, 

ait T 111' jo 30 pm: Run 10 10 30 panic 
H. J. Royooldi. Eily: CBS. 3 rrf 4 Th. 13:30-1 
pm: CBS. Tti 3-8:30 pm; T 8 8:30 pm-. T 
0-9 30 pm 

Roman. Nwrnan. Crals Eumiael: CBS. W. F 
T:30.4S pm 

Rea*fl*ld Pkp.. G.BAB: ABC. Bun T-T30 pm 
SchlFk. K&F,: NBC. M 0:30 10:30 pm: Sat alter' 

SthirD** BrawTng. LAN: CBS. T 9 9;30 pm 
feoti Paper. JWT >-BC. VV S30 9 pm: CBS. M 

3:30-3-(S pn: Th 10 1016 *in: Th 3 45 1 

pm: CBS. Sun 5-S'30 pm 
Serta. BoiotlD A Jacobi: CBS. M 10:15-10:30 
iin: p.nir 

Shenrter Pen, Studs. CBS, all T 8 830 pm; :j|l 
U.n:3o pm 

BI**Bla Oa.. atCB: NBC. .It F 9-1:39 pm; CBfl. 

W 19:16-30 am; W 330-46 pm 
SlnBai Sawing. VAIt: C»t>. Th 9:30 19 pa 
S.D.S.. McCann Bilrkeont CBS. ill r B:89-45 pm: 

NBC, Sat 0.9:30 pm; ABft alt W B30 3:46 

'3pi(det, SSCB: NBC, Sit T:30-8 pm 
Stalay Mfg.. R-tB: CBS. .It U 10 18-39 am 
Standard Branda, Bilaa: N'BC, U S,'39-8 pm 
(I'lcaio turn to paia 134) 



STEEI 



The Wheeling Sieel Cprpprplipn, with eleven 
mnd^rn plonti iptpTct) olpng o !S mile tenth nf 
ihe Upper Ohin Volley, emplnyi 15.000 pepple. 
Wheeling Steel hoi on onnuol topotily pf mpte 
ihon 2 million (om. molting il Ihe lenlh Iprgesi 
sieel producer In Ihe U S An obundonte Pt noi- 
urol reiaurtet. skilled lobpr. pnd pdequpie Irpns- 
portoiipn. porlitulorly Ipw <ail ironiporlolion on 
Ihe OhiP River, hoi oiltotled mony oihef steel 
pnd pllied plonii. 




The steel industry, (ombined w\t\ gloss ond 
poltery molting, chemitols. tobo«o. ond other 
diverse industries, forms the bDckbane o\ the 
heollhy ond solid industriol economy of the 
Upper Ohio Volley, Dptly tolled "The Ruhr Volley 
of Ameri(D." 

This greot Wheeling-Steubenville maiket is o 
ropidi/ exponding oieo consisting of 416,210 
fomilies. 1.409,300 people; the combined spend- 
oble interne is Sl,973,9flS,000, on overoge af 
$4,742. Big industry meons employed skilled 
workers, whith results in goad, subslantiol in- 
ternes ond 0 rith. thriving morkef- 

Jhe damnan! advertising merf/um ro reatft il^is 
lertile market is unquesiionobly WlRf-JV, 
Wheeling ! 

WTRf-TV has proved that pawer plus good pro- 
gromming ond intelligent promotion meon high 
(Qtings ond suttessful odvertisers. By every 
attepted stondord af oudiente meosurement. 

WTRF-TV 

NBC Primary 

Toi avaitabilities. 
^^all Hoittngbeiy or Bob Fefguson. VP and 
Geneiai Manager, Wheeltng 1177. 



WHEELING, WEST VIRGINIA 



WTRf-TV has proved to be the BIG station in o 
BIG motket With 316,000 wotts, greot network 
shoves vio N8C ond ABC. plus imoginative local 
programs, ond unusuolly ortive promotion tho» 
hos netted FOUR importont fIfiSI PRIZES in 
notionwide tompetition. WTRf-TV has amossed 
the lion's shore of the audiente in the Upper 
Ohio Volley 

The Wheeling-Steubenville morket is NOT o fringe 
oreo of ony olher market, nor ton it be tovered 
DS well Dy ony other TV stotion thon WTRF-TV. 
Moke sure the growing importante af "Amerito's 
rith Ruhr Valley" and the powerful advertising 
strength of WTRf-TV go hand-in hand to moke 
your advertising tompoign o suttess. 

interested in WTRF-TV's mer- 
chandising plan? Ask far details- 




W "The service with the most subscribers" 
LARGEST SAMPLING OUTSIDE U. S. CENSUS 




Each manfh Pulse interviewers visit in their homes 
more than 150,000 different families to bring you a 
thoroughly scientific and accurate measure of audi- 
ence size and other important characteristics. 

Just think, for a single program rating of a networic 
show. Pulse interviews more families than are reported 
by any other services for their entire data!* And Pulse 
facts, please remember, are gathered personally, face 
-to face, right in the home. Interviewing for the brief 
periods checked is concentrated beginning at the end 
of the afternoon, to bring yau total family reaction. 

In September Pulse included in all its reports three 
(3) attempts on "Not-At-Homes", standard procedure 
henceforth. For years theorists have beaten Pulse with 
that stick. 

The actual facts? The "Not-At-Home" is of no 
valid statistical significance in affecting ratings! 

Pulse accuracy even without that triple-visit check 
has been uncanny, a maximum error possible of only 
six-tenths of one rating point. 

So that you can verify Pulse accuracy for youriself, 
let us send yau the test data, a copy of our informative 
booklet, "Pulse Pluses", and a sample report for you 
ta study. 

*Putse intGivicy/i 25,000 diHctcnt tom'ilies per ^dayifmc program — 6,000 
lamrlics per nighttime program. 

This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 





AND URBAN COVERAGE 



PULSE, Inc., 15 West 46th St.. Neio York 36 
Telephone: ludson 6-3316 

iJ3>LOS AISCELES ~%399 WILSDIRE BOULEVARD — WEBSTER 1^411 
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MONDAY 



Qim mmtc 

Brliut' llferi 
0CSS__10-10:IS 
6t?rli B&J 
fliliT lire: FLF 
tBtrr (II m L 
It br Vi.UO 
Arthur Oxfrny 
\1lnitMtn nffll/T 
BBDD il[Hki 

m 10 JO- 11 
Britl'.Myr DCSS 

m. 10:4S'I1 
BOTir L 
clmul Yi hr 



Gitfrm IccnI'dl 
r04B 



Drnrrtoilcc Vm 

MINT t 
GriT 

1. 11:15-1130 



& HI) PiU 

Hurl* Mlo Prodi 
HirlnKn 



Fillh Itf T»<«J 

ruin (oi Todv, 

UNT t Wild Bill Hkki* 



Football 
Die 4, Dm II 



lud 

»Si3'E0 



3:00-4 



I'Lil't Tik) 
' Trip 



Buitr Dlrvoi 
IB 

ITNT I 



, OmnlbiJa 

Alum Co of 
, Cintdi 

JWT B-B:IO Dm 



Foolbiitj 
Olinli 
(0 4. Dte 11 



Ywitti^Wtnti 



Wuh L 
tS.iJOO 



fODtbllt 

aiuiu ,. 

(C 4. Dm t) 



NL&B SO.OOO 



IiU Rrm FCAB 
IIM-OOO 
NBC Dd«i 



Cdti Call D'Arcy 
B'B'.IB A 

. S:30-S « 

. NT 



DI^C Dm 
hhMl 

10-10:90 
PAG: BB&T 
til m 10:lB-30 
BBCb L 
^ he V*i 
hr tl.BOO 

Sixrth ror 



Hrai 

m-f 11-lF 

a-Burr Ltr 

prDcnai. Por 
DLnlo iDirnioK- 
thiTi tr* rlchl 



iftrr I 
Erty S.OOO 

VilliM Lm1> 

88NT iB.iTf I. 
. ll?.000 



Pin: Jmt 
*BNT rr • ' 

B-B.T iio.oon 

Ouldlnp Llohl 
PiO: I'firr rt.i.t 
•"UNT m-f 1. 
C«nipr tt.SOO 



lli.r* O I .Kit 



V, hr SI I JO 

Art I Irhl.co 

fTITr m w f I. 
BBDD 111-* brll 



■ If Payoff 

ObIciU- Tnh 

iMoniDhill n*' 

Ml. IXhnir hn- 
8STJT m-w r I 

Cinr '/« hr t.snni 



, W Thomnion 

a irno-n-i^ 
OinFrni ^fI1lj 
tinlll ll/TS" 



BrrchNr D 
TACi 
IIIVT m-' 



♦ mvT 

B.B-T 



"Win nilollt 



B4B^/, hr J3000 



I-r 
tiLli 



I In) ft ul t7(M0 
' ,]iM lu lor 



• erfiijt 

Frd Mm 
Pmcicr ft Oimhli 
13-13l1B ICC 



Bud 



OollTic) 

a>lci(*-PilBaUTi 
MNT m-l L 

tit A Ic-Jt-4B 
Ctty y* hr 11^700 



BC't MiIlnM 
irtlo ipoaton 



Date With 
Liro 

Bold on Co 
NY in.tT.f L 
YtRi'/. hf IZSOO 

Flrtt Lovi 

Jircini Co 
4n>ui( m\ L 
On- Vt hr tJ.7W 
World (If 



TV GOMPARAGRAPH OF NETWORK PROGRAMS 



Daytime 14 November 1955 



TUESDAY 



WEDNES-DAY 



W^»"*A<»*'* 

m 10-10;li 
Ktlloic Burnen 

U 10:1B<SO 
tS<70NT L 
•U h/ tS.MO 


tio Didrork 
DcoccimlDC 
ill wb 


>lnS D«nf ScM 

10-10^0 
llanhiltan Soiir 
SBIW 

t.th 10- 10-iB 
ColCiu: Bitn 
P&a: BB*,I 

Vt br 11.600 


DitwOTk 

D-r 


(1 11/16 
Den MntOCt 

inJfi-10'30 
w 10-10:ia *Bi 
n 11/30 
Slmorili 
S5CB DFS 


Arthur GMllny 
Clitl Doy-Ar-Doo 

[u.lb lOrBO-lB 
Y&R 

KiUo«c. Bwwtl 

BtT»r ' L 

.MIrm. MInlDI 


Arthur GadtriT 
Corn PioOt. Minor 
w 10-30-4B 
Rip 11/1« 
Brl<ll-Um.Y&R 

D.ir 10:4B<11 
40Vtr L 
tinul V« hr t)9«S 

Oairrvr Ircnt'd) 
L«iBr: DtDiodint 
mw IllIrIB 
FC4B 

l-ll1ibi.TT Mill) 
m-th 11 -1S-30 
L«o Burnitt 


Hollywood 

cam AduII 

m-w-f 
(Uil lu. Lb 
NT L 


■1 ll/lS 
jlmul V. br t3B93 

GHirrn' looDt'dl 
GU: rrlildilr) 

lu ll-ll'.lS 

FC&B 

ColloEC Burnitt 

11 11/19 
PUUburr UUU 
m-lh 11:15-3(1 
Burnitt 


No' DttWDTk. 

DT«CCimtBc" 

iD-r 


^m-rTl'll^^ 

PirtlV ipoQion: 
Wfit-Eret Prodi 
F&9I,R 

H. J. Htlm 
Hum 

Bllli Brni 
T«l B«[oo 
Po«rl*(( Cm: 

broll-quU 
Zl**( C« 

1-BilD Dutie: 
ILiD) & Ul 17000 


no nitiroTt 
proirimlDC 

n-J 


Btrik) M Rl«h 
Cole Id 
iD-r 

!)•« ^hmdi 


Btrlki 11 Rlih 
Colcu* 

Wir "* *°* 


VillMt Larfy 

WMwa on 

FIOBirald 


N( Dttwork 
prDCrimlDC 


Tinn*«M* Cr«l*' 
Fwd ShM 

PAG: 1111:1b 
Ht m-r L 
BIB 


No niTwirk 


ViMiirt Lady 
Gonird MllK 

a.w.r l«o idom: 

DFB. K.R 


Lmi •« Llfi 

Amir Bo<ei Pr 

b°b-t"* 


Lo*o o| Llfo 
AmiT Home Pr 
m-f Kfi mon) 
OB.T 



FMthW Ymt 
NMt 

OoIciU-PiIidvUt) 
■ ltd IlJO-41 



LovO Story 

PAO: prvU. 



Robirt 

72NT ' 



NT 

V, hi w.roo 

M«ta-n RonuitM 

>>lru*-P^iDoll>* 
.IMNT (D ^1 d L 
Houiton 

'/< hr 31.000 



^''JbJ^ Club 
UHj m-f L -ry Time Taoda 
I Bio Dirtli w.lcJi Qripe Jc 
llmi A .ntil 0^ S:1B-Bt30 
ptrtio ir.BOO AnnonT 



Q L'(»l( 

I. 

hr U.I50 



Art LInklittor 

K'llncc. Ill pr 
B3Hr L 
tu.lh 330-4E 

Burnitt 

Pillibiirr hlllli 

I'lS-3 
5:411.3 It hr 

Burnett 34000 



3:30-3:45 
-Mltfi Ubi 
W«di 



Brrchtir 
PM 

YAR 



On Vour AtwuM" 

IWjn nilall) 
PAG: lido. p[ill 
a-t 

Binlon 1 BmIm 



prDcrtminc 



JTT 



Wiy ot tti( 

World 
Dofil^ Co 
m.o.r ] 



Flrtt Lov) 
Jircini Co 

PMi) Bi-r 1 



Modcro RMnuitd. 
CoI(i(« P)Lmoll>cl£ 

•D all d«n 

Bryu H«nt(n 



HMdy Dndt 
Bludird Rrind 
nryil rudillnri 



FCAB S:30-B:4G 

CinutiDO 
Errln Wuoy 
B:lB-« 



lU.thBJO- 4B 



ill' B:1B<B'.30 
UL DFS c:ia.e 



GInc Gmc 
hhool 

10-10:30 
Wudir Co: 
ovilUn) lO.'lS- 
Tilhim- Ldrd 



DTOCtimlnC 



Fvd Show 
PTO(l«f ft Giml 
II- 1I:1B 



Thi B|g FlBhl 



FMlhw 
Nil 

F Ci>lCiU-Palmolli 



Robirt 0 L(« 

Pom rrodt R 
BINT 

Ktb n/IB 



Art LInklKttfir 

I*..r- wTt 

mat 3:3B-4B 

BBDO 

PllliborT Mlll)„ 
ID-Ih 1'4B-S 

Burnitt 



Bob Croihy 
Pimm If rn 
SSCB S-fln.15 
K to 11/B 
Ccriril Mllh 
m.-.f S-411-4 
'•H» r 
Kfloi. bt 

'/4 hr M.700 



VSR 

ITit •lociit Slorm 
^m Horn* Prodi'- 



On Your Ac. 

'Win Rilii 
PAO^ lldi. 



den Kfli: wag itU 

S ^1^T -.r F 
'i hr MOOO 



Ne,. Di(wo|^ 
procrimlnc 



Wiy el lh) 
World 

Borden Co 
NT tD.w.f L 
YAR 

FInl Lov) 

J«rc«n) Co 
Phil) u-r L 
Robt W. On 



M/. SvMnoT 
B. T. FYonrti 
14NT K •cd L 

JWT 

Modorn RomiAM) 
COlciUP^mollii 

)P din 
Bryu HMi(t9a 

PliAy Lh 

Hj ta-r L 
pMnie: OiD Fd(- 



THURSDAY 



FRIDAY 





0 

No n.lwerk 
j profrtmlDC 


Qvry Umt* 

Smii P«tMt 
I^W TlinpMii 
th It-IO.'IC 
Chun KlDC: JWT 
T^l: Burnitt 
(11 th IOrlB-30 
Bl-TSNT L 
V* hr 13,140 
Arthur Aidtrty 
II 11/17 
Di«t Chcm 
MirM JAA 
~(u.th 10:4B-I1 


No DOlwork 
DCOf rimlnc 
til wk 


DInc OinC Bchool 
Hinhiltan 8«P 
aBAW 10-I0:1B 

Gerblr Pnul) 
G'Any 10:13-30 
Cb n-r L 
y* hi Sl.lBO 


N9 DFtWDTfc 

DtommlDC 
m-f 


Btrry Mmt* 
G«o-l Ulll) 
DFB 

r Ift-lO.-lB 
l^ivr Brw 
1. W. ThtfmDBOn 

f 10:13-1030 
S03: MiC-E 
ftit _f_10J»-41 
Cn.S-Hyiron 
BAN 10:30-4o 

Comer ted Rle* 
Burnett 

All Wti 
Pnidcnilil CAH 

•b-ssnt" i- 

Vt hr 93.140 

Otrry Mmt* 

looDrd) 
TirdltT 0* Lniln 
Ayw f 11-11:15 

lUldnn-PurInn 
G.BAB all <>k« 
Mailiiiil AAC 
ll:15-.10 1- 
^ hr SI03S 


Ne network 
Dtoflrimins 
111 wb 


DIdS Don* ""h** 

10-ioao 

n>n«ri1 Hllli: 
Tatliu-Lalrri 
r 10:15-30 MC 
•/4 br 31.160 


L 


HillyMoad 

Cliii AnUll 

n-w-r 
(u, lh nt( 

NTf. L 


Hollywood 

dm Ant«l( 

TD-mt 
tu. lh tutt 

NT 


No DiliniTt 
protrunlnc 

r 

0 


Gidtny looDt'd)' 
DoM Cliem 
11 11/17 
Ul 1I-11:1S 

Uillniir, il 11/17 

Burnett 

Pllliburr Ullli 
m-LIi ir.is-so 
Lm Bvfrtt 
lOTkr L 
(Inut hr I3B95 


No DllWOtb 

prorrimlEc 

m-f 


m-"Tl*ll 
NT 1-AF 
lioi 1000 A In) 

1-mln pirtlc 
ILmi A Ul S7000 


procTimlnc 


No neliTOrk 
Dtocrimtiiy 


Horn) 
m-l 11 1) 
liei mDB, A tBj 

i-mlB pvtlo 
llmi&Kl (TOOO 


Srrlb) II Ri)b 
Ool<«i« 

Uty '"' 


Strlki II RIth 
Cole 111 

a-t 

Eity 


L Ne Dotw«Tft 

prDfrunlDc 


Villiil 

Tnnl Co 
NT L 
Wilu A Qinif 


Ht Diiwnrk 

•tWTlmlsc 
til wb 


Tt«IIIMI^^t™ll 

pTwiirAGimbli 

Ht' io-f**'^ 
Binlio & BovKt 


No Diiwork 
Drocrtmlnc 

m r 


Villiat Lady 
0«n*Ti1 Ulll% 

m.w.r l>*« moDt^ 

DFB. K-fl 


No Dolwotk 
prDrTimioc 
111 wk 


J,f,mm»* E/il) 
Fwt Ml** ^ 

11-11:13 •<( 
Ht m-r L 
BefitM A BowiM 


Lovi c# Llh 
AiDpr Ba<ei P 
m-r iiM mon) 
B.B.T 


Lm «f LID 
Amir Home Pr 
Im-r IM* monl 

e-B.T 


FMthW Vmv 

NmI 

til 4 1IJ»-4B 

B- J. BayMldi: 

IB mlo. S th Ul 4 
NT ■.( L 


Salnw-r«lwlln 
• It 4 IB«-U 

S. ' - 


M-t 

L 


Stirrh trr T«n'» 

PAG : )otT 
in-l '(po man) 
B-B.T f- 


••■nh 1*r Tm'» 

PAG: loTt 
m-r riM moa* 
■ -B-T 


Guldlni Llcbl^ 
PAG: iroTT. doBl; 

m-r (iM moal ^ 
CMiniM 


Boldloc Lichi 
PftG: hoTT. dml 

CwCloa 


Ne nil work 
prDCtimlDC 




No Ddwvk 
pTOCitmlDC 


No Dotvork 
prorTtQilDC 


No Dilwork 

n-r 


Jiek PMf- Bh*w 

^rr m-f L 


No nitwork 
Droit) mtnl 


.No nil work 
■rwim 


L»i Slvry 
PftG:, proll. 
liory mow 
m-r (i<i mm) 

DF8 


All Abavt 

Ubby. MaNiUl 
AUbbrrtUr Id 

UA ttal t 
JWT 


Love Slory 
PAG: Prtll. 
Iiory tnaw ^ 


No DetiTirk 
,prDfTtinlDC 


R«*«t Q LmI) 

RnUWn Piirlnt 

Ca ill wks 
GBB 

!:15-2:30 

(Ull 

'A h- M.I 50 


NoF Ddwork 
procrtmlDr 


Ne nitwotb 
profrimlDC 

ID-1 


No Dilwork 
^torrtmlnc 

m-1 


Robwt Q Lovla 

Brtnm A Wm ki : 
*I«WT— til wfc 
Bit*> 3-3:13 
2'15-3 30 ouii 

4BNT L 

1/4 hr 33.150 


Nu □dwork^ 
DrommliLc 
m-r 


No DKwork 


Art Llikliitir 
Kelloct; III Of 
SXBj L 
LB [U.lb I-JO-IB 

PrlltbDtr Hill) 

a-tti 1:43- ■ 
LB V br M.MO 


Art LInkleller 
1***1-. mirt 
BBDO m.w.l 
Dole Plnekiiple 
Am 1:45-3 
B4a7 L 
^br |4m 


Ne D((w«rk 

D^OfTlDllDC 

I, •" 


Bl( Tbt^ 

f "th ^ 


No Dotwwk 
'pTOcrmmlDc 
at 


HBC-t MilinM 

pinic iponiOTi' 
HT L 


profTlmlnc 
at 


BIc Ptyifl 
Colfil^e 

<(•• moal 
E«ty 


No lot work 
'''procrtmlnc 
m-f 


DiTlle iponton 
Ht L 


B«b CrMby 

WelM A Gillir 
lh >'.tO-4B 

Scott Pipir 
th S:4I^« 
TOHt L 

) W TIllWttM' 


Bob 0**by 
BOS: MiCinn.E 
Owher' D'Arcy 
lU f 3'3B-43 
Gmiril HItli 
41Ht 3:4S-4 L 
Krm- lihr 
Rt*n« S3I00 



On Your Attwnt 

IWIn miiotll 
PAG: ll-le. preU 



H«t*ro ReatMM 

CtolnU-PtlmellTi 

If til *»n 
Bryu H MitM 



Plc^ Lm 

43Ht m-t L 
PtrtI*: rati Shoe 
H.HAMiD th 



Lelliwo. Ine 



B*t^.V4 Jtf 3IM0 J2 



wr Vi hr t7,900'' 



B'30-B 



E--I5-B30, B:16-B 

Hrlilsl-UjM) 
YAR S'J0-fi:4S 
NT r I 

BL i>*r '/< hr 32.MW 



prommthc 



Hndy Doody 
lu.lh iin lu» 



Mllli 

-r 

0. 5'45-6 



Brlphler'D 
PAG 
m-r |M« m' 
YAR 



Dn Yonr Attounl 

IWIn ClllottI 
PAG: llde. prell 
n-r 

BinlMA BmI*« 



Btrkor Bll|-| 
Carteetu 3-1:13 

ETtTi II/73 
0«n iOt : luf jeu 
?1NT w.r F 
Etty ^ihr 34000 



Btandtrd brtad _ BJ0-B:4S 
Bill* -n f BuTMlt 

oir Va hi t».» 



R(VD( 

iQotorcuil 



Way o>r the 
W«Hd 

Bordin Co 



Finrt Lw« 

PmV'm-r 1 
Robi W Orr 



OoJ C I U- PalmollT) 

• 0 til dayi 
Bryw H«Mm 



Mifl iw B -J0-4B 
loU Bb; H.HAU) 
lit r 1-45-3 



SATURDAY 




T»l*« ot 
T(iu RingerO 
0«oirt] UlUi 
Tlthaa- 

Laird CI5.0OD 



Th* BIc Th 
Ndlodd Diln 
Pnxli- iiiltMl 

tnt dilry proda 



Ln*« Raifw 
0«oittl Uilla 
wbiiUM. kli 
BlNT 7 



IBNT L 
Erltkuo »3.K» 



HefrltinU :n 
Maury. It* 
A Manhlil 

B Oct. K \'n 



BifrlforsUor 
Mury. L«* 
A Manhdl 
8 Oct. iS Ott 



BIf 1*1 



3lf T 
. .Blflt Caoit 
Footbill 
Anani 
Refrtc«fi;l(»i 
Miury. Lm 
A M*r%hill 
No .network B Ott. W 0=' 




Big A Showsl Big 4 Markets! 

Big 10 Does It! 



WJAR-TV 



Embraces All Of Southern New 
England . . . PLUS Brockton, Taunton, 
New London and The Cape as well. 

Details on BIG lO's BIG 4 from 
any WEED TELEVISION office. 



WJAR-TV PROVIDENCE, RHODE ISLAND 
Represented by WEED TELEVISION 
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AGENCY. ACCOUNTS. ADDRESS i PHONE TIMEBUYERS 



Pepsi Cola ) 
llMUm I'lilp S: I'apcr j ^ '^^^ ^" 

K. n.us Uatcli J .,-. ;„(-„er 

SII'IRMSOR IIIIH U'lEDER 

kK.\NETII 



Procter X; 



V (>.iiiil)lc (1 luflo, 1 KEAHVS 
ric i- Span, ijliasla) ( Ilorolliy 
llouglicy* 



M U ION Rl I \ I IONS MGR. ^ DON SEVERN 

CAUL S. nUOWN CO. 

630 njlh irr (20), PL 7-1610 

MEDIA DIRECnOR HIRB SIOIT 



HOSE MARIE 
VriAVZA 



SicrliiiK Drug ( l)r ( aMwcH, Fletcher's 
C.iNtoiia. / B 1 Bal)\ I'owder) 
Colonial bugar 
llal O 

HI CI I AN A.N & CO. 

15(11 /tr..r«/..«v (36), UK 9-7900 

I skimo Pies | miLUHEI) 
I'jrainotiiit Pictures j EVGVALL 

<f..\LKINS & llOLDKN 

2i7 Park iic. (IT), PL 3-6900 

MEDEV DIRI-CI OR -THOM.VS YO UNG 
Oakite I 

Stokely-\'an Camp Food ( TIMOTHY 
Preen |"o-LEARY 
Prudential J 

C AVION 

9 Fast 40lh Si. (lb), LE 2-1711 

TV DIRECIOR - DONNA QUIGEEY 



Hanovia 
Miracle 



Chemical | 
.\dhcsives ( 



ClIUlSTOrilEK. ALLEN CO. 

30 East 60th St. (22), Mr S-94-f3 

(LOUIS 
L. Li C 1 1> 1' t. 
DREHER 

IIARUY B. COHEN ADVERTISING CO. 

41 East t2nd St., ox 7-0660 

HEAD TIMEBUYER-BFTH BLACK 



Block Drug (Amm i-dent, Green Mint, 
Py-co pay. Nytol) 
Groves Labs (Four W ay Cold Tablets. 
Fitcli Slianipoo, Fitch Ideal Hair Tonic) 



ROn KELLY 



Gliin "j 

Black Draught ARTHUR 
Utica Club Beer f "'''"y?'^.?. 



Lydia Pinkham J 



IRA CONSIER 



COMI'TON ADVERTISING INC. 

261 Madison Ate., OX 7.2 lOO 

H EAD OF pyPT.- HENRY CI O CHESSY 

PAC. COORDINATOR - RUTH JONES 



CrisCO 
Ivory Flakes 



) FRANK 
f SWEE.VEY 



Dash I ROBERT 
Dreiie j LIDDEI, 



BERT 

MlJl.I.IGAN 



Personal Prod 



Duz I 
eem ( 

'aP ) TIIELDA 
n) j CORDA.M 

.Standard Brands 1 (jenevi 
nets (Yes Tissues) j SCIILBE 



Ivory Soap 
Sterling Drug (Fizri 



EVE 
HT 



I 



AGENCY, ACCOUNTS. ADDRESS & PHONE TIMEBUYERS A G ENC Y, ACCO U NTS. A D D RESS & P H 0 N E TlMEBUYt 



Chase S: Sanborn Colfec 
Instant Cliase & Sanborn Coffee 
Tcnderleaf T ca 
Instant Tcnderleaf Tea 



ED SEMEL 
AL HITTER 



M. K. r.oet/ Brewing I MAHTI.V 
" j' IIA.NSE.N 

KOREKT CONAIIAY * ASSOCIATES 

270 Park Ave., El. S-6017 

Cheiapcake & Ohio I U«)R«)TIIY E. 

j DELBASCO 

CUNNINGHAM & WALSH 

260 Mailison Are. (16), .MV 3-i90O 
V.P & MEDIA DIRI CTOR - NEU'MAX I-. McFV OV 
GROUP MFDIA H EAD - U'l I.LI AM WHITE " 

Colgate-Palmolive | CII.\KLES 
Evcrsharp j IIELFRICII 

1 

J. A. Folger mcEY 
J 



E. R. Squibb l,j ,, LiAM 
Universal Pictures f W HITE 



Northwest Airlines | jack GIEBEL 



GROUP MEDIA HEAD -JEROME FENIGER 

1 HOWARD 

I iggett& Mvers I SP<»KES 
; JOII.V 
I MORENA 

GROUP MEDIA HI AD-JOH.V I UCINAT El 1 I 
SuperCoola|™^^P 

GROUP MEDIA HEAD - FDW'ARD BACZEWSKI 

1 

Sunshine Biscuit ^joe C4VI.N 
J ' ■ ■ 

DANCER-FITZGERALD-SAMI'LE 

317 Madisan Ave. (17), OR 9-0600 
ASSOC. MEDIA DIRECTOR - KEN TORGERSON 



1 



American Chicle 
Nestle's 



General Mills 
Guild Wine 



FRANK 
IIOWLETT 
GERTRUDE 
DINEEN 



BOB 

WULFHORST 

LIONEL 

FURST 



ASSOC. MEDIA DIRECTOR - IRVING SLOAN 



Assistant 



Procter St Gamble (Owdol) 1 >"SS PAT 
' I HAWXEY 

Procter S: Gamble (Dreft) \ pKTE SAMAN 
J 

Best Foods (Nucoa) I CLIFF 

' f BOTWA^ 

n's Mavonnaise l*'!?"^.^. 

j' ALNW 

Lewis. Howe ( l uins)^ 

B. T. Babbitt ^MCK^STACK 

Peter Paul J 

ASSOC. .\HniA DIRECTOR -ED SCIIERICK 



Hcllma 



ICK 



1 aKta 



ff Brewing | v 

J. 



EVILLE 



ASSOC. MEDIA DIRECTOR - LOUIS HSCHER 



Sterling Drug (Bayer \spirin) 



FRANK 
MORIARTY 
LOUIS 
DORKIN 



Ceiitaur Caldwcll U v. I STANLEY 
f IIAMER 



D'ARCY ADVERTISING CO, 

■tSO Park Ave. (22), PL 8-260O 

Coca-Cola ' 



Bayuk Cigars I maRSI 
Gcrber Products 



General Tire 



j-JISM 



MAFM>h 



IIERSCIIEJ. Z. DELTSCIl & CO* 

57.? Maditon Ave. (22), PL 3-1788 

E. T. Brown Co. i 
Palmer's Skin Snccess 
Palmer's Soap 



Palmer's Ointment ( L>arath 



Household Products (Sulfur-8) 
l ander Co. (Dixie Peach) 



MADELEINE 
Ai.i.ISO.N 



Glass 



DOIIERTY. CLIFFORD, STEERS & 
SIIENFIELD 

3S0 Fifth Ave. ( 1 ), BR 9.044S 

MEDIA DIRECTOR -DON QUINN 
Ammen's Powder 
Bristol-.Myers (Ipana, Minit Rub, 
N'italis, .Mum) 
Duff Baking Mix 
Pharinaco. Inc. (Feen a mint, 
Clioo/, Mcdigum) 



JERRY 
CIBSON 



Borden's Instant Coffee }. leE GAYNOI 

J. 



DONAHUE & COE 

1270 Sixth Ave. (20), CO 5-2772 

SUPERVISOR - EVELYN JONES 



CAROLYNS' 

Burlington .Mills (Cameo Hosiery) "I O'EHM 

r. c I, II. BARBARA 
Dr. Scholl s I in\Es 



Loew's M-G-M f MARIE 



\\'ash 'n Dry 



COLEMAN 
J FRED .Mc- 
LAFFERTY 



DOWD, REDFIELD & JOHNSTONE 

sol Madison Ave. (22), MV S-127S 



1 



Block Drug (Omega Oil) j jea.N 



GJLBO 



Bri.stol-.\lvers (.Mum Mist) | 
Centurv Brewing (Champale) ( SAJiDY LYN? 

DOYLE DANE BERNBACH INC 

20 n est 43rd St. (36), LO S-7878 

MEDLA DIR.- HARRY PARNAS 



.•American Pencil Co. "| 

Columbia Tobacco Co. L l^^,^, 

, ^ I filMPSON 
Polaroid Corp. J 

Ma\ Factor S: Co. ^ Nr.V4 FLIN*a 

DOYLE. KITCHEN & McCOR.MlCK 

S«i Fi/th Ave. (17), ML' 7-2090 

Maihitson Chemical ^J^ARREN 



RODAT 



ROY S. DURSTINE 

655 Madisan Ave. (21), TE S-UiOO 

Strong Heart Dog Food 
Flako 



) I). ANM 
j MacMAN 



E 

US 
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SPONSOR 



i 




ew 



rborn in Louisville*** 



"DIAL 970"! 



WAVE is its Mother! 

MONITOR is its Father! 
WEEKDAY is its Kissin' Cousin! 



WAVE 

LOUISVILLE 

5000 WATTS • NBC AFFILIATE 




NliCI SPOT SALES 

Exclusive N'ational Representatives 



Yes! — on November 7, \\'''A\'E premiered DIAL 970. its own exciting 
version of Monitor and \\''eekda\, putting area flavor and 
emphasis into a proven >ialional format! 

DIAL 970 utilizes all of W'AVH'S unusually large progranimmg 
facilities , . . all its well-known personalities ... all 
its localized radio know-how. It's a coordinated group of programs 
heard eleven sparkling hours each weekday — hours filled with 
news, weather, sports, traffic reports, music, inter\iews, household 
tips, etc., etc. Hours that are skillfully blended with Weekilay. 
to provide good fun, good compan\, good listening — from 
early morning till late at night! 

DIAL 970 is sometimes light and gay . . . sometimes serious and 
informative . . . sometimes relaxed and soothing — hut 
til ways iuteusel) list enable! 

Participations and spots available as early as 6 a.m. — as late 
as 11:59 p.m. — or in between. A%ailable NOW, but you'd 
better hurry! 

Let NBC Spot Sales give you the really impressive story 

on DIAL 970. 

WAVE'S DYNAMIC NEW RADIO SERVICE 

FOR A DYNAMIC NEW LOUISVILLE! 




Well, 
that's 
the way 
the hall 
bounces 



Every couple of months our competitors come smack up against the facts of listenin^r* 
Pulse does the measuring. We .try to look modest. Take the last survey: July-August, 
KNX has half again as many listeners as Southern California's second-place station. 
KNX delivers over 25,000 more families in the average quai ter-houi' than the leading 
independent. KNX reaches more people more often, morning, afternoon or evening, 
weekdays or weekends, than any other station in the area. For wider and deeper 
penetration of the Southern California market* KNX is your best buy by far. 
For more details, call CBS Radio Spot Sales or KNX RADIO 

Lrt.s- An^cle.-! • 50.000 ii'atis r. CHS Oinied 



iNCY, ACCOUNTS, ADDRESS 4 PHONE TIMEBUVEH9 



J.lXiTO.N * O). 

I n/lh (17}, Ml T-l tOO 

DIR Hfi\I)10/ lV I IMI Ill^VlN*. 

('clanr^c 
(;iti<-ii Service 

Rcil M.ir Ilraiul Yi-aM 

ll.LIA.M KS'I V CO. 

» Kajl t2nJ .Si. (17), OX 7^IMUt 
riKAI) UMEIUIVI-R - KU-ll AKl) (.KAIIL 



J ^Yl^'^: 

SM M llt ltS 



IVillanline Ucrr 
Colg.ilc-I'almoliM- <l ah, Vcl, 
Kapiil Sliavc) 
Ci-iu-ral Mills <SiiKar Ids, 
Sofi a Silk 
National Carbon (Evctcaily 
r|fii(cri«, Prcsionc Aiiti I roc/e) 
I'acquiiis IIan<l Crcain 
R. J. Reynolds 



J <CK IIOI.SK 
I.Y.N V N> ll.SON 
1 It KNK 
M ^IION 
JIM CLINTON 
CKNK 
M M.ONK 
TOM IMNS 
TO>l IIOI.- 

l.lN(;^^ll^•.A^ 
HAL 

smi'soN 



WIN, W ASKY * CO. 

i> I, tin f Ion ^Ive. (17), LE 3-0700 

MFPIA DIRECTOR - KEITH MIAI I ER 



Adiniral 
Ilarbasol 
1)irliinry >'ro/en Foods 
M ustcrolc 



• 11. VI, II A VIS 



»OTE, CO.NE * HELDLNC 

r Fmrk Ave. (17), MU SSOOO 

31 RECTOR OF M KDIA - .\RT1 lUR I'ARDOLL 



II O.A.C. 
I ever Bros. (Spry, Shield) 
Rliclngold Beer 

Paper-Mate Pen 



PETK 
RAUDACH 



1 PF.: 



F..\NY 
SIMMONS 



J 



.HEKT FKANK-GUEiNTIIEK LAW 

I CrJar St., CO 7S060 



Kiplinijcr's Cliangiiig Times l jl^-p^Q.^. 



LLER & SMITH * ROSS 

0 Fmrh Ave. (17), MV 6.S60O 

Aluminum Corp. of America 
Commercial Solvents Corp. 

Hercules Powder Co. 
Sherwin-Williams Paint Co." 

Wcstinghouse 



nFK.ME 
RA.«>1L'SSEN 



EVER ADVERTISLNG 

! F(/iJi Arr. (22), PL 1-3300 

.American Home Products ] hetTY 

American Motor | POWTLL 

Kelvinator "1 
Kiwi Polish l CAROL 
TetleyTeaf''^^'-^« 

SEV ADVERTISING AGENCY 

0 Pork Avf. (22), PL 1.3500 

SUPERVISOR - HELEN WIl liUR 



Block Drug ( Polident, Sentrol) 

f BR-\NCn 

Chock Full 'O Xuts | >l.\rio\ 
5 -Day Deodorant Pads f JO.NES 



Xecchi Sewing Machines I 

' RLT.MAN 



liUunr 



AQENCY. ACCOUNTS, ADDRESS 4 PilONE TIMEUUYEH8 



.M. II. H ACK K IT <:o. 

•>, Kuikf/illi-r VI. f J(l)i I t O.I'IM 

.\iiiri iciii I i;l>.iico 
I In l>ei t I air)ii>u] 
IIi-iNlicy (!h<M<»Lit(* iAi. 



A IDA 

SI K\lt.NS 



IIICKS CIlEI.sT 

,120 I.K.ttnult'n .-li-r., .Ml O-OIIOO 

(.laniorofie Run ("IcaiiiT ) |.|| |. |.\ 

Dixie Cup J CI MMINCS 

I.cw>i Vacuum CiUuncrs 1 
llroil Qui! K Roti^erics I VINCEN T 
Jiervi-I Rifrigcraior^ j liAltAlft 
Si-rvcl \ii ( Dudiiiiiiii i> J 

MIIYAN IIOLSTON 

JO RorkrJAUr in. (SO), PL 7-l>U>0 

AII UIA niRI CIOR - IlAROl.l) DOItBKR I EEN 
SUPERVISO R ON XESn.E I' ROI). - JOHN ENNIS 

Colgate Palmolive (Halo, 
Chlorophyll 1 oolhpasic, Ajax CItaiisfr, 
Cashmere lliiuquci Cosmetic Line, 
Ca.sluiu-re Bou<pu't Soap, Ca.iihniere 
Bouquet Beauty Bar, Toothpowders- 
Regular, Amnioiiiated, Chlorophyll) 



JOHN 
COLLINS 



Nescafe i KlIANCfii 
Ncsile's Iivstaiit Colfie j ;<)11N 



Shave Creams I 
Veto I 
J. P. Stevens f 
Gunther Beer I 



CHARLES W. IIOYT CO. 

380 .Maittton Alt. (17), Ml! 2.2<H)0 

•Vmiricau Home I'roducts 
(O. Washington Coflee) 
Colgate Palnioli\e (Kirkman Soaps) 
Mail Pouch Tobacco 
Merck 

Moiitirello Drug (f>fi6 Prnducts) 

LAV^ RENCE KANE 

171 MaHiion Are., MV 3-721 fi 



ItOlt l.ll.lKN 



l»OLC IIU.MM 



Waverlv Fabrics Vtom NEEFUS 



National Biscuit ipQ^^jJ,, 



RCA 
Schick 



I LVCY 
j KKRWI.N 



KASTOR. FARRELL. CIIESLEY & 
CLIFFORD 

400 Matlison Are. (16), PL l-liOO 

Dr. Pierce's Proprietaries *] 

Jcris Hair Tonic }.,,vcK PETERS 
l ite-Diet Bread J 



KENYON * ECKIIARDT 

217 Park Ave. (17), MV ft-5700 

MEDIA DIRECTOR - JOSEPH P. BRAUX 
. \SST. MEDIA DIRECTOR - PHILIP KENNEY 

American Maize ( AM AZO) ^ ■>! DW VEB 

Eord Motor "| xoy\ 
Lincoln .Mercury (Network Spot) IviSCARDl 

Hudnut Cosmetics >'-*nV D\VYEll 



Mennen (Men's Line) [j^Vli^ j.„Y 



AGENCY, ACCOUNTS. ADDHCHS t PHONE TIMEBUYER9 



KELLY, NA.sO.N 

•Jt7 Park <!■... (17). M\: ll-tSOO 

Aiiiri i( Jii E >prcu I 

Ilcniy Hcidc I Ainill lt 
Kuuilorrt < /) 



i;i)\\Ai{i) KLirriLK .\ssociati;> 

r.lS Matlliun Air. (22), PI. l-l')')0 

R\I>K) I\ ItLs MC.R IHRHERI (.RUBER 

PIi.irinatruiirjls, Inc. | 

Srruian |. uLnil IIAVKK 
Journ.il III I iving J 

Kl DNLH A(.L.\(:^ 

575 Mattiton Aitt. (22), Ml' n-/>700 



• .iiit tal .Motors (Buick) |j*>"> 

f M 4KS1C11 



l'cxa(o PnxlucU \ 



Colher . i , 

f MLitpin 



LAMRERT & FEASLEY 

■130 Park Avf. (22), MV S-r> P6 1 

.MEDIA DIRECTOR -JOE BURLAND 



I ambcrt I'liarmacal Co. " 

Philgas 

Phillips "06" Cas and Oil 



WILLIAM 
lllNMAN 



C. J. I^ROCHE A.M> CO. 

2*7 Park Are. (17), PL 5-7711 

RADIO g; TV MGR.-SH 'ARI D. I I DI f M 

1 

U. S. I ol.ncco \ norilll ItEKC.ll 



LE.N.NE.N & .NEWELL 

3n0 Mailtlon Are. (17), .Wf 2.5 tlHI 

MEDIA SUPERVISOR - C.EOR C.E KI RN 
Colgate-Palmolive (Lustre Creme, 
Prufj 

Dorothy Grav Lid J^■*>• J^FFhE 
Lchn & Fink Products ' I ysol) j 



MEDIA SUPERVISOR 



\ BROCK I R 



Emerson Drug (Bromo Sclt/e 
SchlitJ Brew 



/er i ) 
.ing ) 



RiriURl) 11. 
FVM \N 



MEDIA stPFRVISOR WIIIIWl I) '<MIIII 



P.LorillardCo lnc. U,HOnER,r 



DAVID J, MAIIONEY 

261 .Ma<lhon Are. (16), 0\ 7.0UI0 

Garrett S: Co. (Virginia l».ire W lues. 

Garrett Winc4 itof.tK 
"ipaiVs Withington Sparton f Bt M-TJ\l» 

radio .4: iv ^eH | 

CONKLIN >! \NN it S(»N 

3t2 MaAiton Ave, (17), I 4 t,~5377 

American Cyanamid- "] 
Fine C hemirals Div. < mf ^ ^| 
I cderle Lal>oratorics Div. j 

George W. Helm Co. \ iking SnufI 1 non PaMIFR 

j 
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AGENCY. ACCOUNTS. ADDRESS A. PHONE TIMEBUYERS 




MAHSCIIAI.K X- I'K AIT CO. 

\ iliv, n( Mf-Cutifi-I' rli-ksotl 

S.-J.? 5ih A,<: (17 J, VA i,.2022 

_M1 niA ni RI.C I OR-KUGKN 1- J. COG AN 

J. .M. MATIIKS 

200 St,„li„>» ».<■■ (I(t>, IF. 2-7l.>0 

Canada Dry 
I.udeu's 
Caibola Chemical 
Noi thain Warren 
Pure Food 
Wafiucr Baking 



MRS. Elt.NA S. 
CATIIEAIM 



MAXO.N 

12 EflJi 5.tr,l .Si. (22), PL 9-7676 

I ) lRECT OR or RADIO & TV - ED WILH ELM 

Clinton I oods "j 
(icneral i;kitri<. (n receivers i- J", y e"|p„ 
& rcplacenient tul>es) J 

(;illette| sTO>E 



H.J. Heinz ) loM 
Hot Point j MAGUIRE 



.McCANN-EKICKSON 

so Itockrfeller I'l. (20), Ji t,-3 tOU 

RADIO/TV SUPERVISOR - NHI DRED I l'LION 

Bulova XN'atch Co. ^ ^'/'lTOn" 
RADIO/ rV SUPERVISOR - AE PETCAVAGE 



Crowell Collier ' 
Holmes & Edwards Silver Co. 

Lehn & Fink 
N'orwegian Canners Assn. 
Seeck & Kade (Pertussin) 



. IRANCES 
VELTllUYS 



RADIO/TV SUPERVISOR - TED KELLY 



Barrett Division (Allied Chemical) 
Congoleum Nairn 
Esso 

Standard Oil of N. J. 
National Biscuit 



JANE 

POUESTER 
PAUL CLARK 



RADIO, TV SUPERVISOR - WILLIAM PELLENZ 

Chesebrough | horeRT 
Owens Corning | ANDERSON 

Wennen ^ 
Pacific Coast Borax ^ ^'jtS, 
Nestle's J 

RADIO/ I \ SI PERVISOR - MURRAY ROEI IS 

American SaTety Razor 
n. F. Goodrich 
Hood Rubber Murray 
Junket Brand Foods f ROFFIS 
Wcsiingliousc 
Columbia Records 

C. L. MILLEK CO. 

521 Fijih Ave. (17), MV 2-1010 

Corn Products (Karo Syrup, Linit ) mrs. R 
Starch, Mazola, Niagara Starch) J DRISCtI 

EMIL iMOGLL CO. 

250 fr'eu 5Tih Si. (19), JV 2-5200 

BUS. MGR. RADIO FV LESLIE PUNT ER 

Rayco Seat Covers "1 
Block Drug (Alkaid. Minnipoo I '^'^ 
Shampoo, Poslam) J 

Esquire Boot Polish J jr] 
Maiiischeu itz Wine J SriLxrilNE 



TA 
SCOLL 



' Asslsiam 



AGENCY. ACCOUNTS. ADDRESS &. PHONE TIMEBUYERS AGENCY. ACCOUNTS. ADDRESS i PHONE TIMEB E 



MOKEY IIU.M.M & JOIINSTO.NE 

3.50 njlh Ave. (I), to 4-22.i0 



Sinclair Refining I KATllUVN 
1 .SIIANAIIAV 



MOUSE IMEH ^ ATI ON A h 

122 Easi 42nd St. (17), OX 7-2 lOO 

.MEDIA MA.VA GER - ORRLV C H RIST Y 

Vi<k Chemical (\ aporub, Va tra nol, ] 
Cough Drops, Cough Syrup, 1 

c r 1 • c / ,\ I MrAKDLE 
Solskin, Scafortli) I 

JOILN F. 3IUUKAV ADV. AGENCY 

22 EaM JOifc Si. (17), I F. 2.0000 



Whitehall Pharmatal 



ALICE CARLF, 



NOIJI.E, ALI5EUT, SIDNEY ADVEHTISING 

52 i andorbill ire. (17), MU 6-87 ftfl 

Allied Chemical & Dye ) ■ii{()y 

Nitrogen Division j FERGUSON 

NORMAN, CKAIG & KUMMEL, INC. 

408 Madison Ave. (22), PL 1.0900 

Blatz Beer 1 
,. . ^ MARV 
Kaiser-Frazcr I dOW LING 

Revlon j JL'LIA LUCAS 

OGILVY, HENSON & MATHER, INC. 

589 Filth Are. (17), }tV 8-6100 

MANAGER - MARTIN KANE 



Helena Rubenstein "I 

Leyer Brothers Lf'*ANK CIA- 

, NATTASlO 
(Rinso) J 

Lever Brothers (Good Luck) ^^-.y 

Pepsi- Cola (Schweppes) J JANOWICZ 



Melville Shoe Corp. (Thorn McAu) L MARTIN 

' ( KANE 



Philip Morris Co. Ltd. (Duiihills) I RITA 

I REUSEILING 



PARIS & I'EART 

370 Lexington Aye. (17), MV 9-2424 

MEDIA MANAGER - WEYMOUTH SIMMS 

Great A S: P Tea 
Joe Lowe Corp. ( Popsicle, Fudgicle) 
Roikwood & Company (chocolate) 
Spratt's (dog food) 

PARKER ADV. 

II W est 42nd St. (36), OX 5-3565 



1 

Better Living I. u^yj. r^tkE 

J 



White House Co. (18 top hits) I CHARLENE 
' I IIIR.ST 



Scott Mitchell ( 



set of drills) \ 



J 

PRODUCT SERVICES GROUP 

17 East 45lh St. (17), MV 7-0204 

Brook Park Dinnerware "I 
Kii I 



BOB UENT 



Tress-Kit I MARTHA 



Roto- Broil 'MOO " 



ROSE 



REACH, HATES & MATTOON 

720 Fifth Arc, PL 7-7676 

MI-I)IA 1)1 RFC I OR - RIC HARD B. GOR DON 

N.J. Bell 
Red Top Brewing \ ^OSE ITALIA 
Red Top Beer - Wunderbrati 



FLETCHER D. RICHARDS 

lO Rockefeller PI. (20), JV 6-5400 

Eastern Airlines 
U. S. Rubber Company 
(Footwear Division, Keds) 
(Naugatuck Chemical Division) 



JIM KB.Y 



RLTIIRAUFF & RYAN 

405 Lexington Ave. (17), MV 6-6400 

MANAGIR MEDIA TI.MEBUYING Dfy 
VINCEN 1 DI.I.UCA 



i 



Sun Oil 
.-\rtliur Murray 
.\merican Airlines 
Frostee 
Eritos 

Eastco (Clearasil) 
Bosco 



CIIARL'Ti 

CORUE' 

GORDO 

HUGHE 

George 

HrCTero ' 

Edward 

Sherinti" 



REN SACKIIEIM AGENCY 

2 Wvu 57th St. (19), PL 1-22O0 

Flex- Let Corp 



1 RITA 



TA 
O SULL li% 



SCIIEIDELER. BECK & WERNER 

487 I'ark Ave., .MV 8-8866 

S UPERVISOR - VERA BRENNEN 
Hueblein "1 

Manhattan Soap (Sweet heart, Protex) \ JJ^"lo'^ 
McIIhenny Co. (Tobasco Sauce) J 

International Salt | SALLY' 
Mueller's Macaroni ( REYNOM 

REGGIE SCHUEREL, INC. 

7 Ensi ■i7th St., EL 5-7785 \ 
PRESIDENT - REGGIE SCHUEBEL 

Salada Tea ^ jeaN 
United -\utomobile Workers j SULLIV,' 

SCHWAB & BEATTY • 

38 East 57th St,, PL 1-1557 



Reader's Digest 



GEORGE 
I'ERKIM 
CHUCK 
ALEXAN I 



RAYMOND SPECTOR CO. 

■Pt5 Park Ave. (22), MV 8-4407 

DIR. RADIO.^TV - RICHARD BLAINE | 

Hazel Bishop ^K[C>/AR. 



STORM & KLEIN W 

45 West 45th St. (36), CI 6-1700 

1 ARTHUR 
.MARLED 

STREET & FINNEY ^ 

45 West 45th St. (36), CI 6-1700 * 
V.P. S: RADIO TIMEBUYER - HELEN THO: V5 
SECRETARY TO HELEN THOMAS -JEAN AU« 



Doan's Pills "] 
Floricnt Deodorant |. "„q^J*^s 
Kan-Kil j 



SSCB 

477 Madison Aie., MV 8-1600 

Carter Produrls, Inr. 



Arrid - U. S. (Regular S: Chlorophyll 
Arrid — Canada (Regular S: Spray 



•••) \ JEAN 
ay) j CARROJ3 



Rise - U. S. 1 
Rise — Canada 
Bingo - U. S. 



STEVE Sir-E.V 
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I 



Xuook into tlae T^'xituLre 



1 




kepreienling: 



Albuquerque, New Mexico 1 


KOATTV 


Augusta, Georgra 


WJBF 


Bakersfield, California 


KERO-TV 


Bangor, Maine 


WABI-TV 


JBaton Rouge, Louisiana 


WBRZ 


Champaign, lllrnois 


WCIA 


Cheyenne, Wyoming 


KFBCTV 


Chicago, Illinois 


WGN-TV 


Columbus, Georgia 


WRBL-TV 


Dayton, Ohio 


WHIO-TV 


Eau Claire, Wisconsin 


WEAUTV 


El Paso, Texas 


KTSM-TV 


Eugene, Oregon 


KVAL-TV 


Jackson, Mississippi 


WLBT 


.Lynchburg-Roanoke. Va. 


WLVA-TV 


Nashville, Tennessee 


WSIX-TV 


Pensacola. Florida 


WEAR-TV 


Phoenix. Arizona 


KOOL-TV 


Portland, Oregon 


KLOR 


Pueblo-Colorado Springs, Colo. 


KKTV 


Rochester. New York 


WHAM-TV 


Salt Lake City. Utah 


KUTV 


Santa Barbara. California 


KEY-T 


Scranton-Wilkes-Barre, Pa. 


WARM-TV 


Seattle- Tacoma, Washington 


KTVW 


Sioux City, lowa 


KTIV 


Springfield- HolyOke. Mass. 


WWLP 


Springfield, Missouri 


KYTV 


Temple-Waco, Texas 


KCEN-TV 


Tucson, Arizona 


KOPO-TV 


Wheeling-Steubenville 


WTRF-TV 



. . . And we think you will agree that merchandising, 
in all fields, \v ill become more and more important to 
iiiaximi/e TV acherti^ing effectiveness. 

. . . That is why we, together with our Television 
Stations, have studied and drafted a plan to help you 
merchandise your schedule on all IlolUnghery stations. 

We call it the . . . IIollinKherv Four-Point Plan. 

Call your llollingbery man for details — 
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AGENCY. AC00UNT3. ADDRESS 1 PHONE TIMEBUYERS AGENCY. ACCOUNT&, ADDRESS i PHONE T1MEBUYER8 



Best Footi* 

Presto 
H O Quick Oau 
n o Cream Farina 

rv€r Bros. 



JACK 
CANMNG 



Lifebuoy 1. •"■•'^''^ 

' I CARROLL 



Silver Dust \ j,'' 



ACK 
CANNING 



Vim 



1 



WALTKR 
OWE 



7 JEA 
Simoniz j CARROLL 



Noxzema Chemical | jeaN 
) 
1 



, STEVE SURE.N 



Pall Mall I WALTER 
j BO WE 

Smith Brothers " 
\Vhltchall Pharmacal (aiSoDol — 
Regular Mints, Chlorophyll Mints, 
Powder; Infra Rub) 
Mrs. Filbert's (margarine, mayonnaise, 
salad dressing) 

Clark Candy ^ jack 
Blue Coal | CANNING 

J. WALTER THOMPSON CO. 

420 Lexington Ave. (17), MV 3-2000 

HEAD TlMEBUYER - JAMES O. LUCE 



. ^ , 1 MARIO 
Atlantis Sales J-rirciIER 



J ALICE WOLF 
1 



Brillo ^^'^^I?' 
I SMITII 



Champion } mariO 
Purolator Products | KIRCIIER 

-1 LUCIAN 
CniMENE 
CLINT 

Ford Dealer Adv. I PAGKARn 
I PAUL 

DOUGLAS 
J SY GOLDIS 



Ford Motor Central Fu 



nd I 



Shell 



Oil I 



LUCIAN 

cniMEN"?: 



JOE BARKER 
ALLEN SACKS 



J 
1 

J. B. Williams J- aLLEN SACKS 
J 

HEAD TlMEBUYER - JAYNE M. SHANNON 

Devoe & Reynolds "l 

Kilmer I 
. , f KIRCIIER 

Mentholatum 



Eastman Kodak 
Scott Paper 



\ FRANK 
j MARSH 



RSIIALL 



I u w n JOE BARKER 
Johns-Manville ^-yoM Gl VNN 
DEWEY YATES 



Oneida I ALICE WOLF 



Pan-American 



TOM GLYNN 
DEWEY YATES 



•Assistant 



Standard Brands 



JOE BARKER 
ALLEN SACKS 



U. S. Lines 1 

W. F. Young J NANCY SMITII 



HEAD TlMEBUYER - ANNE C. WRIGHT 



SMITII 



Aluminium Ltd. 1 

Blue Cross I. ^anCY 
Church & Dwight J 

Irving Trust 1 maRIO 
National Fisberies ( KIRCIIER 



Lever Bros. I TOM GLYNN 
f JOY ADRAGNA 



Owens-Illinois Glass ) 

Pacific Mills \ NANCY SMITII 



Pharmacraft 1 MARIO 

Pond's Extract f *^J?JFJ.'™ 

J ALICE WOLF 



^•-^"•^"S-'^MmarsLll 



Sylvania I TOM GLYNN 
' ( DEWEY YATES 



ting \ ' 



ward BakingjPOtLV ALLEN 



N. Y. Central | alLEN SACKS 



WILLIAM H. WEINTRAUB & CO. 

(See NORMAN, CRAIG & KlIMMEL, INC.) 



WESLEY ASSOCIATES 

247 Park Ave., EL 5-2680 



Shulton. Inc. (Old Spice) I {^jA^p "j^ ' 



YOUNG & RUBICAM, INC. 

285 Madison Ave. (17), MV. 9-5000 

V.P. AND DIRECTOR OF MEDIA- 
PETER G. LEVATHES 



EXECUTIVE ASSISTANT- 
WILLIAM E. MATTHEWS 

ASSOCIATE DIRECTOR-FRANK COULTER 
ASSOCIATE DIRECTOR-THO.MAS M. HACKETT 
ASSOCIATE DIRECTOR-CHARLES T. SKELTON 
ASSOCIATE DIRECTOR-HENRY L. SPARKS 
ASSOCIATE DIRECTOR-SAMUEL THURM 

(All Borden; 
Institutional; Cheese Division) 
Duffy Mott (Apple Products; Sunsweet 
Prune Juice; Clapps Baby Food) 

Borden (Starlac, Evaporated Milk; 
Instant Hot Chocolate, 



RUSSELL 

YOUNG 
Adelaide 
Ilallon* 

KIRK 



Bristol-Myers (Sal Hcpatica; Buffcrin; 
Vitalis 



.aporated Milk; | CREINER 
e; Eagle Brand) ( Joseph 

O'Brien* 

ca; Buffcrin; ] MARTIN 
Hair Cream) f MURPHY 

J Sy Drantch* 



Drackctt (Drano; Windcx) 



WILLIAM 
DOLLARD 

Tiio mas 

Coiiierfoni* 



T- J . ,r- •• . I TN- V EDWIN BYRNE 
Ford Motors (Continental Div.) l Roln.ri 

Kowalslii* 



AG ElH^V, ACCOU NTS, ADDFtE£SLPHaH£ Tl MEB>|J||^ 

CoreE^ Ci^ar {WtiUt Owl Cigars; Wm. 1 ^ ^^n'tr"'''*^ 
P^nflj Kiobcrt Burns CijfflK & t HEi^Ii 

Cfearillos; Van Dvtc) j VASCE I 
1 Uirie 



AU ProdJrts; Corporate 
D-Zcrta 
Jell-G 

Lirdi Eye Div, 
tjMtt If Jill Cat Food) 

Calumet Baiting Powdrr 
Ceno ^ Sure Jell 
Kernel NuU 
Lor Catjin 
Maple Del 



Swans Down Qsi-C Flnur 
Baker CI]oc<j1:i 




jr 1 EDWIN p 



Swanj Down Mines 



Li Franc* Xt Salj 
Minjte Prcxl 



tina I 
UCB f 



WARRiL' 
G(4rf' 



MufT I 



GoodyeST Tire i: Rubber 
(Giwdycar TEfcs; Lifeguard 
TuIb; Ifulilutionsti) 



I JOHN 



FRAMt. 
GiiAtll' 

Ji»itrt 

W 



ObiE on 



International Silver "1 GEOiiCl-; 
(1847 Rogers Bros.; International \ h"^",^' 
Sterling; Stainless by International) J eOFFjlS 



Johnson & Johnson (baby products; 
Surgical Dressings 



ducts; 1 
Div.) I 



KIRK 

GRELNril 
Jouplb 
O'Brli 



Life Savers 



Lipton Tea & Soups 




TnO>lAJ 
CO.MERF'JI 



Lorillard (Kent Cig.) 



Metropolitan Life Ins. 

Simmons 



JOHN 
) jonN 

I FLOURSl 
f Beitc 



National Sugar Renning 1 jo.NB 
(Jack Frost; Arbuckle Sugars) f K«nji«i 



Procter & Gamble (Cheer) 



Remington Shaver 



Singer Serving Machine 



WILLI *>! 

WAiiirjt 

Marfl* 
Rubrxli 



1 WARRENS 
DAUB 
Grarff 
MariWiJ* 

1A. 11. TfiJ 
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The swing ain't to KING 



AO 



KING -TV 
Seattle Station "B" 
Tacoma Station ""A" 
Tacoma Station "B" 



KING-TV -Starting its 8th consecutive year 
of leadership in the Nation's 12th largest 
market — the great Seattle-Tacoma area. 



Channel 5— ABC 
100,000 fVails 
Blair-TV 



PULSE 

52.0 
24.6 
19.3 
6.1 



ARB 

58.2 
26.9 
16.5 
3.3 



Total Weekly Averages, August, 19l. 



FIRST IN SEATTLE-TACOMA 

KiNG-TV 



Otto Brandt, I'ice-Pres. and Gen. Mgr. 



AGENCY. ACCOUNTS. ADDRESS 4 PHONE TIMEBUYERS 



MAKTIN 
.MIUPUY 

Haiff) • 
GKORGE 

noriMA.v 

Gene* e 

lliirlrv* 
WAltltKN 
II A lilt 

G<*orpf 

Marltowcll* 



Time (I tfc Magazine; Time Inc.; 
Sports Illiistrati-(I .Maga/iiie 
T iinc Maga/iiit) 



DURHAM. N. C. 



II AH VE"i ..M ASSENCALE CO. 

Srioir «/(/«., Uurlinm, S. C, 6J77. 69J6 



M.\N A(;ER - KNOX MASSEV 
B. C. Remedy \ 



J 



MASSK^ 



RALPH 11. JONES CO. 

CnrFw Timor (2), Garfield 1-2300 

Nu-Maid Margarine 
Kroger Company 
Happy Family Balding 
Strietmann Biscuit 
Duncan Hines .Macaroni 



ANN SMITH 
EUI-A REGCIN 
EDNA 

IIAVERKA.MP 



MIDI.AM) ADV. AGENCY 

f'irsi .\nll. Hnnk Blilg., 105 E. Fourth, Main 1-2112 

Burger Beer J. n. B. FISIIER 

I'ECK-llEEKlN 

414 Walnul, Garfirld 1-1520 



Bavarian Beer }. pj-f.^'^'''' 



CINCINNATI.. OHIO 



STOCKTON. \^'EST.BURKII ART 

1303 fi>,( \atl- Bank BIdg., 103 E. tih, Dunbar 1-5600 



Jergcn's 
Hudepohl Beer 
Gibson Wine 
Island Creek Coal 



DOUG BUnCH 



AGENCY. ACCOUNTS, ADDRESS &. PHONE TIMEBUYERS 



Duke 



UnO.MLEY 



ke .\iiioiiiated Clicwing Gum | noiisE 

Wihoii Plasties j .MUS. .MAHIO.N 



REEVES 



GKISW OLU-ESllLE.MAN CO. 

2700 Ti-rniintil Tttufr (13), Tou-i'r 1~3232 

Tappan Ranges ■) R. C. (UICK) 
B.F.Goodrich I 
(ITood and Miller Tires) j pEXERS 



LANG, FISIIEK & STASIIOWER, INC. 

1010 Euclid Ave. (5), Main 1-6579 



Brew. Corp. of America ' 
(Carlings Black Label Beer) 
Grand Industries, Inc. (Stoves) 
Richman Bros. 

IMcCANN-EHlCKSON 

335 Euclid tie. (It), Cherry l-OILIO 

Standard Oil of Ohio 
Ohio Bell "I ek-phone 
Perfection Stoic 
l.cisy Brewery 



GARRY C. 
McKELVEY 
UAVIU 
STASIIftWEK 



BRLCE 

HARDY 

JOHN 

SAUTIER 

Sr<»TT 

BE.NTON 



MELDKLM &■ FEWSMlTll .INC. 

1220 Huron Raad (15), Cherry 1-3510 



Willard Batteries 
Glidden Paint 
Dearborn Motors (Ford Tractor) 
Stewart Co. of Dallas 
Dm kee Foods 
Seiberling Tires 



BRUCE 

STAUDER.MA.N 

MURIEL 

MACK 



NELSON STEKN ADV. 

Film Bldg. 2108 Payne Ave., Tower 1-5253 

CDR Rotor (Cornell- ■) BRUCE 
Dubilicr-Radiart) ( STERN- 
SWEENEY & JAMES 

510 Bulkley Bldg,, Main 1-7142 



Firestone Ti 



ires |. 



DOROTHY 
OF.STERLE 



CLEVELAND. OHIO 



HEAUMONT & HOILMAN, INC. 

VBr Bldg. (14), Cherry 1-3656 



Greyhound Bus ' 
McKesson & Robbins 
Whirlpool Washers 

FOSTER & DAVIES. INC. 

2116 Keith Bldg. (15), Cherry 1-0711 



W .M. 

JASINSKI 



Alliance Tenna Rotor ) MILES F. 
.Alliance Boosters 



) MILES F. 
f McKEAU.NEY 
J JESS TAYLOR 



FILLER & SMITH & ROSS 

J50J Euclid Ave. (15), Cherry 1-6T0O 

Vf G 

Aluminum Co. of America ^ ci'l -VLKLE^ 
Sherwiii Williams I'aint ( l.OU J. 

BO\CE 

(;regorv & HOUSE, inc. 

2157 Euclid Ave. (15), Main 1-7H22 
• Ass'stam 



OKLAHOMA CITY. OKLA.: 



KNOX-ACKERMAN ASSOC., INC 

1111 Classen Blvd., Jackson 42211 



Little Giant \'apori?er ' 
Nichols Seed Co. 
N'ichols Fertilizer & Chem. Co. 

Progress Brewing Co. 
Central Merchandise Stores (T G & Y) 
Servns Bakers 
Brownie Potato Chip Co. 



■WTLLIA.M €. 
5IIROUK 
HARVARD 
PAGE 



EKWIN, WASEY & CO. 

First \at'l. Bnnk Hldg., Regent 6-5429 



Central Dairy Products "] 
LcFc 
Home 

Shawnee Milling 
Andreson- Prilchard Oil 



cvre Chemical I ELLIS GIBSON 

State I ife Ins I ^- ^ ■ FIEGEL 
.■)tate i.iie ins. ^,,T.t„j.LL 



WILLIAMSON 



GALLOWAY- WALLACE CO. 

1211, \E 23. Jnclisan 41933 

Ada Milling Co. 
Colonial Mfg. Co. 



JOHN 



\ ■W ALLACE 
( HIGH 
' W ALL.\CE 



AGENCY, ACCOUNTS, ADDRESS 4. PHONE TIME ye| 



KEITfl 
MATH^ 



LOWE-RUNKLE CO. 

I.ilierty Bnnk Bldg., Regent 63321 

.Ainlier Liquid 
Cains Coffee Co. 
Superior Feed .Mill 
Arkansas City Flour Mill 



TULSA. OKLA. 



UE FELICE ADV. 

/ 137 S. Main St., Cherry 1-0267 

Ellis Home -Appliances | PETER 
Christian Echoes ( DeFELI 

GlRllONS ADV. 

H02 Daniel Hldg., Luther 7,24-t4. 



I 



BlKR 
Wort/ Biscuit \ GIUIIO 

UEE rilBfl 



C. L. 311LLER CO. 

16 IH S. Hoiilder, Luther 2-3203 



Oral Roberts Broadcasts (. MARC 
' CUNN 



i 

MAKCq^B 

CUNNI'^H 



\^ ATTS, PAYNE ADV. 

900 S. Main .S(., Diamond 3-9108 



^ DON v-rt^H 

Nfalt A Plenty ] LESLIE 
Okla. Tire & Supply I HAI GE • 



: Supply j. 

O/ark Xursery "O"* 

' MITC:ill„ 



WHITE ADV. 

I'lirnl Bldg., Riveriide 2-2428 

Gables Ranch House Siausage ] 



Renee Teen-Age |. ^'^^ 



Crusade (Evangelist) J 



PERRY .aSI 



WILSON ADV. 

123 E. 2lsl, fiif...an 7-7101 



Wichita Federal joHN f 
Savings & Loan ^ VTHITNI 



PORTLAND. ORE. 



SIIOWALTER LYNCH ADV. 

Alderuay Bids;., Broadicay 0525 



Haley Ca 
Cliet's Famous 



nning | kkANCI 
Foods j ARNXn , 



PHILADELPHIA. PA. 



AITKIN-KYNETT CO. I I 

1:100 -S. Penn Square, Rl 6-7810 

BARCL.\ § 
IIALLOVLL* 

ARNDT. PRESTON. CllAPlN, LAMB I 
KEEN 

loo V iSth St., I.O 4-4100 I 

I LOR.\, 
I'OJACK 

THE BUCKLEY ORGANIZATION 

2106 Lincoln-Liberty llldg.. Rl 6-0180 

EAKLE A 
BlCKLE'JRs 
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IN PORTLAND, OREGON 



KLOR BRINGS 1,798,000 
EYES* INTO FOCUS ON 
TOP SPOT ADVERTISERS! 



AXV W AV YOl" LOOK AT IT, KLOR-CH ANNHL 12, Portland, 
Oregon, is one of the West's top SPOT buys! Oregon Territory never 
looked better. .. nev er was richer! KLOR-Channel 12 gives you a big, 
prosperous 27-county coverage ... embracing 310,000 TV homes... 
2.9 ^ie^vers per set*...75'f. saturation. IT'S I:ASV TO SHH that 
KLOR's top SPOT leadership has been achieved with top program- 
ming, both ABC network and local. 



TAKE A CLOSE LOOK at some of KLOR'§ htal participating programs Portlanders go for: 



LADY OF THE HOUSE 

wilh ^'('rp Kiicchiiid 
^Oled F()0{/-f «.s/ii<i;i .(ulltoriiy 

.'Monday liiroii^ii Friclaj 
3:30-4:00 p.m. 

RON MYRON SHOW 

Variely Projrram 
wilh diesis iiinl Miisie 

.Monday liirunKli Frida,'* 
2:30-3:00 p.m. 

TMi-: Kws AUK 

KVKI) (i\c'r liii- live, local 
parliripaling profirain no« 
(nicp a «cck li> popniar doniand: 

FRONTIER SCOUTS 

lliipfty C(\ii\hinntii\n 
<>/ Oo-ll-) Diirspl/. 
i\altire l.are and 
J tuitlx Activities 

Tno-<Ia> and Tlinrxiny 
4:30-.>:0() p.n,. 



ACADEMY THEATRE 

(film participatin{:) 
Isl-Uiin Million S Features 
.Salnnln>. 7:00-9:00 p.m. 

TV SPORTS DESK 

(l(u-al parliripaling) 
uilli Cliarlir LiiP'raiirlii^e 
Wodiuxlay. Tlinr>day, Tridaj 




Programs AND 
ADVERTISERS are 
Switching to . . . 
and Ratings are 
Zooming at . , . 

KLOR 



915 N.E. DAVIS ST. • PORTLAND, OREGON 

Represenfed NationaUy by GEORGE P. HOUINGBERY CO. 
New York • Aflonfo • Chicago • Son Francisco • lo$ Angeles 



14 NOVEMBER 1955 
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AGENCY ACCOUNTS A 0 D R ESS i P H 0 N E TIMEBUYER8 

M>IJs r.ANTOH ADV. ACENC^ 

1711 II / " t-lt.t, t 



I III-. ( LK.MKNTS CO.. INC. 

liiOl r /irwniM ttl l,-it2:ili 

J. ri NMN(;iIAM COV, INC. 

11,22 ( hrylntil Si., ti) 4-t2r,n 



s(;i.lr> <. 
C VMOIt 



vi.viN KiN(; 



jdSKi'ii n. 
( (1\ 



DrnMA.N & KANE ADV., INC. 

l.rtris TtniiT /ttJfS.. VE 3'l3 t/i 

J. JI..>SMK 
K \NK 

nii: l)<M{K3irS-i:SIIKE>IAN CO. 

I. -.22 /.<.< i„» .S».. Kl S-2.'>90 

JOSKIMI II. 
ROI.I.IVS. JK. 

I lli: EI-KMAN CO. 

i:ir,ll •<nl>urlian Sinlioii lllilg., LO t.nTt.Z 

JdSF.IMI 
LLC VUT 

I EI<,ENI5AL.M-WEKMEN ADV. ACENCV 

l'>22 ■^iiruce Si., I.O 7.t t6(, 

U V\ II) 

w F.iniKv 

P.VII. 

I' iiii.i.irs 

HIE HICIIAHD A. FOLEY. ADV. A(;E>:CV 

l.i2H M hIiiui Si., hi 3-1^60 

W.ICK L. 
MOONKV 

EHNEST W M. GHEEiNFIELD, INC. 

220^ Siirlire Si., t.n H-S'H.-; 

KH.VEST 



KAUMI A, HART, INC. 

I700 U „l,n,l Si., t'f 5-Ht77 



IIEM.NO & CO. 

22r, s. /.?//, >.>., HI (,.:tfi:{H 



K VI. I'M \. 

IIAHT 



i:. itK.Ai* 



IIOI'.sO.X ADV. AGENCY 

'H>> t iimmi-reial TrusI Itlilf!., RI 6:ifiUi 

II. O, IIOI'SO.N 

I'llII.II' KLEIN ADV. AGENCY 

; iiiiersily Hlilg., thih K Loeusi Sis., I' E 3-7(196 

Ell. FF.I.IUN 

J. M. KORN & CO., INC. 

Waliiul Si.. KI fi.l)f>l>0 

.1. M. K()I1\ 

I AN ENSON BUREAU OF ADV. 

1212 t h,-siu„i .Si., KI fi-IIKtO 

IlVltIO V. 

^■<.l(^:It I 

lAUKETING & ADV, ASSOC. 

/Vim Siinnrjn Bhlg. 

Phillips Packing Co. K '''^1 

^ I KK.SIIEKVILI.E 

nn: mahtin agency 

II ilf»r,l Illilg., -I.lrd &■ Arch Sis., II. I 2-l2t,.^ 

<;f<)i{<:k 

MA It TIN 

-kijkriiagen, inc. 

KiOl ( hrflnnl •>(.. IJ). I.I lo t 

I'. II. 

SI^IlrKII \r.E.\ 



AGENCY, ACCOUNTS, ADDRE&S & PHONE TIMEBUYERS 



SVMl'EL TAriLMAN & CO. 

/5// Snusunif Si., I.O /-0792 



S.VM 

TAIBM W 



TRi .sta(;e adv. CO. 

I'.S.f.S. Ill.lis., Itunm 2:109, U- t 2-1932 



WEIGIIT.MAN ADV., INC. 

IhlV ( lienliiui St., I.O l-3.'>2<> 



SA M 

MISSKI.MA.N 



NATHAN 
VI.K.XAMlK.n 



CHATT>NOOGA;'lTeNNV 



CHATTANOOGA MEDICINE CO. 

1715 «■'. 3flili Si., 5-4321 



Black Draught 
Solticc 
Cardui 
Velvo 

LOOKOUT ADV. CO. 

lUtit IXuiunn ive., 9-3219 

Ilapin Valley I- arms 
First Federal Savings 
& Loan Assoc. 
Grapctte Bottling 

NELSON-CIIESMAN CO. 

210 E. lllh St., 6-4912 



KRA.VK 
W ALSCII 



■ CAKL cinsov 



Fleetwood Coffee > KICIIAUD II. 

I.F.IPF.R 



POWER & CONDON ADV. 

217 Spring Si.. 7-7338 



Cavalier Mfg. ^ [jfj*.^."'-^'^ 



THE I'LRSE CO, 

3lh & Chestnul Si., 7-1261 



krystal Hanilmrgers 

Kay's Ice Cream 

Newton Chevrolet l L"" !'' 
■ ( WOHTII 
.\merican Jvational 

Bank St Trust Co. 



KNOXVILLE. TENN. 



EDWIN C. IIUSTER CO. 

318 Winona St., ^. E., 5-1185 

Bush Bros. 
Winter Garden Co. 
Broivn Greer Co. 
Kast Tennessee Packing Co. 
Tennessee Valley Bank 
Rodgcrs & Co. 
Kimballs 
J. !>. Hall & Sons 
Indoor Comfort Distributors 
Cleveland Milling Co. 

LAVIDGE & DAVIS 

Fidctily Hankrrs Trust Btdg., S-OIIH 

l ay Packing Co. ] 
Home Federal Savings & 
loan Assn. 
.\ft. Airy Knitting Co. 

Swan Bros. 
C. M McClung ft Co. 



. E. C. IIUSTER 
JACK KRES.S 



A. W. 
LAVinCE 
CIIAS. B. 
DAVIS 



4 



AGENCY. ACCOUNTS. ADDRESS & PHONE TIMEB'tDs ' 



".I 



CHARLES TO.MBRA.S & ASSOC. 

502 S. Car St., S.9t24 



J. \l!en Sinitb Co. j x(;m 
Security .Mills 



H 



I T(;M 
\ McMIIX .S 



COLE CO. 

I.'ino Si f rick «/./«., 5-3604 



.1' 



I 



Berjon Drug Co. . ^ y^r^^^ 
E. T. Browne Drug Co. I c(Vle 

Keystone I.ab. | E. I. II/D 



Nix Co. J JR - I 



GETZ CRENSHAW ADV^ 

619 Coaduryn Inltilule, 37-3200 



J.Strickland Co. ^ ^ETZ___, ^ 



GREENHAW & BUSH, INC. 

641 Slerick BUlg., 5-5396 



LAKE-SIM RO-SIIURMAN, INC. 

Radio Ccnicr lildp., 5-1371 

Blach & White Co. ' 
Plough, Inc. 
Mexsana— Penetro— St. 
Joseph's Aspirin 



I 



ll(*I,TO>, 
C. RLSII 
E. H. 
CREE-Mlf 



MRS. LI/U 
SIMMON 
ROIIERTF. 
KEEKE 
ART SA'Cr 



i 



ROSENGARTEN & STEINKE, INC. 

483 Vnitm St., 37.4566 



Stewart's Inc. 



.NORTON 
ROSE.V. 
GARTE.V 
I, Y.V.N 
STEI.NKI 



SIMON & GWYNN 

3329 Pnplar Akc, 62-1691 



American Snull Co. ) MILTON ' 
Humko Companv ( "^''^'ON J 

' ' II. N. ays 



NASHVILLE. TENN. 



C. v. CLARKE CO. 

James Knhertson lloti'l. t^J S TO 



COGGIN ADV. 

3IH-2n Slahlman ttldg., 42-64SI 

.Associates Finance Corp. 

Colonial Coffee 
Slate of Tennessee 

CULBERTSON ADV. 

714 Siulpkum llld^., 6-7882 

Hester Batteries 
Odom Sausages 
Vietti Foods 



U. G. 
GOOII^X I 



CIIAS. V 
rOGKIN^ 



I BILL 
f GUI.RF.R I A 

1 { 



DO\NE ADV. 

tl5 Church Sl„ 42-7372 



.Acme Boot C;o. 
Atlas Boot Co. 
N.C. S: .St. I.. Ry. 
NculioH Packing 
Washington Mfg. Co. 
Werthan Mills 



TO.M 
UAW,><)>S 
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SPONSOR 



VERY MINUTE 
lE'S ON THE AIR 




tATES HIM . 



MO, 





TOP> MAN 
PHILADELPHIA 



^ HOURS 



DAILY 




D 



WIBO 



Daily for 3'/2 hours Doug Arthur TOPS 
EVERYBODY. . . . EVERYTHING! No other station (network or 
indie) even comes close! 



MONDAY-FRIDAY 



S ATU RD AY 



MORNINGS 

WIBG Sta.B Sta.C Sta.D Sta.E 



MORNINGS 

WIBG Sta.B Sta.C Sta.D Sta.E 



10:05 


4.9 


4.8 4.5 3.2 3.0 


10:05 


5.3 


2.8 1.3 2.5 3.6 


10:15 


5.5 


5.1 4.2 2.7 2.6 


10:15 


5.3 


1.8 1.8 2.3 2.8 


10:30 


5.9 


5.3 4.4 2.5 2.7 


10:30 


5.8 


2.5 1.5 2.3 3.0 


10:45 


5.8 


5.2 4.2 2.7 2.9 


10:45 


5.8 


2.3 2.0 2.5 3.3 


11:00 


6.1 


5.6 3.9 2.7 2.9 


11:00 


6.5 


2.8 1.8 2.5 3.8 


11:15 


6.4 


5.8 3.7 2.5 2.6 


11:15 


6.6 


2.3 1.5 3.1 3.5 


1 1:30 


6.5 


5.3 3.2 2.2 2.7 


11:30 


6.8 


2.6 1.8 3.0 3.8 


11:45 


6.2 


4.5 3.2 3.0 2.8 


11:45 


6.8 


2.5 1.8 3.3 3.6 


EVENINGS EVENINGS 


6:00 


5.7 


3.9 2.0 3.2 3.3 


6:00 


4.8 


3.0 1.8 2.8 3.5 


6:15 


6.1 


3.5 2.2 2.9 3.3 


6:15 


5.1 


2.8 1.5 3.3 2.8 


6:30 


6.4 


3.5 2.4 2.9 2.9 


6:30 


5.8 


2.5 2.3 2.6 2.8 


6:45 


6.0 


3.7 1.7 3.8 3.0 


6:45 


5.3 


3.0 1.5 2.5 3.3 


7:00 


4.1 


3.0 2.0 2.4 1.8 


7:00 


5.3 


2.8 2.1 2.3 2.8 


7:15 


3.9 


2.5 1.9 2.2 1.8 


7:15 


5.6 


2.5 1.8 2.5 2.5 



took af f/ie Pulse! Monday thru Saturday ... in the mornings ... in the 
evenings . . . whenever he's on the air . . . every minute . . . Doug Arthur's 
Danceland enjoys the HIGHEST RATINGS! 

What's MORE . . . WIBG backs DOUG ARTHUR'S DANCELAND with BILL- 
BOARDS, CAR CARDS, DIRECT MAIL, SPOTS AND WINDOW DISPLAYS 
OF SPONSOR'S PRODUCTS. Don't Delay 
Call RADIO REPRESENTATIVES Today! 

JULY-AUGUST PULSE 




Pennsylvania's most powerful independent 

WIBG 

990 



10,000 
WATTS 

PHILADELPHIA 2, PENNA. Rl 6-2300 




AI.KKHT 

NOItLE 

Itll.I. 

(;i<AIIAM 

IIAKOI.n 

rw rn Y 

( KILL SATTEK- 
W Iin E 
( IILCk 
l(KA.\CII 



AGENCY. ACCOUNTS. ADDRESS 4. PHDNE TIMEBUYERS 

\()|{LIM)rin tV- ASSOC., INC. 

til:i'.. I hurth SI., <>~3iir 

Blilc C aiii|> ( liocolaipi 
Car(cr t)liifki-ry 
C.fcl.ir Crcs SIiocs 
( li.iltaiiooKM .Medicine 
l)j\is (.abiiict Co. 
Dortdi Stove \\ ks. 
I idclilv Insurance 
lortunc I-eed Mills 
Frostv Morn .Meats 
Indian Ri\er .Medicine 
Jamison Redding 
JefTerson Island Salt 
National Life & 
.\ccident Insurance 
O lir>an liros. (work clothes) 
Reelfoot Packers 
Tcmco Inc. (furnaces, 
healers, dryers, etc.) 
Tennessee I'ackevs 
\allevdale I'ackers 
Warren Paints 
Martha White Mills 
(flour, meal, etc.) | 

SIMON it GWYNN 

VJt 'ilahlman Blilg., 5JI0O9 

■Vraerican Tea S: Coffee ^ 

lilevins Popcorn | Vt . M. 
RiKO Chemical (Kill-Ko) j" "OI-'JER 
Hester liattcrics J 



D|tLLAS. TEXAS 



ADDIiNGTON, MJUTILEK * PURNELL 

3722 Roicsrr Ave., LA-tl34 

Quality Bakers (Holsum Bread) ^ pl'^;vi;ll 

ADVEFtTISLNG ASSOC. 

.Mercantile Bank Bldg., PR.25B9 



BERT CLARDY 



AYRES COMPTON & ASSOC. 

Kirby Bldg., PR.6328 



Scottish Rites Hospital \ AVRES 
I COMF1 



ION 



BBDO 

Mercantile Commerce Hlilg., PR.3431 



DeSoto") TED HAS- 
Easy Washers I »"OL'CK. ;^R. 
Fedders I HOSIER 



DON L. BAXTER ADV., INC. 

Melba Bldg., PR-taSi 



re\as Power S: Light ^ L4RitY 
Carrier Air Conditioning ^ roLI.TKR 



BEAUMONT it IIOIIMAN 

1905 Elm St., RA~5388 



I'AIL LEK<; 
Greyhound Bus Lines I MRS. FLO 
LAMRETII 



I'ALL HERHV 

1116 Oar/i Bldg., l'R..1f,23 



.Scalv Mattress I ''^^^ UEHRY 
' \L1CE m K 



AGENCY, ACCOUNTS, ADDRESS &. PHDNE TIMEBUYERS 



SA.M HLOO.M ADV. 

Fldi-lity L'nion Life Bldg., ST-4736 

l arnier's Best Fryers 
Glazcr Wholesale Orugs 
Zalc's Jewelry 
White's Auto Store 



MnCII LEW IS 
SAM DI.OO.M 



Skillern s Drugs L,.„y,.' 



Semtner Drug 
Princess Gulf Shrimp 
Orange Tommy 
Pest Guard 

CAMPBELL-EWALD 

Fidelity Union l.ife Bldg., Ri-209% 



SA.M PRICE 



Chevrolet ).<~'^'?"CE 
' HACK 



CO Id I.MAX ADV. 

25»4 Highland Park Village, LO-3IIH8 

Blue Cross & Blue Shield 
Armstrong Packing 
Araalie Oil 
Southwestern Investment 



ALBERT 
COLCIIMAN 
PAUL 
MILLER 



CROOK ADV. 

Fidelity Viiian Life Bldg., ST -577 1 — Rl-11 75 



Fant Milling Co. 
Pratt Packing 
Mrs. Tucker's Foods 
Texas Style Mfg. 
S. W. Life Insurance 
Walker's Austex Chili 
Southland Feed Mills 
Linz Jewelers 
Davis Hat 
Manor Baking 
Sledge Mfg. (Tyler Work Clothes) 



WILSO.N \r. 
CROOK 
W. W. 

CROOK, JR. 
JAMES P. 
. ANDERSON 
DON MOORE 
FRANCES 
BANISTER 
R. B. 

LAINIIART 



D'ARCY 

Fidelity Union Life Bldg., ST-1503 

Coca-Cola J. J<^I V T. 

1 D\rY ER 

FKA E. DeJERNETT 

Em players Ins. Bldg., PR 6389 

1 IRA 

Combination Saw- Tractor DeJERNETT 
Morton Foods I "l^R'^E 
. u 1 J T t . /GILLIAM 
Southland Life Ins. >irs. K. 

BOVAFELD 



DeLOACFF ADV. 

Tpxas Hank Bldg., RE-4S03 

GE Dealers 
Mama's Cookies 
Mitchell Air-Conditioners 
(Marlin Assoc.) 

JOHN PAYTOxN DEWEY 

2113 S. St. Paul, Rl-5051 



JIM DeLOACn 



PETE DE\rEY 



GANDY-OWENS 

Texas Bank Bldg., R1.4603 



Baker's Hair Tonic "l 
Kcyko Margarine L W. P. CANDY 
Carhart of Texas 



GLENN ADV. 

yew Republic Bank Bldg., Rl-66a6 

Lone Star Beer 
Gcbh.irdt Chili 
Texcrete 
T ?: P Railroad 



RAY K. 

GLENN 

WARD 

WILCOX 

LIENER 

TEMERLIN 

DLKE 

UL'RGASS 



AGENCY, ACCOUNTS, ADDRESS S. PHONE TIMEBl 



GRANT ADV. 

Rio Grande yatianal Life Bldg. 

Dodge Cars 
Dr. Pepper 

E. R. HENDERSON & ASSOC. 

Reserve Laan Life Bldg., Rl-2593 



. GREGG 
( SIIERKY 
I DAVE 
' GARRETT 



TegGiyco Inhaler 1 u_ nj^y 
Western Hatcheries | DERSON 



IIEPWORTII ADV. 

Keserre Loan Life BWg., R4-2353 

Breckles 
Figaro 
Texas Citrus 
I.one Star Frozen Foods 
Child's Grocery 
Laurel Products 

JIM III FF ADV. 

Gibraltar Life Bldg., PR^139 



SAM W. 
IIEPWORTI 
WINSTON 
BALL 



Meletio \ 

Fedders Air-Conditioners | •"•'^1 '"-'Ff 



KAMIN ADV. 

2520 Cedar Springs, RI^685 

VaporettC ■ 
Crazy Water Crystals 
Span-O-I.ife Battery 
U. S. Guaranty & Trust 
Lee Optical (Dallas-Ft, Worth only) 



JACK WYA 
MARY BLAf 
PALT. 

FERWERDA 



rr 
1 



LANNAN & SANDERS 

Interurban Bldg., PR-1583 

1 JAMES 
I SANDERS 
^ . , ., 1 FRED FARR 

Continental Trailways 1 ^L CARREL 

Wallrite | TENA 

j CU.MMINCS 

I, JOHN 

J PALTINC 

MAJESTIC 

5008 Creentille Ave., FO-8-7541 

Big 12 Tonic \. ^- 



McCANN-EKICKSON 

Gibraltar Life Bldg., Rl-1609 

1 BILLY 
SANSINC 
FLORENCE 
RICIISTAT- 
TER 

.McCARTi' CO. OF TEXAS 

Interurban Bldg., PR~t387 

Texas School of Practical Nursing \ 

' JLRGE.NSr 



McCRARY ADVERTISING 

271--i Elm St., ST-2919 

Texcrete 

Crown Western Investments 
Oak Cliff Savings & Loan 
.•\nco Co. 



SWITZER 
McCRARY 



MoKEE-TIIOMPSON ASSOC. 

900 Tairer Petroleum llldg., RA.2191 

Southland Supply " 
Binswanger Glass ^ '*'ACK J. 



Comfort Co. Product* 



.McKEE 



.Mc.MAINS ADV. 

201 1 Cedar Springs, Room 101 R.4-6563 

JIM 



Pi-Do Corp. 
Leeco Rug S: Upholsterv Cleaner 



) McMAINS 
f HARRY 

Mc.'^UINS 
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SPONSOR 



on the Pacific Coast, 



Tommunity Merchants prefer Don Lee... 



from a survey by Dr. Emest Dichter 




Grocers. and butchers and bakers and candle-stick makers ... don't really have it this easy 
when Don Lee is working for them — a really accurate picture would show our grocer suffering 
from "cashiers' elbow" from ringing up sales. 

In a survey of Pacific Coast network radio, conducted by Dr. Ernest Dichter and the Institute 
for Motivational Research, community merchants showed their preference for Don Lee by their 
answers to these questions: 

EXCERPT FROM THE SURVEY: "What radio statioH reaches 
the greatest number of people? 68% named a Don Lee 
station. What radio station reaches the people who do 
the most shopping? 50% named a Don Lee Station!' 

This is only one of many significant factors Dr. Dichter found 
responsible for the reputation of the Don Lee Broadcasting 
Svstem on the Pacific Coast. 



For o viewing of the film presentation, "The Depth of Penetration of an 
Advertising Medium," write to H-R Representatives, Inc.. or to the Don 
Lee Broadcasting System, 1313 North Vine Street, Hollywood 28, Calif. 



Don Lee 
^acific Coast 
Radio 



RADIO 



MONDAY 



TUESDAY 



WEDNESDAY 



THURSDAY 



FRIDAY 



SATURDAY 



SUNDAY 



tOO'^o Sp oH40ied 



1 

THE NUCLEUS OF A 114.HOUR WEEKLY SCHEDULE THAT 
SERVES AND SELLS 161,360* TV HOMES IN 4 STATES. 

*Televl>lon Magazine — Nov., 19SS 



DOUG EDWARDS 

A.H.P. 



ROBIN HOOD 

Wildroot 
J. & J. 



TV READERS 
DIGEST 

Sfodebaker- 
Packard 




BURNS & ALLEN 

Carnation^ _ . 

I a n I 

TALENT SCOUTS 



i LOVE LUCY 
iP. & G. 

Gen. Foods 



DOUG EDWARDS 

Pall Mall 



NAME THAT TUNE 

WhifeholT 



TEXAS IN REVIEW 

Hunfbln Oil 



EDDY ARNOLD 

Butternut 



DECEMBER 
BRIDE 

Gen. Faads 



MR. AND MRS. 

•aim no™ 

Halsum 



•m 



BADGE 714 

Evergreen Mills 



GROUCHO MARX 

DeSoto 




DANNY THOMAS 

Dodge 
Pall Moir 



RED SKELTON 

Pet 



Carter 

MEET MIUIE 



$64,000 QUESTION 

'Revlon. 



MY FAVORITE 
HUSBAND 

Frigidoire 



MASQUERADE 
PARTY 

Esquire 
Geritoi 



JUSTICE 



IT'S A GREAT 
LIFE 

Chrysler 



DOUG EDWARDS 

Ronsan 



MOVIE QUICK 
QUIZ 

Dillord's 



ARTHUR GODFREY 
AND HIS FRIENDS 

Toni 
CBS-Columbto' 
Kellogg 
Prestone 
Pillsbury 



MILLIONAIRE 

folgale 



I'VE GOT A 
SECRET 

Winston 



STEEL HOUR 




20th CENTURY 
FOX HOUR 



MILTON BERLE 
MARTHA RAYE 

Whirlpool 
Sunbeom 
RCA 

Chevreflet 
BOB HOPE 

BEHY HUnoN 



DOUG EDV/ARDS 

Pall Mail 



LONE RANGER 

Gen. Mills 
A.D.A. 



BISHOP SHEEN 

Admitbl 



CLIMAX 
and 

SHOWER OF STARS 

Chyrsler 
Corp. 



FOUR-STAR 
PLAYHOUSE 

Bristol-Myers 
Singer 



BOB CUMMINGS 

W^nstdtij, 



CELEBRITY 
PLAYHOUSE 

Dillard's 



lOreha young 

f , & G. 



PEOPLE'S CHOICE 

Borden 



DOUG EDWARDS 

Ransari 



FRANK LEAHY 
Dupont 



CITY 
DETEOIVE 

Fo I staff 



CRUSADER 



Camels 



CROSSROADS 

Che'i'rolel 



Rayhouse 

OF STARS 
Schlitz 



THE LINEUP 

p. & G. 
Viceroy 



PERSON TO 
PERSON 

Elgiri/^ Remington 

HAT'S MY LINE 



POLUR A 
SECOND 

Mogen David 



UMERA FOUR 

*ay'S 



ANNIE 5AKLEY 



Carnatian 



PEOPLE ARE 
FUNNY 

Toni 
Papermate 



FRONTIER 

Reynolds 



GRAND 
OLE 
OPRY 

Purina 



STAGE SHOW 

Nestle 



ACKIE GLEASO'N 

Buick 



TWO FOR THE 
MONEY 

Old Gold 
SheafTer 



IT'S ALWAYS 
JAN 

p. & G. 



GUNSMOKE 

Chesterfield 



DAMON 
J5UNY0N 
THEATRE 

Budweiser 



STAR 
JUBI- 
LEE 

Ford 



HIT PARADE 

lucky Strike 
Hudnut 



PROOF OF ADVERTISER ACCEPTANCE ON THE 



LAWRENCE 
WELK 
SHOW 

Dodge 



YOU ARE THERE^, 

ECAP 

P. «. C 
THIS IS YOUR LIF 



GUY LOMBARDD- 

Dillard's 



PRIVATE SECRETARY 



Lucky 
Strike 



Luck 
Strik 

JACK BENN 



Id 
sullivan 

SHOW 

Lincaln'Mercury 



G.E. THEATRE 
G.E. 



HITCHCOCK 
PRESENTS 

Bristol-Myers 



APPOINTMENT WIT 
ADVENTURE 

Kent 
Revlon 



HIGHWAY PATROL 

tion Oil 



BREAK THE BANK 

"Dodge, 



THE WORLD 
TOMORROW 

Armstrong 



THE HUNTfR 

Tofjon 



KCMC-TV 



100,000 WAHS 

INTERCONNEaEj 

Now Telecasting Network Color 



CB 



ABC 



CHANNEL 6 



TEXARKANA 
TEXAS • ARKANSAS 



Represented By 
Venard, Rintoul & McConnell, Inc-^ 

Walter M. Windsor, Generpj Managtr 



f, ACCOUMT*. ADDRtS^ i PHfthF TIHEHJ> CHS 



1>iUKtMlKl(l) Ain'. 



\lttctU^n Vt'me ami In^THerl 
iriilln>(n>ll fl^crhcul llixtf 
I c\lljir J'JLTIC 
S'liiMnl. 'I in' 

, >H)lti:i.AM) iAK 

y tiiJan t^f* liU*., I'R.vnt 

iV. JihtiinlviLiic !■- Siiin, I 111', 

Tf ^.n Ifntilc Mills 



lil >JI 

■^IIM'llhlUJ 

;i nTtv 

VNI I I'TI' I' 



II, n. 

!t]riiirr.AM) 



VimVA.l. ADV. 

t,lr, HI -9 33 I 



Ttltilron 1 
Tnivllii''l I "IH- 
Sit Rid J 



MKF.KS 



KM. I'll 
KOIII.NS 



DLII Z.\CII.\ 



1L\CEY & ASSt>t:. 
PR-jwr, 

PfliwjTC i'unch 
Mc'^tetcf lucl 
^merkail Wtnyl M'iridow 
SJM.n. 

*I.L-I"Enuy ADV. 

HiiH II Lf J K II Mfilors 



■ WKSTI-AI.I. 
ERIE n.\CEV 



JIM 



Mjlicr Ilros. 

IFKK ADV, 

HU Rank Aldf., R. 1-90 J 5 



it .s,iiini 

Xtfoii Lifr BUf., R}-60*-t 

Nalianal Colloli Co^incil 
fliitU'TKni Htwicy 
DcirbDi H 510VC 
DiiarlKjPTi Evjpcintivc 

CiinLllneiiliil-rimiccT ,\ir1ines 
TivloJ Brdding 
Firsi SjIIdii^iI lUnk 
U*'iV(3t Asphalt 
nuilierson, Inc, 
J-B Paints 
Insurancr Co. of Texas 

AUFF & UV.\N 

I'nfon i:i7« B/ds., RI-6453 

KracketU Co. 
Rug Sheen 
Fritos (ex. of Texas) 
Lone Star Gas 

OT^rn A SIMMO.NDS 



MnJera IJlds I yA.M).XLL. SR. 



I( \M)AI.L, Jl{. 



M. K.\T. 
CLIFFE, SR. 
y MOKELLE 
R A TCI. I FEE. 
JR. 



RAMIALI. 
IIROOKS 
.MARV A.N> 
R A ecus 
U.WE 

.MrCO.NNELL 

HOWARD 

FISHER 

\< II.SON COSS 

DOROTIIV 

CA.NTRELL 

IIERIIERT 

ROf;ERS 



n-linn, t'tt-a064 



Universal Mills 
Craft Hosiery 
Luby's Cafeterias 
Child's Grocery 
Owen Sausage 
Liquid Smoke 



J. C. SIMMONS 
EHME LOVA.N 
EI) CAI.NE.S 
ALEX PAPPAS 



AL 

PERKI.NSO> 
JACK 

CRA.VDALL 
ROBERT T. 
IIERZ 
CHARLIE 
.NOLA.ND 



ACf NCT, ACCOUNTS. ADDHESSIPHONE TIMEBUVER8 

j v>ii:s II. siJ.^o.NC 

riil-Uiy Vnian Life lUilg., ST-SS't.t 



Simple Simon Iro/cn I'irt 
CjIicU't 

I'OWtT I CTlll 

Wcndland Grain 
DuUai Air. Conditioners 



JIM SI SONG 
DOItO I in 
sn CKI.EIH KG 



TAVl.OK NOKSW (HM IIV, INC. 

Trlnlt* I'nivrrral IIIiIk; 1120 \. Ilartcouil, rK.7773 



Airmail Hosiery 
Lone Star lloat 
American Liberty Oil 



\V. W. SIIEKKILI, & CO. 

l»ft«9 Ci-ilar Sprlngl, R U$$7 1 

St.ite Fair ol I ex as 
Interstate I hcatrcs 

J. \VALTi:i« TII().MI'.SO.\ 

iVaio Rrpublle Bank lildic., Rl-438t 



TOM NOUS. 

\» OHTIIY 

IMIII.II> 

WOI.FE 

SIIAHO.N 

SUM. IVAN 

J. II, TAVI.OR 



) IIII.I. 

\ SIIERIMI.L 

' GE.NE KEY 



1 J. WILLIAM 
I IIRACER 
Ford Motor I. 'W ALTER 

,r .MrGHEEVV 

I DEAN 

J W ILLIAMS 



TILVCV-LOCKE 

2501 Cxdar Springs, ST-1711 



Burrus Mills 
Resistol Hats 
Bordcii 
Duncan Coffee 
Mrs. Baird's Bread 
Comet Rice 
Imperial Sugar 
f'ritos (Texas only) 
Adleta 
Reserve Lile in.s. 



J. D. "DOC" WILLIA.MS 

3908 Lrmmon Air., ]l •7977 



KOIir. I. 

PRIES 

IIERII E. 

LEHMAN 

ER.NESTI.NE 

PARKER 

LARRY 

DuPONT 

PALL CIRAHI) 



Proctor's Salad 
Cuellar Foods 



ads 1 1 

ods y 



DOC 

VTILLIAMS 
C I cu 1 REVERLEY 
Sil-O Shccn J LITTLEJOH.N 



TED WORKMAN 

.Satianal City Itldg., PR~t247 



Saladmaster 
Western Co. 



TED 

WORKMAN 
} BOIl PIGG 
Honey Box Salmon I JoaN 

RVCGETT 



rORT WORTH . TEXAS 



ROWLAND HROILES 

Dan ITaggoner BUg., Fannin 2261 

Bandera Hat Co. 



CLAUDIA 

RENGE 

JOHN S. 

siTEWART 

MAXWELL 

GOODMAN 



AOENCV. ACCOUNTS. ADDRESS L PMONE TIMEDUyER* 

I.NANS iV AS.SOC. 

Dan Wnttantr llldg., /.'■//•on V^J' 



I'hiirn \ 



llrulc* M, li 
Williaraton Iiickic 
Ju»iin Hoot Co. 

I urrnlmt I Ijirir-I 
IriiMow'-, Bannrr) 



Ai.iH II r 

I \ ANS 
WM. G. 
STAHKE 
T II. 
IiAN 

Itt Mil I L 
SI A \ 

S< III KVTIIIR 

KAIII. 

< OI.I.INS 



UW K. 
f.I ENN 
JOIIV 
sTEWAHT 
A. G. 

MrDAMI.I. 
Ml ItI.E HELL 



J U K IIOLMFJ; 
TKI) .NELSO.N 
JOE EVANS 



<;i.KN\ ADV. 

fir, I l.t/m IllJtt: lanitin ttTl, 

l>'iltu'\ QuKkiC ( <K)llO 

(.IiiIm- I al>». 
McDonald 1 1.ilthcrirs 
V\'hitr Swan I c«kI» 
Conro V\ orL Clot lies 

JACK ll()E.ME> iK: VsSOC. 

TAP I'ailrngiT IIIiIk., I annin 703S 

Nrrrlii SeniiiR Machine Co. 

Ireland's Chili 
Fort Worth l.ivcst(xk 
Best Vctt Foods 
l.a/cnda & Bankers Sp. Cigars 
Archer's Champ Dog Food 
Vita V\ ay Corp. 
National Health I.ile Ins. 
Morrison Milling Co. 



WII.LIA.M JARV 

1115 Jr. Fi/lh. Forlunr fl90 1 

Tcxo Fctds ^ nil I. J,\RV 

READ-I'ETrV 

1111 FT, Lanfaticr, Fnnnin 7605 

Mission Bcvcracc I JL'LIAN 
RF^D 

.SIM.^IONDS * SI.M.MONDS 

Seit P. Andmon Bltlg., Forlunt* 4710 

Red Chain Feeds "] 
V\'^ Texas Appliance P^;,^^^,, !. 
Dalton s Best .Maid I 

VATES ADV. 

1020 Summit Arr., F.ditan 1173 

1 TOM YATES 
Nocona Boots I PAIX 

RERTIIELOT 



DICK MINNS 



allstatt: adv. 

3607 YoaUum. ] Arkinn 2-5863 



A. M.S. ADV. CO, 

4902 rratij, } Jrktan 8-3176 

Ro\al Crown Botil ng ) 

Daniel Tire J SHaCKEROFF 

THE ANTHONY CO. 

3311 Monlrair Htvd., ] \ckion 8.1821 * 8-1334 

1 PALX 

southern Select Beer (•^LLF.n'^"' 
J LOVINs 

Vi LIN ADV. 

•>0I l.oirit liltd., JAckton 9-3766 

General Products Co. 
Kazmeier's .\ssoc. 
I everton .4: Co. Conners i pop ^^^-j |^ 
Rheem Mfg. Co. [JO MOORE 
.Second Natl. Bank 
Childers Mlg. 
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AGENCV, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS 

A. S. It LACK CO. 

'ilOS San Jarinlu, J tcktoti 9-HOI 



Larl NkMillinn 
Mnustoii Packing Co. 
Soars- Roc-lHK k 

IJOONK * CI MMINC'^ 

:i0O3 Louiaiana, J -irktita ft-3S77 i 

(jFiat Souilii-rn Life Ins. 
Cily National liank 
Sharpstoun l)e\elopnien[ Co. 



IJOZELI. * JACOIJS 

421 Carnlino, FAirJax 3~110tt 

l iiitcd Ciav Corp. 
Consolidated Venetian Blind 



A. S. III.ACK 
IULL ItinAN 



<;i{AIIA.M 
I >IA1-C()1.>I 

f <:i>nii.\r,s 

I I.Al RI 
SCIll'TI 



CAIU. 

SroKEY 

JACK 

SI EWAitr 




HI{E>>A.N ADV. 

in I IT'. Clay, JAcktoa 4-7501 

Houston Bank & Trust 

CABLE & ASSOC. 

1231 I'eilva, JArkson 3-1-133 

Roto-Rootcr pACK CABLE 

CAK.MONA it ALLEN 

l(Ai7 Jrff,TSOti, C ipilul 1.2tU)l 

Crcater Ilonstoii Motors J. VALE BROW.N 

CUAULES CUOSSO.N & CO. 

:ilii}3 .Main, JAckson 8-1525 

CHARLE.S 
CROS.SO.N 

D'AKCY 

1715 W. Webster, J tcksun 4-2111 

Hou. Ltg. & Power Co. |. BOB WILSO.N 

FOOTE, CONE & BELDLNG 

510 Taft, JArkson €-5461 

Grand Pri/c Beer 
Champion Oil 



1 STEVE 
WILIIEL.M 
EARL 
RICILVHDS 
GRACE 
SPAMIIEL 



GLENN ADV. 

1015 Slerlias Itldg., CApitnl 1-2729 



JOILN FKASEK 



GOODW LVDANNENHAL'.M ADV. 

41114 Lallraarh, JAcksun 8-0546 

O. J S Beauty Lotion ] JOILN PALL 
Texas National Bank [ J',^J,^^y J'"^ 

Napko Paint J davnemiAUM 

GKEEK, ILWVKLNS * AGl ILLARD ADV. 

4714 Fannin, JAckson 2-5191 



Trans-Texas .Airways " 
Houston World's Fair 
S, Republie Life Insurance 
Gulf States Paint 



W EM) ELL 
MAWKLNS 
]. JO AN.N 
KOPECKV 
ED ALLEN 



GREGOUYGIEZEXDANNEK CO. 

3005 Louisiana, JAekson 3-7303 



Al Parker Buick 
J. A. Walsh 
Paiy General Tire Co. 



LLOVU 

GRK.GOKV 

CMAKLES 

CIEXE.N. 

DAN.NEK 

MVRA 

W IIEELLR 



AGENCY, ACCOUNTS, ADDRESS & PHONE TIMEBUYERS 



GULF STATIC ADV. 

2714 llanrille, JAcksoa 9-9193 

Wcingai ten's 
Interstate Theaters 
Robinliood Eggs 
Jdielby Biscnii Co. 



RAM IN ADV. 

tfilO Main, JArkson 6-1101 

Finger Furniture 
Levit's Jewelers 
Mosk's 
Gulf Coast Stores 
Golden Age Bottling 

McCANN-ERlCKSON, LNC. 

900 Lovett Blvd., JArksan 9-tl91 

Humble Oil & Refining 
West 'Fexas C:otton Oil 
First National Bank 
Hou. Natural Gas System 
Texas Rice Growers Assoc. 

Dcntler Maid 
Kuhn's Paint 



RITCHIE ADV. 

Haak of Commerce ISltlg., CApitol 7-1828 



A. 1). MARKS 
^JO ALESSAN. 
URO 



AGENCV, ACSCQUNTS, A£lDftE£!i. t PHONE Tmt^t^ 



r;LEN\ ADV. 

Trunin Tu^l'T Vide-, Cupllvl 7-23ti9 
I.. IL riitivlicr 



I itrjii 

''llOLLEla 



I'TTLUK AliW {;(}. 

I2,t Aitiiiion'um Ctl-cle^ Brlmaat a~61Sl 



LESTER 
KA.MLV 
BILL 

BLU.MBERG 



KER.X TIPS 
GENE HEARD 



1 DAVE 
^RITCIIII 



lehr Baking Co. }.ritciiiE 

J LOU CLAVIS 



RIVES-DVKE CO. 

2503 Robinhnoil, JArkson 4-8143 

Stewart S: Stevenson "| 



Metallie Bldg. |. j^Ym ' "'^'''^ 



National Bank of Commerce J 



ROGERS 



RLTIIKAUFF & RYAN 

Old \atl. Life las. lildg., 5615 Fanain, JAcgson 4-7531 

lexas State Optical ) TED KEAUV 

GLENN Ff 

EN'BERRV 



Red Arrow l abs. ^ GLENN FOR"! 



TRACYLOCKE 

2332 W. Iliilrombe Blvd., MOhawk 7-3306 

^ „ 1 CLAY 
Duncan Coffee STEPIIENSO.N 
j TO.M DALEY 

VARGA ADV. 

West Hide., <■ ipilnl 7-6956 

Acme .Mrco ] 
Star Steel Supply [ 
Bob McDougal Sewing ^ OWE VARGA 
Machine Co. J 



AMTONIO, TEXAS 



THOMAS F. CONROY 

1101 Majestic Bldg., Capital 7-3456 



Lone Star Brewing 
(south half of Texas only) 
Pioneer Flour Mills 
H it H Coffee 
Quaker Oats 
Saf-Tan 



THOMAS 

CONROY' 

MARGARET 

STAIR 

DAVE 

GUTIIRIDGE 
JACK SLICII- 
EN.MAIER 
EVERETT 
LIABOE 



CUSICK SCHWERKE & \^TLD 

200 Farm & llame Bldg.. 403 E. Travis. Fannin 0974 



Patio Foods 
Kaim S; Home Savings S: Loan 
knowlton Dairy 



NORMAN 
.SCIIWERKE 



l jnilN F 
PITLI.'K 

StBTkHt Tuna | jauk 



I'eari: Beer \ PiTLUli 
Alajnfi l.hT^turb Com m hs'i ion | 

7iL Spriy I ji^vE ' 
I IITBI1A3 
I CHARLI 
I CAItriLI 



WYATT ADV, 



rrrldcTiLh RefrEg, | c'llAKT 
Fnn CtilBpiiHV j I CAROLE 



J 



TVLER. TEXAS 



REYXULDS-ELKLN 

371 T^lrr Bmk Bldg., J~671.J 



WACO. TEXAS 



CIRCLE ADV. 

I'-if. Bo* 203ti, 3.7301 



YaunutiliTiMl'i Poiikrv 1 *ti lvK, 



SOL lin^'EST ADV. 

^]^L'tl^l^■l«4 ApjkJLinCi,-!^ B.i V lEl 



RICHMOND. VA. 



ADVERTISING ASSOC., INC. 

1 V. 61 A Si, 



CARELL EANES. INC, 

lOfl Vr. Maia St. 



SACK I.] 

IHtL 



JOE a. 

WH-l 1 



CARGILL & WILSON 

II So. Secaad St., 3-3485 

A/E - ROBERT WILSON 



RADIO & TV BUYER- E. M.\NNINC Rl 



Larus Bros 
(Domino Cigarettes) 



ROBEBt 



• 1 WILStSO' 

) ( li. MAsrve 



nLT)i\ 



RALIMI L. DO.MBROWEK CO., INC 



EASTERN ASSOC. 

2902 vr. Clay St. 



HALI-H 

iiO:t]ii. 



RA ll|t>l 
BEHRV 

snoi 



I 
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(ilCY ACCOUNTS. ADDRESS i PHONE TIMEBUYEHS 

V 

i,i...m;a(;i.k, inc. 

./ franklin Si. 

It.VYMO.M) 
IIAI I. 

' I MHS. Al U I A 

TIMKW KI.I. 



CTIILT.M, ^lACI-KOI) (JKOVK, INC. 



^G-SMITII ADV. AGKiNCY 

f' Fourth Si,, r~S(>6J 
4 



CIIAItl.KS 
CItOWDKIt 



Ui:.sSKI,I. 
LANG 
ItAI.I'll 
SMI I II 



DSKY CO. 

y 9. fourth St., 7-3003 

Southern 
(FFV Vanilla 

. r, STAIM.IvS ASSOC. 

■ Buildinf 



niscuit 1 DOHoni 
Wafers) ) LF.E .NKI 



Doiionn 

Ms 



riT/iii oil 

STAPI.KS 



NE, IIEFFNKK & COOKK 

I f , Cracf St. 



Kl) ^TONK 
i\l VRVIN 
IIK.KKNFIt 
TEMPLE 
COOKE 



AGf NCY, ACCOUNTS, ADDKESS & PHONE TIMEBUYEIIH AG f NC Y . ACCO U N Ttt. A D U HI HS & )• H U N f riMEBUYEHH 



SEATTLE. WASH. 



HOTsi'oKi), constaniim: cakdnku 

I UIO liiufr IIUk; f lint :t.'i23 

Olvnipia llrrwiriK \ {.^.V^,,',';, 

COI.K WKHKK 

920 RrpuUlic lllJu.. flh't 7.177 

WasliiiiKtoii .State .\|)|)lc Coniiii. | dvviI) Tills 
Wii. state I'Dtato Growers j I I.OM) H.IM 

.MII.I.HK, Ma.KAV, IIOIICK c^; II.VK'IL.NC 

SIO ytrglnla St., Mutual t>.1t>3 

n.irdahl Manufacturing 1. 

I lIOEt.K 

PACIFIC N.ATIO.VAI, ADV. 

2121 Fourth Ave., Kliot liOl 

1 ishrr HouriiiK Mills I (.KItlltl DK M 
Washington Fruit ("oniiii. I 
On gon-W.ish. (lalif. I'rar liur. 



MILWAUKEE. W|6^ 



|{\m:i{, joii.nson it dickinso.n 

7 III >. l'/u<i*<<ili»i llrirutluay i'-f./JJ.I 

Stalk.. \N n/rl 
lluntri I'ailinK 
I'jrrott PaciiiiK Co. 
Siiii|ili( ily ('aidrn Iraitur 
Suiin>ljn>l I'ji k iiK 



J A M I.S A . 
ItVkFK 
h IIANCIE 
hlltSfilNT-R 



haum:^ \nv. a(;i:ncv 

312 K. Wl.iontin (2), Dalr ll.23</3 



,. . , „ > JOHN IHH.\K-S 

Kiii(jsliur> llrrwnir* 

1 Ml IIDI.III 



CAM.M, costi(;a.n, inc. 

7IO > l*lnnkintan ttv., tIrttaHuut t^1(t75 

llevi Duly KIcctric Co. ] II. I). f.AMM 

Nortliucstern llanna Fuel Co. (•'••■• 

> I OS 1 |(;a\ 

COIOIACK, I.^ISIMUCAl MONT Al)\. INC. 

27.'!.! V. :ir,l St., franklin 2^,tU> 



■il'ltAGI E 



KUTIIKAUFF * II VAN 

,\orthern Life Tou^r, Eliot 1572 



N alley's Inc 
V'ernell's Fine Candies [ 2fJ?.f?! 
M l) Tissue 



RICH \RI>S()N 



C. •« . l%|sF 



Marathon Corp. ] 
Wisconsin llvdraiilics Co. 

CKA.^IKK-KKASSKI.r CO. 

733 .V. }'an llurrn St. (2), Daly 8-3500 
V vinrude Motors i 
Rolfs leather Accessories (Tv only) ' i o it ETTA 
Phoenix Hosiery [ MAIIAIt 
Wisconsin Telephone 



BROADCASTERS THROUGHOUT THE COUNTRY FIND. 




SUBSCRIBER TO NARTB 



Imorthwes 



9ADIO & TELEVISION 



Time, worry and expense can be saved by 
calling Northwest First. John Birrel, our 
Employment Counselor may have just the 
person you need. There's no charge for this 
service and you are assured of well -screened, 
professionally trained people. 



Here's why Broadcasters prefer 
Northwest's graduates . . j, 



• Over 16,000 square feet devoted to studios, con- 
trol looms, and student servicing. 

• Five complete image orthicon camera chains. 

• Six complete control rooms with professional con- 
soles, rack-mounted tape recorders, disc recorders, 
turntables, monitors, switchers. 

® Film editing equipment. 

• An outstanding staff of professional instructors 
who are presently working at network affiliates — 
NBC, CBS, ABC. 

• Practical training. Professional trainees learn by 
doing — actually participating in closed - circuit 
productions. 

Your collect wire or call is always welcome. 
Call Northwest first . Our Employment 
Counselor . . . John Birrel . . . assures you of 
immediate, personal attention. 



flA 3-724& 



tVOI.&.VWjOOD, CALIFORNIA 1440 North Highland 

HO 4-7822 

CHICAGOr. ILLINOIS, i * %w ^ 540 N. Michigan Avenue 

DE 7-3836 

WASHINGTON. D. C. . m .m m . 1627 K Street N. W. 

RE 7-0343 
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AGENCY, ACCOUNTS. ADDRESS i PHONE TIMEBUYERS 

DUFFY * ASSOC., INC. 
oitt V. nil SI., /)/(. i'-7«5i 

1 rosl Co. } \_ 
H.instn SloraRC Co. \ LiMAniFK 

BliH r S. <;i ITE\S ADV. 

739 .V. IlroaJiray, IIK. OS'' HI 

R.\D10 l\ nlK. CFKAll) S. SKAMAN 
Aliis-Clialmirs 1 i.mor l)i> . 
IIOITMAN & YORK 

ma .V. Thint Si. (3), llri,nilu-ay 6-0510 
Orafs S(Kla U'aicr 1 

C.-.telman Ikcr I j;',!'; van.NKV 
Shalcr Rislonc J 

KLAU-N AN IMETFKSOM-DI NLAI' 

74-t V. Fourth Si. (3), Uaniuctic 0-67110 
Holsum Products 
Roberl A. Joliiiston 
Cookies S: Oaiuiies 
General Mills ( Feed Division) 

MATIUSSON & ASSOC., INC. 

411 E. IHasnn Si. (2), Itroailumy 6-T1H1 

JACK 

I'EHSON 
HALL 

I'eico (Clark's" Super (;.->s) j """JJ""^ 
MAEKCKLFIN NELSON 

622 S. Waier Si., BR. 6 -9 Hi t 

West Bend Brewing Co. 

PAULSO-N-GERLACH * ASSOC, 

.606 W. Wiscnnsin .lie. 

Otis E. Olidden | \, Ei{STEn 
Rippon Cookies I KIISWA 



LEE I. 
ARCHER 
E. P. RITZ 



NVISN TV T 
Miller High Life Beer I EH I 



AGENCY, ACCOUNTS, ADDRESS i PHONE TIMEBUYERS 



KE,N SEITZ ASSOC. 

710 V. I'liinhininn, Hit. 2-0505 

Ilorlitk's .Mailed Milk | IJO.V 

1 roiinn Dog Food f McCLELLAN 

WAI. TAN'MIAEUSEK 

62.1 \. 2i,,l Si., IIK. 6-7555 

RADIO- IV DlR.-jAMKS lEFFORD 

★ ★ ★ 



COM PARAGRAPH NOTES 

[Conliniied from page 104) 

State Farm Inc, NL&B, NBC, F 10:30-11 did 
Sterling Drug, D-P-S: ABC, P 9:30-10 pm 
Studebakw, Packard, RiR: ABC. M 8-8:30 pm 
Sunbeam. Perrin-Paus, NBC, T 8-9 pm 
Sweets, Moselle & Elsen: NliC, Sat 10:30-11 am 
SwKt, ,I\VT: .McC-E: DTN. Th 1:45-2 p»i 
Sylvanla, JWT: CBS, Sit 7:30-8 pm 
Texas Co., Kudner: NItC, Sal 9:30-10 pm 
Tide Water Assoc. Oil, Buchanan: ABC, JI Th 
7:15-30 pm 

Tom Co., VV&O, CBS. M 8:45-9 pm: W 8-8:30 
pm; M, W 11-11:15 am; alt Th 10:15-30 
am; Burnett: NBC. Sun 7-7:30 pm; CBS 
Th 3:30-45 pm; .Sat 9-9:15 pm; Tathara- 
I^lrd: ABC partlc S 8:30-9 pm 
TV Time Foods, direct: CBS. Tu 5-5:15 pm 
U.S. Steel. BBDO: CBS, alt W 10-11 pm 
VIcks. BBDO: W 5-5:15 pm 
Wander Co.. Tatham-Lalrd: NBC, W 10:15-30 am 
Warner-Hudnut, K&E: NBC, alt Sat 10:30-11 pm 
Webster-Chicago, JW Shaw: NBC, M 7:30-45 pm 
Welch Grape Juice, DCSS: NBC, alt F 5:45-6 

pm: ABC, T 5:15-5:30 pm 
Wesson Oil, Fitzgerald: CBS, Tu 12-12:15 pm 
Western Union, Albert Frank-Guenther-Law: Tli 
9:30-10 pm 

Westlnghouse, McP.ann-ErlcksoD: CBS, M 10-11 r-, 
Whelan Drugs, Product, Du Mont, T 9-10 pm 
Whirlpool, K&E, NBC, T 8-9 pm 
Whitehall Pharm., Blow-Belm-TolBo: CBS. Sat 

9:30-10 pm; CBS. 11 7:30-7:45 pm: T 7:30- 

8 pm; NBC W 10:30-11 pm 
WriQley. Ri-H; CBS. Sal 7-7:30 pm 
Yardley, Ayer: CBS F 11-11:15 lai 



BEVILLE VIEWPOINT 

{Continued from page 31) 

more often. NARTB is trying some 
thing new. Much work has alread]|, 
been done. We at NBC want to sec 
what will come out of it. I don' 
know exactly what it's going to be bu 
I hope it will be more acceptable thai 
the old methods which stem back t* 
radio's BMB method. 1 don't knoV 
what Nielsen will come up with either 
but if NCS #2 is like NCS #1, it h 
unsatisfactory so far as I'm concerned 
The industry must develop somethin; 
that is acceptable and unassailable 
We think that, like the NARTB study 
any coverage study should be submit 
ted to the ARF for approval anc 
should be thoroughly field-tested am 
validated before broadcasters, adver 
tisers and agencies are asked to sub 
scribe large research funds for it. ARl 
and Nielsen each have a proposal for 
1956 survey ?o that the present out 
look is for more confusion than en 
lightenment. 1 believe we should tr- 
to fill the gaps in our present data ti 
get up-to-date information we can us 
in 1956. * * 1 



SUNDAYS - MONDAYS and ALL DAYS 

WOLF has a lion's share of audience 



SUNDAYS (daytime) 



32.6% 1st PLACE 



MONDAY 




WOLF 


thru SATURDAY 


Share of Audience 


Mornings 8 A.M. - 12 Noon 


16,9% 


2nd PLACE 


Afternoons 12 Noon - 6 P.M. 


33.3% 


1st PLACE 


Evenings 6 P.M. - 10:30 P.M. 


29.7% 


1st PLACE 



RATING for RATING 
RATE for RATE 
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FREE... Get the whole story (Spring 1955) covering 
home-auto-store listening, 4 and 8 year trends, TV operat- 
ing hours. Included are the basic market facts on popula- 
tion, labor force, industrial work hours, automobiles, tele- 
phones, and monthly sales comparisons. Ask for your 
copy of The Syracuse Inside Story. 



CENTRAL NEW YORK 

WOLF 

SYRACUSE, N. Y. 

Nafional Sales Representative 

THE WALKER COMPAMY 
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BON MARCHE 

{Conltniti'd jroin page 37 » 

otlu-r Wiiy on the air. Instead, tho 
^tor»• teams the two media together 
and >te[)s up the elTe( ti\ eness of each. 
i^a'iil Sale;! Promotion Manager Jolni 
Kivler: 

"In virtually every instance, radio 
copy calls attention to the newspaper 
ads on the same item. Generally, a 
sound efTtrt or other attention-getting 
device is u>ed and the lead calls at- 
tention to the [)rimary sales point of 
the item or event. 

"W e seldom, if ever, expect llie lis- 
tener to reniemher more than one 
price, particularly if comparative 
prices are used. Also, we do not ex- 
pect listeners to remember what we 
say todav any longer than tomorro\s\ 

"Monday-morning copy refers to 
'yesterday's ad' and urges the listener 
to be there early when the store opens 
at noon, reminding them that the) can 
shop until 9:00 that night. Monday- 
afternoon copy is aimed largely at 
evening shopping and the fact that the 
event is now in progress. 

"Lnh\-s a follow -up newspaper ad 
is rim, radio cop\ after Mondav morn- 
ing does not refer to the newspaper 
advertising, but carries on with ,-pe- 
cific items and prices for the event, 
building up to 'la-^t day' copv at the 
close of the event. 

" The results of this radio plan have 
been most gratifying. Increases in 
business for annual events have run 
from fair to phenomenal with great 
consistency.' 

iNOTFZ: Individual results of Bon 
Marche air campaigns v\ ill be detailed 
later in tJiis report.) 
• Liie-vs.-rccorded: "To maintain 
store identification and consistency in 
our air campaigns, and to avoid the 
tendency of some disk jockey announc- 
ers to overemphasize the 'personality' 
at the expense of the copy, we tran- 
scribe all our announcements." said 
agencyman Peter Lyman, "using one 
or two of a trio of announcers who 
were selected from an audition of ap- 
proximately 15. By rotating between 
the three, and by the use occasionalh 
of two-voice — but not dialogue — an- 
nouncements we keep some variety. 

"We also vary tlie sound efTects and 
other attention-getters so that our copy 
does not hit a 'pattern' that will make 
listeners tune out mentally through fa- 
miliarity, A musical jingle is used 




heard 'round 
the world! 



1 866 people responded to 
one week's announcements on KSL 
Radio's "Music After Midnight." Letters 
poured in from 38 of the 48 states, Alaska, Hawaii, 
Mexico, Canada and as far away as Guadalcanal, over 
6200 miles from Salt Lake City. 

. . . and the spot heard 'round the world RESOUNDS 
in the VA billion dollar Mountain West Market 
where each day two-thirds of all the radio 
families hear KSL Radio, and 9 out of 10 
listen throughout the week. 

KlSL radio . . Salt Lake City 

Represented by CBS Radio Spot Sales 
50,000 Watt Voice of the West 

Mail Response maps available upon request. 
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for jjroniulioii of out- s^pecific < red it 
plan, and we arc turrenlly planning 
the production of another jingle for 
another *tore\vidc promotion that will 
extend over a (•uii>iderable period of 
time." 

• J'rograiii coimnercials: As men- 
tioned earlier. Hon Alarche is a ma- 
jor Seattle jjrograiii bii\er, using a 
total of seven capsuled newscasts daily 
on two local stations, KOL and KING. 

"One news period per day is used 
for the promotion of an exclusive 
paint line carried by the store," Ly- 



man revealed. "About every second 
week a special value in the paint de- 
partment is advertised. When there is 
no special to advertise, general mer- 
chandise copy, featuring the brand 
name and completeness of the line and 
the service, is used. 

"On the other six newscasts each 
da) we either feature big. storewide 
promotions with copy similar to our 
spot announcement packages, or de- 
vote these commercials to tlie promo- 
tion of credit plans. In no case do 
we ever use radio — or announce- 





presents 

"MILESTONES" 

for 
DECEMBER 



BMl's series of program continuities, entitled "Milestones," 
focuses the spotlight on important events and prohlems which 
have shaped the American scene. 

Deccniher's release features four complete half-hour shows 
— ready for immediate use — smooth, well written scripts for a 
variety of uses. 

"LATIN AMERICAN CARNIVAL" 

December 3, 1955 

"THE FINNISH MASTER OF SYMPHONIES" 

(Sibelius' 90th Birthday) 
Born: December 8, 1865 

"FUN WITH MUSIC" 

(Best Jokes of 1955) 
December 24, 1955 

"YEAR END REVIEW— 1955" 

December 31, 1955 

Full half-hour presentations . . . simple to do, saleable, excellent listening. 
Usually four per month, sometimes five. Each script commemorates a special 
date ov event of national importance. 

" ^fi/^'x/ofie.'i" IS araUahlfi for coiiiiiicrcial apoii- 
siirsliip — spp your local statioti for details. 

BROADCAST MUSIC, INC. 

5 8 9 FIFTH AVE N U E • N E W Y () K K 17, X . Y . 

NEW YORK • CHICAGO • HOLLYWOOD • TOKO.NTO • aiONTREAL 
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ments or programs — for a strictly in- 
stitutional approach." 
• Tiinebuying tips: Bon Marche, al- 
though it had used radio as far back 
as 1935, had to make up most of its 
own ground rules on timebuying 
when the newspaper strike of two sea- 
sons ago forced it into a heavy air 
.schedule. 

This is how Lyman describes the 
store's philosophy in radio purchas- 



"When the extreme pressure of the 
storewide promotion was over and 
after the strike ended, a considerable 
amount of study went into the selec- 
tion of the stations, days and times 
to be used for continuing radio pro- 
motion. 

"During the three months of the 
strike, we had built up a sizable quan- 
tity discount on most of the Seattle 
stations, and with plans to continue 



★ ★★★** ★ ★ 

iiWe have found that radio is unbeat> 
ably flexible — and iu elasticity is one 
of its greatest assets." 

ROGER BIDISTEAD 
Media Director 
David J, Mahoney, Inc. 

Netc York 



the use of radio throughout the year 
we were able to contract for enough 
time to earn further sizable discounts 
on three or four stations. 

"The problem was to decide whick\ 
three or four stations would be to our 
best advantage. 

"A study of the suney ratings in- 
dicated that the network stations, while 
carrying top-rated network shows, had 
fairly high average ratings, but when 
broken down by periods when they 
were not carrying top network mate- 
rial, they were frequently even lower- ' 
rated than the better independents in' 
the area. 

"And. since most adjacencies lo' 
high-rated network shows were al-. 
ready sold to national spot buyers, 
it was possible, generally, only to buy 
their lowest-rated adjacencies and par- 
ticipations. 

"On the other hand, while the inde- 
pendent stations never reached the 
high peaks attained by the network 
stations, their averages, hour-in and 
hour-out, were quite healthy. We 
could see that several of them together 
offered an average audience coverage 
total that far exceeded the individual 
network station averages. 

SPONSOR 
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"I''iirllifr conipai ixiii^ of tlic rales, 
figured 1)11 tlu; l)ii>rs of llie possible 
earned diMoiiiils lliroii{;li the end of 
ihe Near, showed liuil \\v i-oiild hiiy 
ail annoiiii((!inenl on four or fi\e in- 
(lepeiuh'iils for the eo>l of a srn<;le an- 
uoiineenieul on one network Matiori. 

"We avera{;e aj)|)rovinialel\ .')()'? 
to 55' J of the total sets i,i use 
lhroiif;hont iJie da\ with the four sta- 
tions three of which are iridepeiuhMit 
and the fourth an 'independent t) pe' 
network operation. So, l)y using run- 
of-M lieduie spot paekages on the four 
independent stations, we find that we 
l>u\ the greatest eo\era<;e for the hiw- 
e>t cost that is axailahU-." 

The blfi iini/-«ff: Does the formula 
J)rinj; resnlt^y Adnieu can judge for 
tlu'niselve.< from these examples: 

Last June, u?inp both radio and 
tele\i.sion for a !?ale of Black Bear 
men s sportswear and work clothing. 
Bon Alarehe racked up ''the largest 
increase for the week preceding Fa- 
ther's Day among any of the 75 .stores 
iiii the Allied Stores chain of which 
lion Marche is a meniher. 
«» Again teaming radio and t\, Bon \ 
Marche staged a warehouse sale last j 
\iigust during which the store grossed 
the largest week's sales in the 56-vear 
history of the establislnnenl over 
S500,000. 

f Badio has even enabled the store 
tt) switch some long-standing tradi- 
fious. '"Last \ovember," agencyman 
Lyman recalls, "it was decided to 
make a change in the date of the reg- 
ular 'Month End Clearance.' For 56 
\ears. 12 limes a )ear. it had been 
held on the last Friday of the month, j 
This past year, because of the annual 
Santa Claus Parade, it was mo\cd up 
SI week, with a possibly disastrous 
effect on this important event. We 
used a heavy radio spot schedule along 
with the usual newspaper space. The ' 
result? A 40'~( increase instead of 
the expected loss.' 

# Also traditionally, retailers feel 
that "nothing is deader than the day 
after Christmas." Radio changed even 
that for Bon Marche. Reported Ly- 
man: "Another spot radio schedule on 
Sunday. December 26. tied in as the 
others were with newspaper space, 
gave us a bigger day on the 27th of 
December than the day before Christ- 
mas was. That, too, was the first time 
this had occurred in the history of 
the store!" ★ ★ ★ 



EXCLU SIVE 

OUR OWN 

FOREIGN 

CORRESPONDENT! 
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Exclusively 
repor^ed for 
Hou.ton, by 
Houston's 
fovorite 
Newscoster, 
exclusively on 
Houston's 
favorite 
station. 




K-NUZ S'ezL-s Director, Bill 
CriKcforJ^ re port 
i'lg direct from 
London 
I'aris 

Frankjurt 
Berlin 
Madrid 
Rome 
A ihens 
Istanbul 
A msterdam 
Etirofe 

And the Middle East 





Radio Ranch 
"Houilon-t 24 HR. 
MuMC & Ncwi SlalionV 



Ihis world report is nnother first for K-NL'Z, the station 
Houston looks to for "firsts", l-'irst in News, Music, and 
on the spot reports from "Big Mike" our roving station on 
wheels, and first in personalities with Paul Berlin, Texas' 
No. 1 Radio personality. This exclusive program is spon- 
sored by I)a\'id's Hardware Stores of Houston. 

Nat'l. Rep.: Forjoe & Company 

In Houston: Dave Morris — JAckson 3-2581 
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ACCOUNT EXECUTIVES 

i Continued from page 35) 

"That's what happened to my ac- 
count a couple of months ago," said I 
one unhappy-looking account man. The! 
memory of the problem had him chain [ 
smoking. "The media director and the 
radio-tv director have been at eachl 
other's throats for six months now. I 
Well, we had sold this client on using! 
spot radio in a number of major mar-l 
kets to supplement his network tvl 
show, when the media director put al 
bug in the guy's ear about newspapers^ 
Of course, I looked like a fool wher 
the client wanted to discus? newspapers 
further with me, because we had al-' 
ready gone ahead and worked out 
tentative radio schedules for him." 

Wunl immediate results from tv. 
Many clients make the account man's! 
job a rough one by expecting tv to| 
double sales overnight. They're more 
than a little wary because of its cost,| 
and then they panic if the results of 
their campaigns don't become obvious] 
immediately. It's up to the account] 
executive not to mislead them, to start] 
with, about the outcome of a tv adver-] 
tising effort. 



"Y 



ou ve got to hold their hands 



more when it comes to tv," a wean^ 
sounding agencyman commented. "Bui 
this is more true of the smaller com4 
pany, particularly the family-type busi^ 
ness where everyone from chairman 
of the board to son-in-law-in-charge-of» 
paper-clips considers himself an adver-> 
tising expert, So they want tv all 
right, but they get cold feet if you're 
not around to reassure them all the 
time." 

Said the account executive for a 
jewelry item: "Sure it's an effective 
medium; sure we know the client's 
spending a couple of million a year to 
be on it. But I wish he didn't expect 
miracles. Tlie week after our tv debut 
the client was polling sales results all 
over the country. Of course, he's 
right to do that, but he kept asking me 
'how come, sales aren't catapulting 
ahead?' Let's face it — continuity of 
advertising is as important in tv as in 
other media." 

Some account executives pointed 
out that interpreting the media rec- 
ommendations of the agency to the 
client can become a real tug of war 
in e.xtreme cases. 

"But even under favorable circum- 
stances advertising directors often r& 





P 






20 top pulse rated programs 
day and night 




CBS for CENTRAL. OHIO 



ASK* 

JOHN BLAIR 



radio 

COLUMBUS, OHIO 
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Ilect the nit'diii prejiullces of t-illirr 
the uuiiiajiciiieiil or llieir own [Kuliru- 
l;ir l»ii(k{;roiiii(l," a scasoue*! vi'liTaii 
of tin' soft drink husiucss rt'iuarkcd. 
"Tiial's wlicii a s!Oj)iii.sti< alt'd ad\ ci- 
li.-cr witli Ills own wrlMtaiauced .^lalT 
litHoiiK's ideal to work with. 11c won't 
^.tart donlitinj; tln> cITccliv cnc^s of liis 
radio m licdulc. for cxaniplc, just be- 
caiix" lii^ ooMipctitor lias lakrn a snd- 
dcii liiatiis." 

"W hy rnn'f ire he oti /i<>/iror/c?"; 

Mo>t clients, account men ajiree, are 
s-uflicicntly eilncatcd ahont air media 
trentls tlicsc da\s to realize that nel- 
w.ork tv is not a buyers' market these 
days. And yet, there is still more than 
one company president with a con- 
siderable advertising budget who can't 
understand why he can't get an 8:30- 
9:00 p.m. slot on NHC or CRS, pron- 
to. 

''Tire problem, ' said the account 
executive for a drug product, ''is that 
there's a lot of ego flattery involveti, 
and also their own personal habits 
tend to make clients too tv-conscions. 
However, it's up to the account execu- 
tive to guide the client's media think- 
ing, calling in his agency's depart- 
ment heads to support his theories 
when necessary." 

Said a former media man now ac- 
count executive for a cigarette brand: 
"It's often diflieult to get a client to 
accept the fact that he can't buy tv. 
Even in the janinied-up radio days you 
could get exposure of your show. These 
days an advertiser can say. 'I need a 
half hour of tv,' and if the agency 
can t come up with one, the account 
man's a bum. As it is, all big agen- 
cies plant spies in the networks to 
find out 20 minutes earlier that some- 
thing's loose." 

Clients who are ratings hawks: 
It's up to the account executive to in- 
terpret and explain ratings to the cli- 
ent. His job is made twice as tough 
by sponsors who lend excessive im- 
portance to Trendex or Nielsen fig- 
ures, 

"I had an automotive account that 
had me on the carpet regularly once 
a week to explain why we were .05 
under our last week's rating, or why 
the show opposite was tw o points ahead 
of us," one account exec complained. 
''But it never occurred to the client 
that we had a network show at a 
fine cost-per- 1.000, that it was selling 



for ns li'. r mud. thai llic dcdrr- 
poiti'il it with ;dl kinds of iticn luiiidi>- 
ing. \ll he wali hcd wa> the I rcndcx." 

( )f coni'^c, some a c's who've iiccn 
plagued with thi'^ parlii niar hcidache 
ad<l that in all fairnc-- to lh<* frcllin;; 
ail manager, it's not llit* ad\ <•) li'-in;; 
manager's fault, lie often in turn has 
In jn-|if\ ihe slmw to the client bra-s. 
who are budget- and t\ -consi ion*, bnl 
don'l <|nit<' nn<l(>rstand the meaning of 
ratings. 

When .stations .s/i/*...; The nllimale 



I es[)i)u>didil \ [ill .ill the ageiiM 's woik 
on au ;n eoniil falls back on the a< 
l onnt e\e(nli\e. Oni- a <• on a pa< k- 
agc goods nceonnl was shar|)lv re- 
minded (if this jus| ;i week before 
s|'()Ns(»i('s |)ress|iiii<-. \\ bile jioiiring 
over l\ (o|)\. he got a fiantie phone 
call floKi lli<- elielil. Il seiMlls that the 
licii-iiier of ill!- eonipanv had been 
wat< hin'_' l\ in a suburb over the week- 
<Mid and wh<'n ihe rlient's sIkiw ciinn" 
on lie nolc<l III his horrtjr that the 
right ronnnercial was ai eomp.inied bv 
the w ron" somijl. 



4:30-5:00 p.m. 

Monday thru Friday 

FOR KIDS 
ONLY!" 



The show that 
keeps KIDS 
glued to their 
Television Sets 




_ Channel 

Power: 

100,000 waHs 

Tower: 

1001ft BATON ROUGE, LOUISIANA 
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"W e had even >enl special prints to 
the stations carrying our network 
show whcie we wiinted to ii<e the new 
coniiiK-rcial," the worried ;i<iene)nian 
sighed. "But the station dichi't run the 
print olT fir-t. decided that the sound 
directl) olT the cable is hctter than the 
track. S.O they got the right pictures all 
right, })nt the words didn't match." 

Wln'ii l)ity('rs slip . . .: "It doesn't 
happen all the lime, hut even once is 
loo much," one account man said, 
jioinliiig to all the spot scheclules wait- 



ing on his desk for him to check o\ er. 
"All that liapjjened is that our time- 
huyer figured out estimates for our 
schedule based on niininmm costs 
rather than maximunis, and by the 
tinic the client was ready to O.K. ihe 
schedule, 1 had to ask for 20% more 
budget for the campaign if he didn't 
want to cut down on markets. Of 
course, the buyer's the bum, but I'm 
the one who's on the carjiet with the 
client." 

A complaint voiced by many a har- 
assed ac< ount man caught between the 



kTVh Wtm dgabnj, . . 



f^^*ir^l II 11^ 




9 10 11 12 13 14 15 

with 

9 OUT OF 15 
TOP SHOWS* 

WICHITA WINDY 
SCORES ONCE MORE!,.. 

Far the fifth straight time, the latest 
Pulse survey covering Wichita (Sedg- 
wick Caunty) proves conclusively that 
KTVH daminates. The September 
1955 Pulse* gives KTVH 9 out of the 
tap 1 5 shows and 5 out of the top 10 
multi-weekly shaws. In addition to 
Wichita, KTVH cavers 14 ather im- 
partant central Kansas communities. 
KTVH, with unduplicated CBS cover- 
age, can sell for you! 



TO SELL IN KANSAS . . . BUY KTVH 



VHF 
240,000 
WATTS 



KTVH 

HUTCHINSON 



CHANNEL 

12 



CBS BASIC 

Repreitnled Nolionolly by H-R RepresenroriVes, Int. 

KTVH, pioneer station in rich Central Kansas, serses more than 14 important communities 
besides Wichita. Main office and stvidios in Hutchinson; office and studio in \\'ichfta 
(Hotel Lassen). Howard O. Peterson. General Manager. 



client s pressure and the weight of 
work necessary in setting up spot cam- 
paigns was that a timebuyer can make 
things rough by not having the smooth 
kind of rep-relationship that makes foi; 
getting availabilities quickly. 

Reps ivlio bypass a/e^s: Account 
men who'\e had this problem agree 
with limebuyers thai radio sales- 
men are more apt to go to the client 
than tv salesmen. 

"I know they're angling for an ap- 
propriation," sard the account man for 
an instant coffee. "But actually the 
agency's done just as well by them 
when they've come to us with their 
presentations. If their ideas fit into 
the client's sales objectives, we'll pitch 
the medium to the client. But when 
they go over the head of the account 
executive, they force him to justify all 
media decisions ail over again and 
they don't give him the even break 
he'd have if they had seen him first 
and told him what their pitch was all 
about." 

"VoM mean the star icon'f be 
there?'': Clients, particularly those 
spending vast sums on network tv 
shows, tend to feel that their tv stars 
should find time for sales meetings, 
dealer con\entions and visits to local 
retail outlets. 

"Then it's up to me to see Miss X, 
who's about to start a run on Broad- 
way besides the tv show, and ask her 
to spend three days at a meeting be- 
cause it would build dealer morale," 
complained one account man. "Of 
course, a client's got a right to mer- 
chandising support from his talent. 
But he should try to keep demands for 
personal appearances down to the es^ 
sential one or two major events a 
year." 

Statioii managers tcho bypasS 
a/e^s: The account man is responsi- 
ble and accountable to the client for 
ever\thing from over-all strategv to 
network station line-up to pre-empts. 
It doesn't help him if station managers 
run to the ad manager without telling 
him first in their attempt to get the 
client's network show on in their mar- 
ket. 

"When they do that they usually 
go in armed with a couple of letters 
from local dealers, and riglit away the 
ad manager's in a stew,'' one account 
man said. "Then I'm called in to e.x» 
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Antenna 
((()••• 


ESTIMATED 
C0S1 


ESTIMATED 
I8T YEAR 
OP. EXPENSE 


TV STATIONS 
tU MARKET 


836 


$155,655 


$125,409 


None 


414 


$64,760 


$96,000 


None 


199 


$56,100 


$67,200 


None 



flTf # STATE 



CHANNEL 

NO. 



DATE 
FILED 



ERP (kw)* 
Vlluti 



APPLICANT. AM AFFILIATI 



I BAY, ORE. 
10, UTAH 

li E, P. R. 



16 

11 
7 



24 Oct. 
17 Oct. 
17 Oct. 



20.5 
3.029 
1.408 



KOOS. Inc 

Shrldsn F SirkHt. pf«t 
Mer<ed«% P Voung. v p 

Urehlyf Ttlrotling Corp 
StRiu«l 8. Ni%«lcy. prn 
Arthur R RiUy. v p 

Cttrtr A Mtyoral & Wm Csrtult. 

parln^rt 



BOX SCORE 



L. S. stations on air 

Markets covered 

V. S, tv sets (1 July '55) 



4i;n 
'J cot 



•Doth new CD ■« »nd it»tion« going on the tir lined here ire UiMe whirl) .«urTed botwM 
17 OctobiT and 29 Ortoficr or on which Inrormalirm rwjiil l,e ot.lilne'l in Uiit frioil. SuU'/ni 
ire oonilderoi] to ba on tha ilr when cornmerciti ot'vrition itirti ■•faiectite ridlited ua"or 
Auril DOWer uiuilly Ii ona hilf the ti«uiil power. •••Anienni height itwre I'rrtca tomlu {dm 
ilwire ground), tinrormttlon on the number of in maikeii where not ilrtlgnited u b<'l04 

froID NTiC Reicirch. coniltti of ritliDiiei froiD the itttioru or repi ind iDuit tie drcmcd tpproil 
niilc. (I>itt frnm Mil ilrM-a ili I'ld i'ltrminii .\P.\ No figurei «raiiihi«? «t t>re<iUiDi. 
on sets in niarl<et. 



plain wli} tlic >lio\v isn't in Kokoino, 
or else the ad manager ficcides that it 
really should he there, forgetting that 
that'll take money away from an im- 
portant spot campaign in ke\ mar- 
kets." 

"If station men hrought their gripe 
lo us or to our media department 
first, we'd try to give them an over- 
all view of the client's prohleni. or, if 
the\ had a good point in favor of ex- 
tending the line-up of our show, we'd 
go along with tliem." connnented an 
account man whose client recently add- 
ed nine stations to his line-up. "But 
at least give us a hreak and make the 
pitch to the agency first." 

The a/p^s got tu be a showman: 
I he whole question of program \ alues 
Ijas become a problem for account ex- 
ecutives. Account men for any major 
client gel involved today in all kinds 
bf phases of show business that radio 
ne\er required. 

'"I've got lo cast, hire producers and 
directors, check on scripts and visual- 
ize them. etc.. etc.."' said the account 
executive for a cereal. "And it'^ a lot 
different from radio. 1 was in one job 
bjr some five years till recently, and 
iji that time 1 hired and fired 11 pro- 
ducers. You never had that kind of 
pressure in radio." 

A more subtle headache that can de- 
\elop when the account executi\e isn't 
on top of program values is that he 
loses stature and control to the radio- 
tv head of the aaencv. This trend is 



becoming more and more apparent, 
since it is usually the head of tv plus 
another top executi\e of an agency 
who negotiate for network t\ time. 

"Since ni\ client went on tv. he's 
had more personal contact with the 
t\ \-.p. here than with me," an account 
man remarked candidly. ' You might 
^a^ that our radio-tv head has become 
an ex ofilcio account executi\e for all 
network tv advertisers in the shop. Of 
course, in man\ ways this is unavoid- 
able, but the account executive himself 
has to protect himself by becoming 
more knowlcflgeahle about showbusi- 
ness \ alues." 

I iiirneiLse traffic problem in tv: 

■'You've got prol)lems of film filing 
and traffic control that can stagger the 
mind."' one account man said. '"It 
would help if vou had a couple hun- 
dred eyes lo keep track of things; olh- 
crwi^e )ou can t be sure that the sched- 
ule that's supposed to kick ofT to lie 
in with a certain grocer promotion is 
actualh on the air at the right time. 
And vou < aii I depend on stations, reps 
and bu\ers onl\. ^ou"\e pretty well 
got to check \ourself to keep yourself 
covered." 

Client ivitli jact tonal disputes: A 
major problem arises from a lack of 
concentrated authority to make strat- 
egy decisions on the client side of the 
ledger. 

I "I'm lr\ing to sell the client on 
using a spot radio and, tv campaign, 



the arcoimt man for a gasoline <-(jin- 
plained, '"and the sales promotion gu\ 
is a strong believer in print, while the 
advertising director goes along with 
the air media. The only problem is 
that their budgets interlock and tin- 
two have to agree before we can make 
a mo\ e." 

"Try and sell client on netivork 
radio 1^'': Sometimes emotional fa<- 
tors take the place of judgment on 
agency and client side both. But many 
account executives agree that the emo- 
tional factors are at a peak when \<)u 
talk network radio. 

"I came to the ad director armed 
with tons of figure-^, statistics and a 
hell-of-a-fine network radio recom- 
mendation." a voung account execu- 
tive recalls. "I showed him that we 
needed rural-area and small-town cov- 
erage and thai we could got it ( heaply 
through network radio. iJo \ ou think 
1 could con\iii<e him. e\en though I 
had the figures? lied been hearing 
a bunch of the boys at the local bis- 
tros sneering at network radio, and hl^ 
feelings were too «trong to budge with 
aiiv amount of reason. 

Crttinsi sales fignres: 1 here are 
still a few clients who are co\ about 
gi\ ing -ales figure^ to their agencies. 

■■The\ don't understand the\ re cut- 
ting their own throats if thev don't 
keep n- up to date." the account su- 
pcr\ isor for *e\ eral package goods 
brand* of a major network t\ *pon.-or 
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375fiOo<5frai^g! WMSQ's 
-the msj-4s-k^ed.-fb 9iuilbh, 
M area. Prodi^^esf 



-^^S lAadison hie. ■ 




HEADS 'N 
SHOULDERS 

ABOVE THE REST ! 

Top "Hooperatings" in 41 

r"^ i 4 ured quarter hours (7:00 

' - ' ^ a.m., - 1 0:30 p.m.) Mon- 
day thru Friday. See the 
January-February 1955 
Hooper Report. 

It*5 a TERRIFIC Stor^'/ 

n A r\\r\ NBC AFFILIATE IN 
KAUIVJ CHATTANOOGA, TENN. 



CARTER M. PARHAM, Pretident 



KEN FIENNIKEN, General Manager 



said. "We were rotating commercials 
for three products on our network 
show. Well, it turned out that product 
A sold so fast that the client couldn't 
keep up with shipments, while prod- 
uct B continued to lag somewhat. If 
he'd kept me informed about sales 
and distribution information, I could 

j immediately have switched copy or 

. asked the tv department for new copy. 

I As it was, valuable time and lots of 
money was lost because the client con^ 

) sidered sales and distribution figures 
loo confidential for the agency." 

A/e's relegated to position of liai* 
son rather than policy shaper: 

This, some account men agree, is the 
danger of working with a client who 
has a huge advertising staff of his 
own. For each agency specialist, the 
client ha? a counterpart. 

"This can make for verv eflfective 



*<There are jirograms on radio and tele- 
vision — there is advertising on radio 
and television — that (in my opinion) 
should not be there. But generally, the 
broadcaster is less likely to engage in 
bastardizing his privilege to comniuni- 
eate beeause his method of eommuniea- 
tion so intimately touehes the inner 
family eirele. ^X'hat he does, he does 
before millions — instantly and vtithin 
the sight and sound of all members of 
the family. Everything is on page one 
— oeeupying full attention at the mo- 
ment of eontaet." 

HAL FELLOWS 
President 
ISARTB 



team work." the account man for a 
soap company said. "However, there's 
I he danger that the specialists will 
outweigh the account executive and, 
unless the account man has consider- 
able stature, he can become little more 
than a high-salaried messenger boy." 

Other headaches: From an $18,000- 
a-\ear man. at one of the top 30 radio- 
t\ agencies, who was a radio producer 
nine jears ago: "Tv departments play 
it cozy. Don't like account men to be 
around when they're working on tv 
si lows. 

From a S17,000-a-year man on a: 
floor wax: "We need definition of 
co\erage in station line-up for network 
tv shows, an efficient 'cut-ofi' point in 
tv station line-ups. Another pain in 
the neck is the lack of production ron- 
trol over live commercials on local tv 

ows. 
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*'Cot!t i-s llic l»ig Iieadarlie in Iv," 
one 30-ji*ar velrrari gruiiiltlcd. 

''How can wo uicrcliatulisi' radio-lv 
buying (Iramalically to llio Iraile w illi- 
oul iiiNOsliup a Miiall fortune?" a 
loik'lrios aooiiiit oxfculive a>-k.c(l. 
"The Iraile caii see proofs of ads. IJiit 
the trade has to laki* our word for it 
thai iv and radio advertising cvisl for 
our product." 

Saiil tlie account supers i>or for a 
major drug iiiaiuifaclurer : ''We can 
deniouslralc with a lest Iv spot cam- 
paign thai we can increase sales in a 
sch'cled area, but we're unahle to 
prove thai the same buying projected 
on a national basis is worth the in- 
vestnieul. mainly because of fl) dif- 
ficulty of duplicating all factors used 
in lest area programing, personality 
of ni.c, competitive station pnll, etc., 
(2) inability of tv to saturate small- 
population markets like other media 
can. 

Said one account exec who's con- 
sidered the wit of some of the choicer 
Madison Avenue spas: "As an ac- 
count man. I's e got only one major 
ambition; to become a client!" * * * 



ALCOA ENTERS SELL ERA 

(Continued from page 39) 

with Joe CulHgan (of "Culligan's Raid- 
ers'' fame of World War 11 days, when 
the NBC TV's sales chief landed on 
the Normandy beaches 20 hours be- 
fore D-Day). From him Hunt got a 
fiU-in on the other Alcoa execs. 

"It was lucky,'' says Hunt, "this 
opportunity for our own network 
drama came up on that particular day, 
because Chief Wilson had landed in 
New York from a six-week trip to 
Europe at 10:00 a.m. the same day, 
and had flown back to Pittsburgh in 
one of the company planes." 

Actually, Alcoa executives would 
have been free to move in on this Iv 
purchase without the sanctions of Wil- 
son, but they fell happier to have him 
approve ahead of time. ("You run 
the business here while I'm away," the 
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tall, dignified pre-Nideiit of Mroa Ii.kI 
said before leaving for tuntpe. "Don'l 
liohl lip any major de< i>ioiis." ) 

While Wilson does not generalU 
gel in on advertising (h"< i>'ioiis, tin- 
large iiivestineiils imoKed in network 
iv buys and the public relations over- 
tones of such decisions brings them 
witbiii his realm of interest. 

The alternate-week spoiisorsliij) of 
the Sumlay niglil drama will cost Al- 
coa S3.4 million for lire year, com- 
pared with the S2.6 million animal 
oullav on the Murrow show whirh 



\h (>a had Spon-^ori d f<ir three year??. 
In »illicr word-*, belter than one-third 
of Alfoa'st total SH million ait\erlising 
liuilget is going inlu that one -how 
alone. 

Aleoa got its chance to buy the time 
slot vacated b\ IMiiho e\eii though 
Ml(] alreacK had t\\o order- for that 
period from two other potential sjioii- 
sor«. The feeling at the agency i- that 
Fuller & Smith ^ Ho—'s biggi'-t ad\an- 
tage- o\ er the otlier bidders were two- 
f(jld: fl I The agenis has more clients 
on NHC I \ 's llnrni' -how than anv 




NOW! 

UP TO MAXIMUM POWER 
WITH THE 

BIGGEST TV BUY 
IN THE SOUTH 

636,421 SETS! 

MORE THAN ANY OTHER STATION 
SOUTH OF WASHINGTON, D. C. 

More fhan »op power — here's top coverage, 
fool WSJS-TV's new mounJaJn top tower 
is 2000 feet above average terrain . . . beams 
your sales story to the Golden Triangle 
cities of Winston-Salem, Greensboro, and 
High Point, plus 91 counties In 5 states . . . 
with a whopping total of 3.943,000 people! 

A 4!/2 BILLION DOLLAR MARKET 



WINSTON-SALEM, N. C. 

CHANNEL 12 



WINSTON- SAUM 
CtE(NStO*0 
MIGM KUNl 



HEAOlEY SEED. SEP. 
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othfi single sliop. and, iia\!5 Durani, 
"You can always get buyers for niglit- 
tinic tv, hut the networks are nice to 
the fin} who hu\s daytime." (2) Al- 
coa contracted for another pet Pat 
\\'ea\er idea, "\ertical saturation." 

Wvui-rr's roiiri'jir; "X ertieal satu- 
ration" refers to I'at Weaver's concept 
of conibininji a maximum audience 
turnover, mass circulation and a pow- 
erful, concentrated ad\ ertising impact 
through sponsorship of all program- 
ing in one particular day. rather than 



spreading budgets through the week 
or on a onee-weekly basis. Along with 
this idea, Alcoa has bought sponsor- 
ship of all available NBC TV pro- 
graming from Garroway's Today to 
Steve Allen's 7'onighl for Tuesday, 6 
Uecember. which will be known as 
"Alcoa Da) on NBC" 

"The • Alcoa Day on NBC works 
into one of our fi\e separate customer 
product promotions for 19.5.5." Ar- 
thur P. Hall. Mcoa ad\ertising and 
public relations \ice president, ex- 
plains. "It's part of our 'Christmas 



creations of aluminum' promotion.,"' 
This promotion is part of Alcoa's, 
big switch in advertising policy. Promt 
its primarily institutional and publil: 
relations approach, the firm is no.\v' 
plunging headlong into direct sell. 

Says McKee. Aleoa v.p. of field 
sales: "We're no longer selling only 
the Alcoa company or just the use of 
aluminum. We're now selling Alcoa 
aluminum, and we're selling it pri- 
marily through our customers' prod- 
ucts. The new look in our advertising 
strategy will generate sales of eoji- 
sumer items in the near future." 
j The "Christmas creations of alumi- 
num" promotion centers on 28 differ, 
ent direct consumer items made of 
aluminum which ean be attractive 
Christmas gifts. This promotion will 
kick off on 3 December with a three? 
page gatefold ad in four colors in the 
Saturday Evening Post, showing a 
large store window with the 28 items 
in it. "The Alcoa Day on NBC" follows 
three days later as the clincher of the 
campaign. 

"With our participating programs 
on the network on that Tuesday we 
expect to reach a minimum of 40 
million people in 20 million separate 
homes," says Hunt. "In most in- 
stances, the program stars will do the 
commercials." 

To get this promotion off the 
ground, Alcoa arranged for a closed- 
eireuit presentation through NBC TV 
on 15 September. This half-hour 
show was carried in color to 20 cities 
all over the country where 700 Aleoa 
sales people, 200 customers and over 
175 representatives from cooperating 
department stores heard about the, 
promotion. 

"The closed-eircuit showing cost us 
only $15,000." says Hunt, "but it put 
the promotion over, and thereby in- 
sured our $125,000 investment for Al- 
coa Day on NBC' (With the S3.4 
million for Alcoa Hour and tv partici- 
pations, Alcoa's tv budget is running 
now at about S3. 6 million.) 

All the stars of the Alcoa Day ap- 
peared on closed circuit, gave typical 
commercials, while Dave Garroway 
m.c.'d the proceeding? and explained 
the point-of-sale material and display 
support to the guests. As a result al- 
most each of the 63 cooperating de- 
partment stores will give at least one 
window display and one interior dis- 
play to the "Christmas creations of 
aluminum." 
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TWO TOP CHILDREN'S SHOWS 
on WGN-TV in CHICAGO!! 

"GARFIELD GOOSE 
AND FRIEND" 

5:30-6:00 P.M. 

Monday thru Friday 

Consistently one of the highest 
rated children's shows in Chicago 
. . . averas^e ratings of 5.6% in 
Telepulse and 5.7% in ARB in 
September! An offer in September 
pulled 42,932 recjuests! 

This powerful, proven show is available for either full sale or annOgncements. 




"Lunchtime Little Theater" 

12 Noon-l:00 P.M. 

Monday thru Friday 

featuring Uncle Bucky and Uncle Dan, 
1st run Looney Tunes and a peanut gal- 
lery, this potent noontime show reached 
an average of nearly 75,000 homes per 
quarter hour in September. 
Ward Baking sponsors one strip — the re- 
mainder is a\ailable for sale by strip or 
bv announcements. 




Check your WGN-TV Salesman on these two great buys 



441 N. Michigan Avenue 
Chicago 11, Illinois 



WGN-TV 

Chicago 0 



For your best radio buy, it's WCN radio, reaching more homes than any 
other Chicago advertising medium. 
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"On«; inU'iosliiiy jispcft of our iip- 
j)roii< li to this ilii) on telex isioii is tlu' 
fiut tliiit till! woiMcirs pro-iiariis will 
feiitiirr ^ifls for men iiinl cliildrfn 
sufli lis alitininntn canoes, fi.sliinj? 
laclvlos, etc., while the Steve Allen 
show, for example, will feature }iift> 
for women," sa)s lltmt. 

Alcoa's approach to ilN commercials 
OH The Alcoa Hour is al-o a rather 
radical depart lire from the iiistitiilioii- 
al and pnhlic relations ( (intent of Al- 
coa coiiiiiiercial> on the Murrou show 
until last June. I lieri> are. of coiirs(>, 
conliniied |)ul)lie relations aspects to 
Alco,i's advertising ^lratey;y. The com- 
pany's lon<; hackgroimd of d ragged- 
out government iiu csligatioiis on vary- 
ing iiionopoK t harg(V from 1939 on- 
ward (with one decision still pend- 
ing) make an enlightened pnhlic rela- 
tions program a must for Itie giant in 
the aliiniiiiuiii indnstrv. 

One pnhlic relations idea fathered 
by i\rtluir Hall is Incorporated into 
occasional Alcoa coiiiiiieicinis on the 
iNRC TV drama. I lie first of these was 
introduction of the program on its 
premiere, 16 Octoher. hv Chief Wilson 
himself. Said he to the viewers: "1 
hope that yon w ill find onr occasional, 
brief references to the aluminum busi- 
ness of interest and in good taste. ' 

This appe;irance. of course^ is the 
corporate or public relations aspect 
still to be found in Alcoa advertising. 
It is part of a plan to personalize 
management — a plan that has prece- 
dents anions other giant industrial 
concerns whose main public relations 
problem has always been the fact that 
management was unfamiliar to the 
public and. hence, suspect. Suditither 
heads of major industrial concerns as 
Moreliead Patterson, chairman of the 
board of American Machine ^ P'oun- 
dry Co., and Hen Pairless. former 
president of V. S. Steel, made their 
tv debuts on their own company-spon- 
sored shows. 

The bulk of Alcoa commercials, 
however, will be devoted to promoting 
consumer products made by Alcoa cus- 
tomers. With an eve to inakina; the 
most of its tv invt^stment. \lcoa lia> 
made reciprocal arrangements with 
many of its customers. \n aluminum 
garden furniture manufacturer, for ex- 
ample, may see bis products displayed 
on tv and incorporated into Alcoa's 
commercials. In return for this, he 
mentions Alcoa in his own promotions. 
And buys Alcoa aluminum. 



Tlii«- tww luhvl: in (heir ellort to 
>ell Alcfia a brand, «"ve( iitives of 
tile alnimnmn giant have had 22 dif- 
ferent label-' (if lli(' ^anie ba^ic pattern 
designed to be ir'-ed b\ its cu-lomcr^ 
(Ml the liiii>he(l prodiid^. 

" The /Mcoa lidicl is the giimnick for 
the ( n^toniei to tic in It) onr manifold 
•special ciiHiomer piodiict pr()moti()n>,"" 
^a\s Hunt. "This jear we're having 
five of tlie>e. In 19.^6 we expect to 
have 12 diilerenl ( ii^toiiicr product 
j)r()iiiotlons. W e give these labels I se<- 
tilt page M'l) to onr cnsloniers. who 



then jdat f tht iii on ihcrr jtrodut l» ci- 
ther on tag-' or on (let al-. " 

."say-H Hall: "Alcoa's promotion ol 
this label will ntakt* a niiniiiinm of 
IIHl million iiiipres-i(jns on ilic publit 
in 19.")."). (iiistonicis' lie-in proiuoljons 
and advertising of the label is expect- 
ed to incrcasi! these impressi(jns to an 
otiniated i'JU) million." 

NirtiKilK the entire advertising cf. 
fort of Mcoa is obviousK devoted to 
it-acliing the largt-si number of people 
with >cil niess:i<.cs. rin« the reason 
Mcoa eve( iilives i;i\e for the s\vil(|| 



Till' 



PKEFElUlli:!) 
STATION 



FOR 




WIBW-TV 



...AND ALSO PREFERRED FOR SPORTS, WEATH- 
ER, AND FARM SERVICE by viewers in TopekAREA. 
This was proved by the Whan TV Study of the Topek- 
AREA — a penetrating depth study of the viewing 
habits of this region, made during Jan.-Feb. 1955 by 
Dr. F. L. Whan of Kansas State College. 

A call to your Capper man or Topeka will bring you 
this enlightening study without cost. 




CBS 
e 
ABC 



TOPEKA, KANSAS 

Ben Ludy. Gen. Mgr. 
WIBW 6 WIBW-TV in Topeka 

KCKN in KansJS City 
Rep: Capper Publications. Inc. 



The Kansas Vww Rjmt 
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new! 

KCRA-TV 





channel 




changes 
the picture 
completely in 
California's 
rich 

Sacramento 
Valley! 



Complete NBC basic programming 
— with TV stars and programs 
never before seen in the area — 
has come to the fabulous Sacra- 
mento Volley! 

Sacramento's new station — KCRA- 
TV, Channel 3 — is the only low 
band VHF station in the Valley. 
100,000 watts maximum power. 
The television picture has changed 
in Sacramento — a change that af- 
fects yau, your clients and the 
viewing habits of thousands of 
Sacramento Valley families. 
Be sure to re-evaluate your televi- 
sion advertising in the Sacramenta- 
Stacktan market. Take a second 
look at yaur present spot sched- 
ules and programs. Then call Retry. 
KCRA-TV delivers one af the 
country's richesf marJcefs, wifh 
spendable income af mare than 
two billian dallars! 



KCRA-TV 
channel 




Sacramento, Calif. 

100,000 WAHS 
MAXIMUM POWER 



BASIC AFFILIATE 



represented by Edward Petry & Co. 



from Ed Murrow's See It Now to The 
Alcoa Hour. 

"W'tli our new show we hope to 
reacli 30 million people per Alcoa- 
5-ponsorpcl hour." sa)s Hunt, "com- 
pared with the eight million Ed Mur- 
low reached. Mr. Murrow's contract 
ran out in June, just a couple of 
months after our basic sales strategy 
within the company was undergoing 
an overhauling." 

The Alcoa Hour, produced through 
rsBC T\ by Herbert Brodkin and his 
assistant producer, Philip Barrie Jr., 
is expected to have wider family ap- 
peal. 

The first show, on 16 October, 
'"The Black Wings," starred Ann Todd 
and \^^endell Cory. 

"Since it's a Sunday night show, 
we hope to be able to feature some 
of the top Broadway talent, who 
couldn't appear on any other night," 
sajs Hunt. 

"Ed Murrow's program was fine, 
but it reached a very adult and very 
elite audience. Today we want to 
reach mass consumers," he adds. 

Indicative of the change in strategy 
is the fact that the Ed Murrow show 
was under the jurisdiction of John 
Fleming, Alcoa's assistant director of 
public relations, whereas The Alcoa 
Hour is under the jursidiction of 
Flemings counterpart in advertising, 
Todd Hunt, the advertising manager. 

Said John Fleming about the Mur- 
row program: "While the show {See 
It iXoiv) was a public service, it was 
not out of the realm of controversy. 
It had to be controversial. You can't 
find an item in the papers that people 
won t argue about. There w as seldom 
a Murrow show which wasn't contro- 
versial to someone. But this was all 
right with us. \^'^e were just concerned 
about the treatment of the material." 

I For detailed anah sis of Alcoa's 
reactions to the Ed Murrow programs, 
including the much debated McCarthy 
shows, see page 40. "I 

Alcoa is not satisfied to judge its 
advertising by ratings or write-ins 
alone. In spring 1955, for example, 
Alcoa ordered some opinion research 
surveys. 

"We"\ e done opinion research in- 
cluding studies before t\ and after," 
John Fleming told SPO.\SOR. "We sur- 
veyed our commercials for sponsor 
identification and irritation factors. 
These all tended to support the con- 



tention that the show (Ed Murrow's) 
was doing us good." 

With its strong emphasis upon de- 
veloping an Alcoa-brand conscious-- 
ness, the firm is even now running a 
survey to determine the success of its 
labehng program among the public. 

"We introduced the labels in April 
1955," says Hunt, "and we wanted a 
control, so we began our public opin* 
ion survey \ery soon after the intro- 
duction. We'll continue to run such 
surveys every six months to determine 
how Alcoa-aluminum conscious the 
public is becoming." 

Metv product eomingt Alcoa's most 
significant attempt to woo the mass 
consumer will occur early in 1956 
when the company introduces its first 
consumer product, Alcoa aluminum 
wrap. 

"This product," says Hunt, "will 
form the spearhead of all our promo- 
tional activity. Behind it Alcoa will 
place one of the largest advertising ex- 
penditures the company has ever allo- 
cated. And television will, of course, 
be particularly important in out- 
plans.' 

This product will naturally be ih 
direct competition with Reynolds 
N^'^rap, which is currently advertised 
on Frontier, NBC TV Sundays 7:30- 
8:00 p.m. On this half-hour film show, 
Reynolds Metals Co. advertises its line 
of aluminum raw product which com- 
petes both with Alcoa and with Kaiser 
Aluminum Co. Reynolds also uses 
spot radio. Kaiser is currently not on 
tv, but does use some spot radio. 

Competition is a very recent prob- 
lem in Alcoa's history. Until 1940, 
the Aluminum Co. of America (owned 
and managed by the Mellon, Davis 
and Hunt interests) actually controlled 




"Hey, look — somebody tnust've 
been advertising over KRIZ 
Phoenix!" 
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100'^ of llu' V. S. alumiiuiiii mark<-t. 
Ill 1910, parll) btH'iUisi- of New l)i-al 
iiii)ii()|)ol\ aftioiis Ix'yiiu ill and 
pari!) luTuiisi' of a pre-war iii-cd for 
{jrciilcr iiliiiiiimim produclioii, llic g<>\. 
eriuucut created Iwo l oiupelilors arli- 
ficially li) iiij; cuul rai ls aiitl siil)- 
sidies holli lo Kejiiold-; and lo Kaiser. 

During llie |)a>l IS \ears, Alcoa's 
>hare of llu- inarkel lias >liriiiik from 
100 lo 10';, l)nt ils sales lia\e in- 
creased four-and-a-lialf limes. Sales for 
llic tliree I .S. aliiminiiiii producers 
looked like lliis in 1919: Alcoa, S.ll 1.0 
million; l^eynold^, S131.9 million ; 
Kaiser, $76.2 million. In 195.3: Alcoa, 
S707.S million; Kejiiolds, S287.8 mil- 
lion; Kaiser, .§18*2.6 million, in 19.i-l: 
Alcoft, .S708.3 million; Uc) nold?, 
S306.7 million; Kaiser, S226.6 million. 

In 1955, Alcoa's salf^ may l»e np | 
some SI 12 million over 1951. partly , 
llirougli ils aggressive sales and ad- I 
vertising program, and partly through j 
a low-cost, long-range program of I 
buying ahuuinum ingot from its for- 
iuer afllliate. Aluminium I-td. of Can- 
ada. ★ ★ ★ 



SPRAYING 

(Continued from page 41 ) 

of hacoil grease smeared over it. 

W'hen producing the Tappan Fiange 
commercials on The Bob Crosby Show, 
for example, we had a hattle with tech- 
nicians to let the beauty of the range 
show through. The first thing they 
wanted to do was give each range a 
coat of yellow water paint. This works 
beautifully if you are doing a dramatic 
scene in a kitchen and you want the 
"white goods" in the background to 
pale into insignificance. But if you 
want a range, or refrigerator or dryer 
or any similar product to appear on 
the screen with the same personality 
it would have on the dealer's floor, 
don't camouflage it with water paint, 
it will look like a plywood mock-up. 
Don't give it a bath in dulling spray. 
It will look drab and lack luster. And 
it will dull the appetite of Mr. and 
Mrs. Consumer for your product. 

.After winning the "battle of the 
Vater paint,'" we conducted a continu- 
hig campaign of wiping ofT the "dull- 
ing spray." This was intensified dur- 
ing the weeks we featured a range 
called the "Chrome Queen." Needless 
lo say, the "Chrome Queen" was a 
lighting problem. It had so many 
chrome facets that it reflected light 





(>ii<'«« hIio jii«! tTiiMlfd into llit- ken- 
nel Mi'lli it's . . . a Itraiid lU'ir, ic-l'AI. 
lnrsoiu,lity-\U)(:K\ IIODCI.S: 

A real, fniiilie K»y' • • • t<*|i.i in lii» line 
a>< :i iiefsro <leejii\ . . . .«!raiKl>t from 
l.os AiiKelen to our (!oii<liil ('nroliiiu 
aiidieiiee! .Alreailv lie*H llie vrnvniion 
of tlie Klalioii willi iiilroiliieiurt 
o\ aliiiii ! 

Tlii" niakeH «-l*AI, lOO't urgrn in iln 
proKraniMiing now. . . 

llie omIv stalion in onr roNerage area 
llial can make lliat slaleinent! 

|{v llie i^nv, IJockj'"! on nt •■onie liol 
times . . . 6 lo K a.m., and I 1 n.m. lo 
I t't.) p.m. 

aimlher ic-l*AL alar salosiiKiit for your 
product .' 

As Hockv Hoiild sav, "/f// rtuhl, nl' 
swpetif — irhiiililnyii n'/i/fiii' for, liutth ?" 



w-PAL 

of Charleston 
South Carolina 



Forjoe & Company 

Dora Cla\'ton, 
Southeast 
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proof positive 

WCUE 
FIRST 
AKRON 



latest 
Hooper 
ratings 

March-April 

1955 



Share of 
radio audience 


Mon. thru fri. Mon. thru fri. 
8:00 A.M.- 12 Noon 12 Noon-6:00 P.M. 


WCUE 


32.2 32.7 


Station B 


29.5 


28.3 


Station C 


27.0 


21.6 


Station D 


4.2 


9.3 



CllG . . . Akron'i only Independent— we're home folki. 

TIM ELLIOT, Prejideni 

John E. Pearson Co., Notional Represenlofives 
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like ii (liaiiiDiKJ. There \\a« a chrome 
lop roll as well as ( hroiiic strippiiifi; 
across liic front. Part of the rhroiiie 
was ill a haliii finish and part in a 
lirusli chrome finish. NaturalU il was 
necehsar) to delineate helweeii the 
two. Hut all chroniiuin hlooined hla< k 
on camera. Dnlliiig spra\ was rushed 
to the «ceiie and the hath hejraii. Ten 
minutes later it was nu ioiifrer a lijrht- 
iiijr prohleiii; it also no longer looked 
like the ""Chrome Queen. 

So we removed all dulling spraj , 
W e rigged a cheesec-loth tent to serve 
as a shield hetwecii the range and the 
main source of light. The tent diffused 
the light snfTicienth to enable us to 
treat the most offensive "hot spots" 
with dulling spray. E\en with these 
precautions, we had glare. But the 
"'Chrome Q)ueeir' looked like the 
■"Chrome Queen. 

The moral of the stur\ is this: Tele- 
vision can take prett) pictures of your 
product. If )ou sell sterling silver, 
diamonds, automobiles, appliances, or 
anything that shines, you will have to 
work a bit longer to acbie\e it. These 
same television engineers and studio 
technicians, who at times are obstruc- 
tionists, are capable of some wonderful 



things. if the\ know )()ur problem 
and are given a creati\c \ oice in sol\- 
ing It, they can be tlie most helpful 
and cooperati\'e j)cojile in the business. 
Gi\ e ihem a challenge. * ♦ * 
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{Continued from page 59) 




Hubhell Robinson 
I'. I'. Aetuork Programing, CHS 

CHOICE OF PERFORMERS 



# When it comes to deciding where 
to produce one of our programs, the 
first and foremost consideration is al- 



GET 



##«»WITH THE 



MOST POWERFUL TEAM IN THE DETROIT AREA! 




CKLW-TV penetrates o popu- 
lation grand total area of 
5,295,700 in which 85% of all 
families awn TV jets. 



CKLW radio covers a 1 5,000,000 
populotion area in 5 important 
states. The lowest cost major 
stotion buy in the Detroit area. 



wa)s talent. By talent 1 don't neces- 
saril) mean onl\ performers. In main 
cases writers, directors, producers.' 
even technicians are a prime consid- 
eration. 

Take a show like / Love Lucy or 
Our Miss Brooks. Here not only are 
the stars West Coast residents who. 
could not easib be persuaded to move 
to the l-last. but it took the know'-ho-w 
of a Hollywood cainerman such as 
Karl Freund and his crew of experts 
to develop a filming method which, to 
date, has pro\en to be the most effec- 
tive way of combining li\e spontS- 
neity with filmed excellence. 

Studio One, on the other hand, is a 
program leaning heavily on theater-l 
trained actors and personnel, and 
such has set a standard in the preseiiJ* 
tation of live television drama here in| 
\ew York. The real criterion is qual- 
ity. And to get quality we will go 
wherever the talent is, be it \ew York. 
Holl)wood or any other part o,f thel 
fflobe. 




Richard Finlihami 
I .p. In charge of television network] 
programing, t\BCl 
EACH COAST HAS ITS SPECIALTIESI 



Obviously both coasts have much to? 
offer to the television program pro- 
ducer and, especially now that the cost 
factors are fairly well le\eled off. the 
true advantages of either production 
center are more and more the go\ern- 
ing factor. 

In )ears past it used to be that a 
filmed program for instance might be 
jjroduced in the East simply because 
the cost of production per finished foot 
of film was less. This is no longer 
true and today we are more likely to 
consider the availability of talent, fa- 
cilities, technicians, etc. 

On the performing talent level. Hol- 
! lv\> ood seems to boast a considerably 
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Channel 9 
325,000 Watts 

Notionol Rep. 
jAlfom J. Young, Jr., Inc.. 



CKLW 



800 kc. Radio 
50,000 Watts 

J. E, Campeau, Pres. 
-Guardian BIdg., Detroit 



urjicr (|Maiitit\ of irlialilc pi ()Ii->^ii)M- 
lU with primaiil) (itiii rvpcrifiirc. 
^)iiiirrt) (Ill llif iilluT liaiid. tlicrf 
ire fit'iicrally Ijfttcr pcrfuiiiici < anioiif: 
llif iio-iiaiiif laleiil in llic lla^l. tliis 
lar<;t'l\ diic to tlit: |)i()\iiuit\ of liinatl- 
\va\ and llir ?■! i iiij-'t'iit icipiii ciiit'iit^ 
wliifli the stajte (leriiaiKls of its actor^. 

Writers appear to lie more plentiful 
in tlie West. I don't kno\\ wlietlier tlie\ 
like to loll ill the sun while dreaming 
plots or whether it is the pro\iiiiit\ 
i)f the motion picture studios with tlieir 
invitiiifi hij;-nione\ potential. 

Live drama, espe<-iall\ of tlie lioiir- 
-liow t\pe, seems to lie (•nisistentK l)et- 
U-r in the Kast. A^aiii. I l>elie\e that 
the proximity of I?roadwa\ and the iii- 
taiigihle exeiteniciit of theater as a coii- 
■ept are largely responsihle for that. 

While the Kast is learning, film, on 
llie other hand, is still 1 loll) w ood s 
meat. With motion picture tcohnicpie 
having been dex'eloped at the expense 
if the m(ni(" iiidnstr\ over half a een- 
ury. we henefil imnieiiseU hy drawing 
!ti their know-how and experience. 

Of course in addition there are cer- 
tain phjsical advantages to working in 
lie West. These are the availability 
)f any kind of props, the proximity of 
.} variety of lofalions, the usually good 
hooting weather and dozens of little 
hings that are the result of years of 
inolion picture production or of geo- 
' raphic location. 

To us at i\BC actual shooting farili- 
ties are no problem, as we have devel- 
iped excellent plants on both coasts. 
But often the j)reference of a kev per- 
■'onality. usually a name star, will 
force us lo o\erride other considera- 
tions. 

bile tlie proximity of sponsors 
here in the Kast is rarelv an advantage 
■n the creation of a program, this fac- 
tor is important in the production of 

onnnercials and 1 believe that, for 
that reason, the majorit\ of commer- 

ial production will remain here. 



Isf in Power 
and Coverage 

1,000,000 

WAtTS 

AveryKnodel, Inc. 




Hohvil M. II viniKin 
I ./(. in cluiritv ((/ iiroprtimini: irnil litli'til 

AM. 

IT /)/•;/'/■:% /).s (>\ si'Kcim: Mcicns 

• While the Kast or West (piestion 
some Ncars ago could easily have been 
called synDUymons with film or live, 
this is no longer true. \\ itb the grow- 
ing importance of tv. technicians from 
either coast ha\e invaded the other. 
Te<dmi(pie-; which used to be the sole 
se<Tets of a select few in Holl\wf)od 
are known toda) to their \ew ^'ork 
colleagues and, similarU , it is possible 
toda) lo find fully elTicienl crews with 
which to produce a program live on 
the West Coast. 

In the light of this, while tlie terni> 
Film and II ollywooJ and Lueaiid Ae;< 
} nrk are still s\non) iiiou> in oUr 
minds sinij)ly by virtue of past asso- 
< iatioii. there is no real reason to take 
a show to either coast, in preference to 
the other, except the a\ailabilit\ of im- 
portant talent or the geographic ad- 
vantages, which one iiia% ofTer o\er 
and above the other. In the light of 
this latter, it goes without saving, that 
I would not attempt to produce a Wct- 
ern or. let us say. a Kin Tin Tin in 
New York when Hollywood offers not 
onl\ the \ear-roimd weather advan- 
tage but also full) equipped motion 
picture ranches and otherwise the t\pe 
of Western landscape which i^ essen- 
tial. 

In addition to the>e features, a ca^e 
such as this would draw on the trained 
horses and dogs, the wranglers and 
stunt men that have been part of the 
Ibillwvood scene ever »ince the motion 
picture industry began and which 
could not be duplicated in the East ex- 
cept at unwarranted expense. 

Ill the matter of available studio 
space, it seems that wbene\er space is 
needed it can be found e\en here in 
the East, and it seems ironic that tele- 
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-GIVES YOU - 

MILLION PEOPLE 



4 



-I MILLION FAMILIES 
4 



3 



- BILLION DOLLARS 



Annual Retail Sales 



If you're looking for a terrific buy 
for your client (most buyers are) . . . 
then buy Sunflower Network. Sun- 
flower gives greater coverage at a 
lower unit cost, and... one buy... 
one billing means less work for 
you... saves you time and the 
client's nioncv. 




KANS WREN KSAL 



5000 NBC 

1480 



5000 A3C 

1250 



5000 MBS 

1150 



KVGB KOAM KGGF 



5000 NBC 

1590 



lO.OOO NBC 

860 



lO.OOO ABC 

690 
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This announcement of expanded service to the advertising industry was published in October 





Standard Rate & Data Service announces 
its most significant editorial improvement in 



. . making CONSUMER MARKETS" sUte maps and market 
statistics readily accessible, monthly, in SRDS itself 



Starting in May, 1956, each of the regular monthl> 
issues of Standard Rale's Newspaper, Spot Radio, and 
Spot Television books will include all three of the 
vital tools of market and media selection— 

1. The regular standard listings of newspaper, radio 
and television rates and data 

2. Consumer Markets* state maps for easy geo- 
graphical analysis and quick identification of avail- 
able media by types 

3. Up-to-date CONSUMER MARKETS' statistics . . . 
state, county, city and metropolitan area data on 
population, households, spendable income, retail 
sales by store types, farm data, and other vital 
market information that provides the gauge of a 
market's potential and the basis for measuring a 
medium's coverage of a market. 

Over a ten-^'ear span. Standard Rate <t Data Service 
has made Consumer Markets an incomparable 
source of geographical and statistical data, compiled 
especially for ihe advertising industry. One of many 
marks of its universal acceptance and widespread use 
Is the frequent and regular quotation of Consumer 
Markets' statistics by media in the presentation of 
their own marl:ct and market coverage stories. 



However, the Executive Commiiice of'Sigi | 
<{ Data Service, aware of today's dynafiiK 
tion of change in America's markets, concll 
intensive study that the publication of mai'kcl 
only once a year was not enough. It rcco/ 
need for current market information, reflect j 
changes as they occur, and in a form that m | 
it more accessible to more people «.ho in j 
any time, panicipate in the medra-buyingl 

So now, instead of publishing CONStMCR ^1 
information in an annual volume, we arc \ 
where it belongs.. .in Standard Rale itself.. 

This expansion of ConsIj.mer MARKFTtl 
matches the trend of increasing agency 
in clients over-ail murkiimg operalimis. 
today's real and growing need for conven 
to good, reliable market information, at iM 
plans and media decisions are being made 

Staning with the May, 1956, issues otStttn 
Newspaper, Radio, and Telcvi\ion books, 
the advertising industry will find Covsi mK 
maps and data, and (he standard media Ibi 
where they belong ... all together, in SA/>| 
tising's work book of market and media tfl 



S/^VS Standard Rate & Data Service, Inc. 



The National Authority Serving the Mcdia-BniA 
Waller E. Bolihof, Publisher. 1740 Ridge Avenue, 
Sales Offices: Ne»- Vort, N Y • Evaiulon, til. • Lo« / 




tere's what 
} will mean to 
Imdio and Television 
tations when 

k>NSUMEB MARKETS' 

i 

baps and statistics 
me added to SBDS 



The ready accessibility of market 
maps, market data, and media data, 
all together, every month in SRDS, 
brings radio and television stations 
these important sales advantages: 

More cyc-tnillic for your Scrvicc-Ads. 

Twice the ojiporttinity to catch tlie right 
people at the best time with the right story, 
by placing your market and market 
coverage story in a Service-Ad near the 
Consumer Markets' data, and your sta- 
tion story in a Service-Ad near your listing. 

Greater coverage of more agency and ad- 
vertiser people of importance to you. 

Improved flexibility that permits you to 
dramatize significant changes in your mar- 
ket story as they are reflected in SRDS. 

Yes, this expanded service to the advertis- 
ing industry makes SRDS a natural fit for 
your market story and your station story; 
gives you new opportunities to sell both. 

The May, 1956, issues of the Spot Radio 
and Spot Television boofvs will be the first 
to carry the CONSUMER MARKETS' maps 
and statistics. No matter how many subse- 
quent monthly issues you plan to use, don't 
miss May! ^ou can imagine the intense 
agency-advertiser interest in these first issues; 
the multiple use they will get. W'c suggest that 
you act just as soon as you can to rcscr\ c the 
advertising positions you want near your 
market data and near your station's listing. 



S1RVS 



Standard Rate & Data Service, Inc. 

The National Authority Serving the Media-Buying Function 
Waller E. Botihof, Publisher, 1740 Ridge Avenue, Evanston, 111. 
Sales Offices: New York, N. Y. • Evanston, 111. • Los Angeles, Cal. 
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There Must Be 
Something To It 

WHEN 77 ADVERTISERS RENEW 
SPOT AND PROGRAM SCHEDULES 
, , . here is the Something. 

KANV DELIVERS THE 

Shreveport Negro Market 
LIKE NOTHING ELSE CAN. 

OUR ALL NEGRO 
AIR PERSONNEL 
HAVE THAT GOLD- 
EN TOUCH WHEN 
IT COMES TO CON- 
VERTING LISTENERS 
TO CONSUMERS. 
, THEY PROVE IT DAY 

AFTER DAY WITH 

ERNEST MILLER pRQDUCT AFTER 

iTM'fnIlNE. PRODUCT. GOOD 

Well known in PARTICIPATIONS 
Educ. & Social Fids. ^nnk. 
Open for sponsor. UrtN. 

WHY NOT TALK TO OUR REP? 

DORA-CLAYTON. Atlanta. Ca. 
HARLAN OAKES, United Brdcstng, 
Los Angeles, Cal. 
BOB WITTIC, U.B.C., N. Y. 
RICHARD EATON. U.B.C., Wash., DC. 




KANV 



1050 KC 
250 Watts 
Days 



SHREVEPORT, LOUISIANA 



IN EVANSVILLE INDIANA 

WISE 

BUYERS 
CHOOSE 





The Answer To Tired Movies 

"The Nightcappers" 

MON. thru FRI.— 10:30-11 :30 P.M. 
— bright music with 

LOREN BLAKE'S BAND 
—Emcee JIM STEWART 
—Starring PETE DOOLEY 

Participating Spots Available 

Represented by 
MEEKER TV, INC. — ADAM YOUNG 

ST. LOUIS 




viisioii, wliich was the cau--f* of main 
of tlie iieighborliood theaters' (.-losing, 
sliould now he forced to rent these very 
same llieatcrs in order to accommo- 
date its glowing demand for spa<-e in 
wliidi lo produce its shows. 

W e here at ABC have of course al- 
wa\s drawn hea\ily on Hollywood for 
hotli talent and |)roduction. A'ot oiih 
were ue the first network to full) real- 
ize the need for large |)roduction s|)ace. 
which resulted in our ac(|uisitioii of 
the Biograph Studios in Los Angeles, 
hut we also jjioneered the use of major 
motion picture studio-produced pro- 
graming on t\ hy bringing Disneyland 
to the television \iewers. \Vith dis- 
tances in this age of the airplane being 
no longer of any real importance, it is 
m\ belief that programs in future will 
be jjroduced wherever the important 
talent happens to be found or wlier- 
ever geographic considerations will 
dictate the choice of location. The cost 
factor, which some years ago used to 
be an important item, no longer even 
bears discussion, as costs have largeh 
leveled off and economy is no longer 
more important than riualily, * * * 



NOW OPERATING 
WEOA— CBS RADIO 



ALCOA CONTROVERSY 

( Continued from jHige 40 j 

the McCarth) shows. No efTect was 
seen on sales either, because of these 
programs. 

The mail, which was verv heavv for 
these programs, broke down about five 
lo four against Murrow. Said Alcoa: 
"This was a lot less over\vhelming than 
we would have thought, when you con- 
sider that many who wrote in attack- 
ing Murrow did so out of loyalty to 
jNlcCarthy. In some cases, peojjle sat 
down and wrote 10 postcards so the 
mail count is not a true indication of 
public sentiment. Also, it was appar- 
ent that some who wrote had not even 
seen the show." 

JFhy did Alcoa drop Murrou? — 
"We're now in a big buyers' market 
for alumiimin." Alcoa admen sa\. 
"There is competition to sell aluminum. 
W e don t make consumer j)roducts but 
\ve must advertise the products our 
l)U)ers make. Our conij)etition does 
it." (For detailed analysis of Alcoa s 
new advertising and sales strategy see 
story on |)age 30.) 

"When we tell our customers we'll 
heljj sell their products through our 
advertising, they're encouraged to hu\ 
from us. Their ears light up when wt 



KROD.TV. 




NATIONAL SPOT 
TV ADVERTISERS 
using programs 
in the El Paso Market 
are on Channel 4 



KROD-TV 

CHANNEL 4 

EL PASO TEXAS 

CBS - ABC 



AFFILIATED with KROD-600 kc (SOOOw, 
Ortned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 
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Ant Traiis Network 

promotes sales in a 

BILLION 
MARKET 



$ 



Dayton 
Louisville 
Columbus^ 
Springfield 
Ashfland- Huntington 

Call any II R Office for: 
WING— WCOL— •«'1ZE 

wall 

or 

John Blair & Co. for WKLO 



fWIZE fwcm 
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sa\ h, liiil wluMi we liilkt'd Murrosv 
llirj iiskcd, '\\ lint's llu- rating?' The 
show had 959? adults;, but nil niidiciK c 
of only six lo seven million in iilioiit 
three million liome.s. \W needed ii 
.hir<j:er !indi('iif(>." * * * 



TV SET COUNT 

{Conliniird from pnp.i' M I 

terej^t in a remeasnrenient of station 
I'irciilation. 

One tliinj; ran he said uitlioiit fcai 
X)l contradiction. l']\er\l)od\ want- 
more facts, espe< iall\ alioiit t\. Kver\- 
hotly agrt^'s on the need for up-to-date. 
coiml\ d)\ -coiintx t\ set o\Mi(M>hip fij:- 
iire.-. for instance. Hut the (jiiestion 
raised \^\ IS'BC s Hevillc and such a^ien- 
cv research chief.- a- Afnxwdl l ie of 
K&K is wtiether ?pendinji research 
f'mid'^ on Pj)ccifie prohli'ni ar(M< 
wouldn't he more worthwhile than 
la\injj; out mone\ for ;i full-dress na- 
tional coverage stuiK. These problem 
areas include places where stations in 
dilTerent cities overlap. Tliev also in- 
clude those areas representing the out- 
er resell of each t\ station's signal. 

The Heville position also comes down 
to a let's-w ait-and-sep-w hat-the-\ARTR- 
can-do attitude^ The agency people, 
since the\- ha\e no idea of what the 
NARin method is, are not inclined to 
consider the trade association stiid\ a* 
a solid reason for waiting. But there 
are other reasons why they feel the 
piecemeal approach unsatisfactorv. 

Here's the opinion of an agency 
man who heads up radio-tv research 
at a major agency: 

'M want nothing less than a full na- 
tional study, one that will lians: to- 




" — but Honey, just because KRIZ 
Phoenix makes housekeeping seem 
so easy — " 



getlier. that I mean a -tii<l\ that 

( an lie comiiared w ith (Jrn^n- Hiircaii 
d;it£i HI" cnn he i he<-kcd agaiii-l llic 
material wc alrcad\ lia\e. Hut more 
llian thai. 1 want to Inuc a ron-i-lenl. 
o\er-all -oiircc of information. I doii't 
want (lata from a \£irict\ of Miurccs. 

"It docMi't do nic \er\ inncli gooil 
to have to put together rating figure- 
fi'om the inner liietropolilaii area and 
other (i)verage data from the outer 
metropolitan area. Ilie figure- woiilil 
|irol)al)l\ not he comparahle. If i 
wanted to know, for exam|)le, what 
proportion t)f the full .-tatioii andience 
the city audience of a Chicago station 
i-. how could 1 tell ac<uratel\ unic— 
1 had one coverage stud) with consi.— 
tent data.'' And how l an 1 get good 
cosl-pcr-1 .0(1(1 figures'.'' 

"I agree that rating information is 
more useful than coverage data. Where 
}ou have rating data, mavhe you don't 
need information as to which -tatioii 
is viewed most. But a coverage stud\ 
is useful if for no other rea>oii than 
to establish the outer boundaries of a 
station s audience.'" 

Another pro opinion came from 
Mrs. Tcddv Anderson, radio-t\ re- 
search chief at HHDO: 

"1 would like to see a national cov- 
erage study as soon as possible. We 
need countv-bv-< ()unt\ figures for both 
radio and tv. I know that some of the 
data will tell us things we alreach 
know hut most of it will he new. We 
need a national study rather than 
piecemeal information because we have 
equivalent data ffir all station?, at one 
point in lime. 

"We have to have raduj informa- 
tion, too. We .spend a lot of nione\ in 
radio and at present go through a lot 
of mental gymnastic* to find out how 
well we do it." 

A media research executive al an 
important ageiicv moving up fast in 
radio-lv hillings said: 

"I can't wait for the NABTB to 
come up with something in 19.S7. I 
don't even knov\- for sure the\ II come 
up with anything at all. And if tliev 
do come up with something. hov\- do 
I know it'll be good? Sure. 1 don't 
know what Nielsen is coming up with, 
either. If Xielsen comes lo me with 
something I don't like, I'm in a spot, 
because we need information in a 
hurrv . We're speiuling a lot of monev 
everv day. 

"Mai Beville says why spend moiiev 
to find out listeniii" in New ^ ork and 



SALT LAKE CITY 

KNAK ^ FIRST 




KNAK's Met Remy 

Mel Is the DJ of throe popu ' u»ic show 
12 noon to 3:30 pm and 7:30 'o 9:00 pnn 
Mon. thru Fri. Sunday af'ernoon record par*/ 
12-5 pm. Share of aud ence 35.2. 



24 HOURS A DAY 



MUSIC 



NEWS 



SPORTS 



QmOW GRANTED SQOO WATTS) 



LOWEST 
COST 

nk USTCNEK IN 

SALT LAKE CITY 



KNAK 

Sfofion "A" 

Sfafion "B" 

Sfafton "C" 

Staffon "D" 



27.8 Indtpcndtnl 
27.2 Nttwork 

14.6 Nttwork 

13.7 Nttwork 
7.2 Nttwork 



(Hooper !955) 



Repieseitted Nationally by 
FORJOE & CO., INC. 
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This Station 
Manager Knows 
How To Make A 
Profit 

More than 20 highly 
succej;5.ful years as a 
practical broadcaster, 
writer, producer, com- 
mentator, sales manager, 
station manager, agency 
execntive, station 
representative. 

Now employed as station 
manager of a network 
station in a southern 
market. 

Seeking a greater outlet 
for talent^. Creative, 
hard-working, steady, 
professional. Top 
references. 

Write or wire box 1114 
SPONSOR, 
40 E. 49th St., 
N.Y. 17, N.Y. 



I Chicago. My answer is: Where we do 
have rating reports whicli tell ine what 
i 1 can reach county by county? 

''One reason for getting coverage 
data is that you get a tv set count with 
it. For practically the cost of the same 
inter\ie\v you get additional informa- 
tion. Yes. 1 know the ARF is working 
on a way to come up with set count 
figures, but, after all, they'll just be 
estimates. Look, we need a set count, 
anyway. So you might as well set up 
a coverage study to get it. ' 

An associate research director at 
one one of the top five agencies had 
ibis to say: 

"Mai Beville has logic on his side. 
There are lots of areas where we know 
the picture. But there are also a lot of 
areas where we don t know the pic- 
ture. I don't think it would be any 
great advatnage to leave out the areas 
where we know a lot. The saving in 
money probably wouldn't be very 
great. And with piecemeal material 
you won't have data on a standard- 
ized basis. 

"We need a national study and we 
need it now. ' 

K&E's Maxwell Ule. however, begs 
to differ. He told sponsor: 

"To tell you the truth, I haven't 
given the subject of a coverage study 
much thought. The reason is it's not 
a burning question in my mind. The 
problem is only acute in areas of over- 
lap, like certain areas in New England, 
such as around New Haven and Hart- 
ford. And between New York City 
and Philadelphia. And there are other 
areas, too. But the important thing 
is we don't buy a station primarily 
' because of the families it reaches out- 
I side the city. After all, the city popu- 
' lation often amounts to 70 or 80*^ of 
the station's total audience. 

"It may be necessary to find out 
where viewing tapers off but you don't 
need a national study for that. Now. 
I'm not saving that a national study 
, wouldn't be helpful. But samples are 
too small. What you do is substitute 
one kind of ignorance for another. 

A vice president in charge of re- 
search at one of the top 10 air agen- 
cies agreed. He said: 

"We need a semi-national study. Re- 
search money should be put into areas 
where > ou need information. If you 
sample according to population in a 
national study you would have a big 
sample in New York and a small sam- 
ple in let's say Osbkosh. But it's in 



Oshkosli where you need the informa- 
tion most. It may be that the economy 
in piecemeal research is not so great 
but I think it will turn out to be an 
economy. 

"On the subject of radio, we may 
need data but can we aflord to pay for 
reliable data? It's not true that add- 
ing radio to a tv study is inexpensive.. 
Radio is a lot different from tv. You 
have radios all over the house and a 
lot of personal listening. That means 
youd have to inter^'iew practically 
everybody in the family. That costs 
money. If you decide to measure listen- 
ing to one radio per home, what set 
would you pick? The one with the 
best reception or the one with the. 
worst? The set in the living room, or 
the bedroom, or the kitchen? Or the 
auto? It's really a big problem." 



MUSIC-AND-NEWS 

i Continued from page 33) 

segment programing. 

On the heels of Monitor, NBC Radio 
has come up with Weekday, a Monitor- 
styled daytime strip. It has a solid 
core of music and capsuled newscast- 
mg, but it also has a variety of listen- 
ing fare that can be easily absorbed by 
the housewife. Weekday will offer such 
items as daily dramatizations of pub- 
lished short stories that are a consid- 
erable cut above the literary level of 
soap opera, a running dramatization of 
full-length novels, public service fea- 
tures galore, and even poetry readings. 

ABC Radio, following out the radio 
thinking of President Robert Kintner, 
is programing its nighttime schedule 
around a series of five- and 10-minute 
segments tagged New Sounds For You. 
Again, although it is reminiscent of 
the potpourri style of programing often 
used by independent stations, it is a, 
program formula that makes use of 
non-musical entertainment segments. 

Said an ABC executive: 

"During most music-and-news pre- 
sentations the listener pays attention 
with only half an ear. This can't help 
but adversely affect the impact of com- 
mercials. In experimenting with Netv 



THE EASIEST WAY 
TO SELL THE BIG NASHVILLE 

NEGRO MARKET 

USE ALL-NEGRO STAFFED 

WSOK 
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Soutuis For ) t>u \\c hope lu j-et ma\i- 
iiuuii li-itciicr iitlciitioii iiiid lliiis create 
a lu'w asvaiciirss, not only of tlic pro- 
gram, l>iit <'<jii;ill\ the coiniiiercial." 

fhntfU'r i4nif: iispiHt of tlic 

miisic-niid news trcinl tliat's Ix'cii over- 
looked 1>\ all l)iit a few tlioujilitfiil ad- 
lUeii is a (|iic:stioii tliat (K-«\isioiialh 
|)0|)s up heliiiid closed doors: 

"\\ lio's l>("iiij5 helped l>y tliis imisie- 
aiul-iiesss trend tire sponsor or the 
music business?" 

It's no small (|iU'slion, either. The 
music business (records, publishers, 
artists, iiiaiiajiers. "pliiggcrs") has 
about tlie same view toward the nuisic- 
aiid-iiews style that Hollywood's major 
studios have toward [\ variety shows 
that go strong for the promotional tie- 
in. Music-and-news shows, in short, 
are an enticing target for free publicity 
for a few big firfus. 

E\ery big station that has ever 
shifted o\er to the in&n approacli 
quickly finds thai its disk jockeys (the 
newscasters are largely exempt) are 
very quickly the target of a well-oiled 
proniolioii machine. 

Various rix^ord companies and pub- 
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KNOK 

FTr^WORTH- 
DALIAS 

\ A, ' 

ormerly KWBC 



order 
delivers 
the Negro 
Population 
of the 

Souths 

Largest Markets 
...cuts cost, too! 



negro radio 



Gill-Perna, Inc., Nat1 Representatives 
Lee F. O'Conneli, West Coast 




li>liers vend aroniul slai ks of the hxicA 
record"*, oflcii gi\iiig an ■■'e\tbi>i\c" 
on a new release to a top-ranking 
jiM ke\. (loiitact lucn wine and dine the 
d.j.'s iti the be>t restaur ant>i frotn Turk 
Aveniif to Snn-^el |{oule\ard. Xrti-^ts 
"aceidcntalh " drop in on d.j.'s during 
a show. It's a situation sshii h >tatious 
fight to control but is |)rol)al>l\' not as 
great a danger to the niikii formal as is 
iiiiitalise prograiiiiug witlioiit creative 
thought. 

I'tttttrv? : Show luanship s<m'iiis to be 
ihe great ke\ to success in the music- 
and-news style of radio programing. 
Those stations which have lifted it con- 



•^lii l('lf\i,>.ic»ii, «c are pelliii? a trine 
more Lhuii 10c out of (■\erv dollar tliiit 
dors into a(l> erti>iiip. To }set «liat is 
riKlilfiilly our «shnro of the inlv<Tli'^iii'r 
dollar, wc arc goiii^; to have to l>^ll^ll up 
our |ir«>';riim teeliiii«|uc.« ami evalua- 
lioiis, learn from ihe pa^t, not only ihc 
early day^j in iv l>ul radio, as well, and 
>cek new nii>llio(l>i of iiiiprovenient in 
|)r«:{:raniiii';. for lrt\ face il. llie 
»liow\ ihe thins. *- 

WAIU) L. QUAAl. 
r./'., /I.ss/. Crn. Mpr. 
Crosley liroailcastinf; Corp. 

siderably above the ordinary uiipro- 
granied platter spinning and "rip-and- 
read" type of new stasting deserve their 
success. 

The charts on pages 32-.3.3 of this 
issue show the extent to which nuisic- 
and-news programing has established 
a general foothold in radio. 

Not iiniuediately evident in the chart 
is the growing influx of lorab inde- 
pendent-station operations, some of 
which have dropped their network ties 
to concentrate on the m&n brand of 
radio. Today, it's estimated, three out 
of four independent stations rely en- 
tirely or largely on inusic-and-news 
programing to operate. 

Whether or not uuisic-and-new s pro- 
graming remains a stronghold of radio 
or an easy way out seems to depend on 
the following: 

1. How well stations manage to 
program, promote, merchandise and 
exploit m&n programing. 

2. How original they can be in their 
formats and general presentation, and 
how well the\ can police it. 

The next two or three seasons should 
spell out the answers. * * * 



more 
for your 
money 



SKYLINE 

GROUP 

DISCOUNTS 




KDYL-KTVT! 

. KLZ AM-TV 
KOB AM-TV I 



SKYLINE GROUP. RADIO-TV 
Covering the Uranium 
Triangle — Colorado, Utoh, N«w Mmi'co 

j.i. MCvcnsoN. iAii ncA at do., n. r. 

THC KATZ A6CNCV . aHANNAM CO. 




RURAL MARKET 
AWAITS 
YOUR SALES 
MESSAGE 



KUOA 



AM 

AND 

FM 



5000 Watts 
SILOAM SPRINGS, ARKANSAS 

Norfhwesf Arkansas' 
Most powerful station 
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look 







IS 

to 




kbis 



bakersfreld 
California 



970 



DOMINATING CALIFORNIA'S 
SOUTHERN SAN JOAQUIN VALLEY 
WITH POPULAR MUSIC AND NEWS 
24 HOURS A DAY! 



rrpreRpntative 
NEW YORK 

CHICAGO « » » * WA...>.<^ 

ST. LOUIS YOUNC. )R. 

LOS ANCELES 







Churivs T. Ayrvs, former ABC Radio v.p., has 
joined NBC as vice presiJenl in charge oj the radio 
network. Oj his 20 years in broadcasting and selling 
he had spent the last seven with ABC. During 
that time he had been Eastern sales manager, 
director oj radio sales and vice president in charge 
uj radio sales. Bejore that he had been vice president 
and general manager oj the radio and tv de- 
partment oj Riitlirauff and Ryan and, earlier, 
salesman jor the National Carbon Company, 
lie recently served as host at ABCs preview to the 
trade oj its iSew Sounds for You jormai. 



Fs'etl Km. Stiibhe is the new advertising man- 
ager jor the P. Lorillard Co., makers oj Old Gold 
and Kent Cigarettes. He has been with the tobacco 
company since 1950, when he joined as assistant 
director oj advertising. For more than 10 years 
prior to that he had been an executive at Young & 
Rubicam. In his new post, he is responsible jor 
all phases oj Lorillard's advertising, including export. 
Present network tv shows jor Old Gold and Kent 
include Truth or Consequences (Friday, NBC TV) ; 
Two For The .Money {Saturday, CBS TV) ; 
Appointment T^'illi Dajigi-r (Sunday, CBS TV). 



Jack Wruther heads the syndicate that recently 
bought ITNEJr, New York jor aver S4 million. 
The price is reported to be the largest ever paid 
jor a radio station, and its purchase, subject to 
FCC approval, makes him one oj the country's 
leading holders oj radio and tv property. Last year 
he bought all rights to The Lone Ranger, the radio 
program that has blossomed into a multi-million 
dollar tv, motion picture and comic book property. 
Another member oj the syndicate is WNEW President 
Richard D. Buckley, who headed a group which 
li bought the station in 195J- jor about $2 million. 



Don Uurgiii has been named vice president in 
charge oj the ABC Radio Netivork, succeeding 
Charles T. Ayres (see above). Durgin joined ABC 
in 1948 as a television sales development writer, 
next became nianager oj ABC oicned-and-operaied' 
stations, director oj television sales development 
and, in September 1954, director oj advertising, 
promotion and publicity jor the company. He 
in turn is succeeded in this position by Gene 
Accas. In other ABC moves John H. Eckstein 
becomes director oj advertising and promotion, 
and Adolph L. Seton manager oj publicity. 
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JOHNNY .44! with GENE AIJTRY-ROY ROGERS FILMS galloped into every 
seventh home in the Minneajxilis-St. Paul area . . . according to their first ARB ratinj^s. 
They join \VCCO-T\"s AXEL AND HIS DOC in the heart of the Northwest family 
circle. Nationally recognized as a program with one of the lowest costs-per-thousand-homes 
available on television, AXEL drew a smashing 22<2 in September ARB to top 
all local cumulative ratings for Monday-through-Friday programs! 



That's a phenomenal 67 per thousand viewers. 
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Discover this 
Rich Market 

\ Covered Exclusively 
by KHOL-TV 



NEBRASKA 




• 30% of Nebraska's 
Entire Farm Market 

• 128,000 Families 

• With a 1/2-billion 
dollars to spend 

High per capita income based on 
irrigated farming, ranching, light 
industry and watcrpower. 

For information, contact AI Mc- 
Phillamy, Sales Manager, or your 
nearest MEEKER representative. 

KHOL-TV 

Holdrsga & Kearney, Nebr. 
CBS • ABC • NBC • DUMONT 



IN THE LAND OF 

MILK AND^ONEY 




THE ONLY CBS PROGRAMMING AVAIL- 
ABLE TO A MILLION NICE PEOPLE! 

From 7 A.M. to 1 A.M. 
Yepl Bigger' n Baltimore! 



mi 
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KANV, Shreveport 

KBIG, Hollywood _ . _ 

KBIS, Bakersfield 

KCEN-TV, Temple Tex. 
KCMC-TV, Texarkana _ 
KCJIO, Kan.sas Ctiy 
KCRA-TV. Sacramento 
KDLO-TV, Florence. S. 
KET-O-TV, Sioux Falls, 

KERG, Eugene, Ore. 

KGHL-TV, Galveston ... 

KHOL-TV, Kearnev, Nebr. 
KING-TV, Seattle 
KLOR-TV. Portland, Ore. 
KMBC-TV, Kansas Citv 

KNAK, Salt Lake City. 

KNITZ, Houston . 

KNX. Los Angeles 

KRIZ, Phoenix 

KROD-TV, El Paso .. 

KSL, Salt Lake City 

KSLA-TV, Shreveport . 

KTRK-TV, Houston _ 

KTVH, Hutchinson, Kans. . 
KUOA, Siloam Springs, Ark. 

WAVE. Louisville 

WAPI-WABT, Birmingham . 

WBAY, Green Bav 

WBXS. Columbus, Ohio . 
WBRZ-TV, Baton Rouge . . 
WBT. Charlotte, N. C. ... .. 

WCCO-TV, Minneapolis _. 

WCHS-TV, Charleston. W. Va 

WCl'E, Arkron 

WDEP, Chattanooga 

WEEI, Boston 

WEHT-TV, Henderson. Kv. .. 

WEMP. Milwaukee 
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WFBG-TV, Altoona 

WFBM, Indianapolis 

WGMS. Washington 

WGX-TV. Chicago 
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WHA.M, Rochester . 
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WPAL, Charleston, S. C. 
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AVS.VI. Cincinnati ... 
WS.\U-TV, A\'au.sau, Wis. 

WSB, Atlanta 

WSBT-TV. South Bend 

WS.IS-TV. Winston-Salem 
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WSVR, Syracuse 

WTRF-TV, Wheeling. W. Va 
W.XEX-TV, Richmond 
WXLW, Indianapolis 
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who's first ? 



IN CANADA'S 
THIRD MARKET 
IT'S 



RADIO VANCOUVER 



feps : Weed & Company 

All-Canada Radio Facilities 
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CEN -TV 



^ON THE BEAM 

w/'/h 

CONSISTENTLY TOP PROGRAMMING 
CONSISTENTLY TOP RECEPTION 
from the 

WACO -TEMPLE 

TO THE REMOTEST CORNERS OF ITS' 
17,000 SQUARE MILE COVERAGE 
of the 

MULTI-MILLION DOLLAR 
CENTRAL TEXAS MARKET 



KCEN -TV 



TEMPLE, TEXAS 

Generol Offices: P. O. Box 188, Temple 
Soles Offices: Professionol BIdg., Woco. 
Studios ond Tronsmitter ot Eddy, Texos — 

between Woco and Temple. 

TV/X Eddy, Texas, No. 8486 

Representatives: 
Notionol: GEORGE P. HOlllNGBERY COMPANY 
Texos: ClYDE MElVlllE COMPANY, 
Melbo Building, Dollos 

CHANNEL ^^VHF MAXIMUM POWER 
NBC tNTfBrnNNFCTFP «- 
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A BRAND NEW Christmas 
gift idea designed to bring 



your company 



BRAND NEW BUSINESS 



Win sciilc for an ouliiiiiry gill when it 
jusi a few niomcnis lo gi\c clicnis. prospects 
and business associates one (liat redects your 
thoiightfiilness at Clirisinias . . . keeps 
tlieni reminded of you throughout 1955 . . . 
and shows them how lo make their air 
advertising more profitable. 



1 




rOU GIVE A FULL VEAR 

26 ISSUE SUBSCRIPTION TO SPONSOR 

Siarilng at the HolldAy Season and continuing 
throughout the year, SPONSOR hclpt your 
rocipiontj save time, worl, trouble . . . sJiowj them 
how to cash in on broadcAst advertis'ng'j great 
pulling po''er . . . givps them ideas fhoy can 
got from no othor source. 




you CIVE SPONSORS 
"REPRINT-OF-THE-MONTH" 

You know what a great selling job the right 
reprint from the right publication can do. A re- 
print is easy to handle, gets top readership, 
and is pinpointed directly lo the reader's interests. 
Under this new service your clients and prospects 
receive reprints of SPONSOR'S "top article of the. 



rjio 



nth" 



svery month direct from SPONSOR 



by first class mail. 



You actually give ^ gifts in one 
all for as little as $^ 



/)() yoi'i" husnifis gift shopfjiitg today . . . hg^ht on 
the special form provided in this issue. 




OlfeTi iARD if TMI HOLIDAr SEASON 



^n* *4Mt neflecf* tha sjafrit o^ ©frsstJma^ and 
feritiadeail advertfsinf business aJJ n, one 



who lived in a shoe-- 
she had so many children, 
hut she knew just what to do. 



KTRK-TV 

THE CHRONICLE STATION, CHANNEL 13 

P.O. BOX 12, HOUSTON 1, TEXAS-ABC BASIC 

HOUSTON CONSOLIDATED TELEVISION CO. 

G«n«ral Mgr., Willard E. Walbridge 

Camm«rcial Mgr., Bill Bennett 

NATIONAL REPRESENTATIVES: 

ILAIR TV, 150 E. iSti St., New York 17, N.Y. 



The young families — the big families — the buying 
families have been won to KTRK-TV loyalty, 
changing the Houston Market in less than one year. 

Daytime, Houston mothers and their youngsters have 
been happy with Channel 13's right combination of 
children's programs, film features, and women's 
programs, giving us top or second audience in 116 
out of 160 daytime periods. 

Nightime, ABC's great new Fall lineup of family shows 
plus our strong sports lineup and syndicated 
shows make KTRK-TV Houston's Best Buy. 
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Urgps stress on 
am programing 



KDKA on 
radio's future 



Elections to tie 
up -tv periods 



Ed Ebel ANA 
chairman 



Mickey Mouse" 
tops in day ty 



TV ads basis of 
alL-media drive 



( CoiifiiiiK^f from |><i</<' 2) 

Radio broadcasters were warned by one of their own colloaguos that 
they don't pay enough attention to programing. Admonishment came from 
Worth Kramer, v. p., general manager ol" WJR, Detroit, at NARTB's Re- 
gion 7 conference. He cited more attention to progrciming as part of 
3-point policy to overcome sagging radio price structure. He said 
radio is indulging in "most colossal giveaway progrcim in the annals 
of advertising. " 

-SR- 

KDKA, Pittsburgh, took look into future as well as recalling its past 
on 35th anniversary of station's Harding-Cox election returns broad- 
cast early this month. Chris Witting, president of Westinghouse 
Broadcasting Co., which owns station, pointed out KDKA was fountain- 
head of broadcast industry. KDKA station manager, L. R. Rawlins, 
looked to radio future based on: (1) small sets, even tie-clip size 
and hence even more personal listening; (2) "new programing concepts 
which are changing radio from a big, loud entertainment medium to a 
subdued household friend" ; (3) tape-recorder techniques which add 
human dimension to news and open up exciting new program forms. 

-SR- 

Advertisers will find it rough go in g to clear prime time on tv next 
fall. GOP has already plunked down $2 million in advance commitments 
for time to avoid expensive pre-emptions. And this is just start. 
Democrats have not yet bought, but expect to corral time before end 
of 1st quarter, 1956. Dems , who hope to have ^5 million radio-tv 
kitty, are aiming at 8:00-9:30 p.m. periods rather than cheaper 
marginail periods they settled for in 1952. Republicans are expected 
to cop some juicy slots under timebuying guidance of BBDO. 

-SR- 

Indicative of growing importance of marketing in total ad scheme is 
fact that new ANA chairman is mark eting man. He is Edwin W. Ebel, 
v.p. in charge of marketing for General Foods. Ebel succeeds Johnson 
& Johnson v.p. Edward G. Gerbic. Named vice chairman is George E. 
Mosley, Seagram Distillers v.p. Paul B. West continues as president, 
post he has held since it was created in 1935. 

-SR- 

First Nielsen report on ABC TV's "Mickey Mouse Club" bodes well for 
"third network's" future in daytime video. "Club's" first week on 
air showed it to be highest-rated s how on daytime tv. Top quarter 
hour (sponsored by Carnation) had 17.9 rating, reached 5,300,000 
homes. Show clobbered competing "Howdy Doody, " whose top quarter 
hour got 9.5, reached 2,800,000 homes. Latter show, fifth-highest 
rated on network tv before 6:00 p.m., was beaten by 3 CBS TV soapers, 
"Search for Tomorrow," "Guiding Light," "Love of Life." All 3 
soapers fall within 12:15-1:00 slot. 

-SR- 

Greater use of art from tv commercials as basis for all-media cam- 
paigns may be upcoming trend. One example is series of animated 
commercials just completed by Harr is-Tuchman Productions for Seaboard 
Finance Co. via Frank Bull & Co. on West Coast. Thougn commercials 
were originally destined for tv only, client and agency liked them 
well enough to use in newspaper, p o int-of-sale ads. 
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Godfrey knows better 

In liis curreul Saturday Evening 
I'osl l)iojrrapti\ . Arthur Godfre\ proves 
alt over agiiin that he is a master at 
public relatious. As vve see it, the 
first article in the series sets up a 
picture of Arthur which is so appeal- 
ingh human as to disarm any critics 
past or future. I confess, he says in 
effect at one point. I used to snitch 
postage stamps from the boss when I 
was a lad — though always returning 
the stamps on payday. 

The real question an advertiser must 
ask who studies; the present Godfrey 
biographv and the recent record of 
Godfrey public relations blunders is 
how such a master could ever have 
fallen into the mistakes which made the 
present biographic rebuttal a necessity. 

The answer. !?implv. is that Godfrej 
is not an infallible human being, as 
he points out. But he is a multi-million 
dollar vehicle for adv ertising messages. 
And companies who link the well-being 
of their products to a fallible human 
being deserve more protection than is 
provided hy the whims of one man's 
temperament. 

Godfre\ has been allowed to rule 



his programs, his public utterances and 
policies without restraint or counsel. 
He is an autonomous department of a 
major network seemingly answerable 
to no one. Hut one way or another the 
networks must exercise businesslike 
control over those who perform via 
their facilities. 

The issue of businesslike restraint on 
the impulses of stars goes far beyond 
Arthur (Godfrey . There are other God- 
freys in the making (at least one star 
at another network shows all the signs 
of outgrowing the bounds of common 
sense). And the problem can become 
increasingly acute because in this mag- 
azine concept era the performer is freed 
from dependence on only one adver- 
tiser for his support. He knows he 
has a whole group of clients and that, 
moreover, there may be a line of others 
waiting outside the network's door. 

In this atmosphere, particularly 
under the gruelling demands made by 
television, temperamental outbursts are 
bred. But it is the responsibility of 
the networks to keep them behind the 
scenes where they belongi 
* * * 

Tv set count 

Report #8: We ought to be gratified 
by progress made thus far toward 
giving advertisers and agencies the 
reliable tv set count and coverage 
figures they need so badly. Since we 
printed Report #1 in diis series, ac- 
tivity has become intense (see article 
this issue page 29) . 

But what is disturbing to us as well 
as those who wait eagerly for the data 
is the length of lime required to pro- 
duce results, \ielsen needs till the 
latter part of 1956 to produce figures 
for its announced second Nielsen 
Coverage Service. Advertising Re- 
search Foundation, which is working 
to adapt regional census figures into 



county-by-county set count estimates 
will probably be months in the process 
NARTB must spend another year test' 
ing its Cawl method of measuring t\ 
circulation. 

We recognize the desire of reJ 
searchers to insure precision in theii 
figures. But we can't help but think of 
other scientists who had to move fast 
— and did — during the war days, ll 
was said that certain radar develop 
ments which "couldn't" be perfected ir 
two years were completed in months. 

We won't be satisfied until we see 
the television medium proceeding to a 
satisfactory solution of its set count 
problem with all the speed of those^ 
wartime researchers. 

« » ■« 

Did papers make $64,000 Q.? 

Editor &r Publisher recently pro: 
tested in an editorial that newspapers) 
were aiding a competitive advertising 
medium by going overboard to publi- 
cize $64,000 Question. Newspaper? 
were largely responsible for building 
the show, E&P contends, and now it 
seems to wish they'd forget the wholt, 
thing (and get back, we imagine, tfl 
their proper business of building circu» 
lation with giveaways and puzzles.) 

We don't know to what extent $64, 
000 Question could have sprung to tbif 
heights without intensive newspaper 
coverage. But we do know why intel- 
ligent newspaper editors played and 
are playing the show to the hilt. It's 
simply because they are sensitive tc 
the douTi-to-earth yearnings and emos 
tions of the reading public and know 
that stories about this show help tc 
sell newspapers. E&P seems to bt 
recommending that newspapers turn 
their backs on a phenomenon which al 
Nielsen's latest count was reaching 
nearly 19 million homes. Who will 
that hurt. E&P? 



Applause 



Gen. Sarnoff's determination 

Advertisers and agencie> watching 
the iJrogresL of color tele\ ision nui.st 
applaud the determination t»f Brig. 
Gen. David Sarnoil as he moves for- 
ward steadil} to build color television. 
Advertisers now using telev ision. espe- 
cialK those who ha\e sponsored shows 
in color, realize what a fabulous sales 
medium i-; being forged for them. 
Other tulvertiser> who are not now in 
television but who use color in other 



advertising media are eagerl) await- 
ing the prospects color tv promises. 

We're convinced that Gen. Sarnoff's 
determination as well as the natural 
course of progress will bring about 
rapid growth of color television within 
a short span of years. The General 
predicts that next year over 200,000 
color sets will be sold. And by spring, 
the first station broadcasting all of its 
local programing hi color, WNBQ, 
Chicago, will have completed its con- 



version from black-and-white. All told.' 
NBC is investing S9 million ts\ ex-i 
pansion of its color facilities. 

The problem, eventual!), will not be 
getting advertisers to use color tv, but 
finding room for all the new adver- 
tisers who will crowd into the mediunl. 
Thus progress in color television iV 
linked to the broader picture of how to 
get more television stations on the air 
so that all advertisers as well as the 
general public can be better served. 
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NOT THE CHORUS... 







^ When Adam J. Young Jr. Inc. represents your station, you get 
concentration on YOU exclusively. 

In talking to advertisers, we're not selling a long list of stations— 
we concentrate on YOU and the market YOU serve. 

We represent only 20 top radio stations ... each in a widely 
separate and distinct market. 

Th^s policy of exclusivity of concentration gets such impressive results 
that we can afford to concentrate on the star . . . not the chorus. 
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